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LIBERA # 7 LESSANDRO "

INTRODUCTION

This book collects the proceedings of the 4" edition of the international seminar
O O aitg, retail and consumptiogpn Ow OUT EOPATl EwEAWEwWT UOUx w O u
40PYI UUPUAwWEDW - ExOODw P47 .OotéberOZ0E3P With uhep- E x Ol
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 Geographyd to debate about the practical
implic ations of the urban planning for shopping and consumption places .
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 AngleSaxon world, where it is already
greatly developed, trying to connect the outputs of researches carried out in
different urban contexts and to build up a transversal knowledge. Assuming that
20T 1T WwEOOUUOI Uz UwUOGEDPI DawbUwi OYPUET T EwWEUWEwU
and locations, different intensities and densities, even throughout different
E P UE2) AUthe 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, finalized to question not only the theories and methods but also the
many practical effects produced by the new changes of retail and consumption

“#DxEUUDOI OUOWEPW2EDI 04l wa OEOT wi w2O0EPEOPOW4ODYI UUDUA
1 The first seminar (Rio de Janeiro, 2006) wasEi EPEEUI Ew OOw?" PUawEOEwW 21 UYE
ExxUOEETT UwoOl wiOI 1l wEOOOI UEPEOQWUUUT T U2 0wUT | wUl EOOEw@! E
debate on "Cities, urban commerce and consumption” and the third was organized in 2012 in Sao Paulo
and dedicall Ew UOw?, UUEUPOOUWDOWUT |1 wEOOOI UEPEOWEOEWUI UYDE
contemporary society? 8 w 31T 1 w O U U E &iétl adduttirdi uméetingsuare collected in scientific
publications (Carles Carreras i Verdaguer and Susana Mara Miranda Pacheco, edsCidace e ComércidA
rua commercial na perspective internacio@imazém das Letras, Rio de Janeiro, 2009; Silvana Pintaudi,
ed,Revista" PEEET UBw2x1 EPEOwWPUUUT w?, VUUEAGI UwOOUwWI UxEAOUWEOGS
19, 11, 2014)A crucial meeting for the participants in the research group was also the International
“OO0T T Ul OEl wOUT EOPAT EwPOwWw+DPUEOOWDOwW! Yhw OOw?/ OESOPOIT u
(Barata Salgueiro and Cachinho, eds, Retail Planning for the Resilient CityConsumption and Urban
RegenerationCentro de Estudos Geograficos, Lisboa, 2011). Some members of the international research
network also took part in two seminars organized on city changes by the Gigu (& UUx wEz ( OY1 UUDT EE
Geografia Urbanaf the BarcelonE w4 ODY1T UUPUaAwDOw! YYWw?+EWEUI UUDGOWET C
(Sergi Martinez Rigol, ed, La cuestion del centro, el centro en cuestieditorial Milenio, Lleida, 2010) y in
| YYNwW?+EwWEUI UUODPGOWET OwxEOUPOOOPOOWI OwxEOUUDPOOODPOWI DWEU]
2 Carles Carreras, For a more critical Consumption Histarin this volume.
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places!, 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 produces 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 cultures. These
changes seem to make even more actual the synthesis proposed by Giandomenico
Amendola almost ten years ago on the relationship between retail, consumption
ECEwWEPUaow?Di wbhUwhbUwUUUT wUT EVWEOOUUOXxUDOOWE
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 72 &

All participants in the seminar have debated the changes of this relationship
starting ¢+ as Herculano Cachinho pointed out in his discussion at the end of the
third session ¢ 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.

4The so-called smart consumption is now an important element of the analysis on the smart city. see,
among others, the interestiOl WEUUDPEOI wEaw+UEaw UOPOUOOOW?20EU0wWUT Ox x
Consumer Studies37, 4, 2013, pp. 38893.

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 havebeen 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 Giiderd University Press,
Oxford, 2005).

6 They are, as the sociologist Codelippi 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 consumblimesis, Milan, 2014).

7Giandomenico Amendola, La citta vetrina. | luoghi del commercio e le nuove forme del consiguori,
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), analyzed 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 and 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
O000awlOwWUUUVUEaAawWUT T woOl pwuxi 1 0001 OEOwEMthisuU OwE O
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 twentyfive
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 city8d w( | wUT T ws NY Uw
JEUOGaw! YYYzUwi EYI wUI EOUET EWEOWPOEUI EUDOT wE
spaces of retail capital and the new consumer culture, reflected in a multiplicity of
interdisciplinary works °, the so-called spatial and culturE Ow s OUUOs wi EUw x
further advancement in the studies. More recently the focus has shifted to more
Uxl EPI PEwDUUUI UOWEOUOwWI EET EwbOw- ExOl UzwUI C
characterized the evolution of commerce (e-commerce, demalling), consumption
(ethical, green, smart, politicall%) and the related spatialities. The focus on the new
issues, imposed by phenomena in continuous and rapid evolution, however makes

8The literature on the two topics is too extended and here we have not the possibility to retrace it.
su consumo e cittacit.) while, for a wider internationa | EOE WDUEOPEQOWET EEUI OwUI 1 w+DE
Attivita commerciali e spazi urbani. Per un approccio geografico al C&wtmico di Napoli Guida, Napoli,
2008.
°- 1 POwB6 UDT Ol awi w, PEI 1 001 w-+Hbkar Géagraghy2l) E R0OWpFEGEEI I | w4 UEE O
0 %OUw 071 wOEUUI UOw Ul 1 w Uil wEUUDPEOI wEaw-PEOwW " OEUODI C
E OO U U O x Gebdtadry Cangss 2, 6, 2008, pp. 1.8784.
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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 becausé as it has
been already emphasized regarding consumption + 2 OOUUw x1 Ox Ol w i i1
UOGEIT UUUEOQGEwWUT T wOl UOwPT OOwl OOUTT 6w, OUUwWOI wUL
we all knowwhat PO wOl EOUwUOws EOOUUE dmUOOT U1 POT wdU L

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
Pradd' (directed in 2006 by Frankel and based on the bookChick 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 casestudy 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 ¢+ which have assumed an undeniable centrality with the increasing
competitive pressure among cities ¢ in the policies of city branding % 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 ¢ and in being shaped by ¢

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, seet among otherst Mark Jayne, Cities and consumptigrRoutledge, London, 2006.

B37 1 WUOEDPOOOT PUOW2T1 EVUOOW9UVUOPOWI EUWEPUEUUUT EWEEOUOW?
UUxxOUUT EwEawlT 1 wll EPE>2 wlOwI R x GEMiGwD ditractthé ditdrmoOtax OEET U wl
El UCEPOwx OEET UwUEUT T Uw0l EOQwOOwWOUT 1 UUOwi EEUPEEUDOT wki E
P2xEET UwOi wEOGOUUOXxUDPDOOWUOWET I PUOwWwpOUWOOUT AwlOi 1 whbEI OUD!
New scenarios for the attractiveness of cities and territoFiencoAngeli, 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 interesting 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
O O dities and metropolitan areas in the new urban retailing and consumption scenarios
in three groups: a first one, composed by the texts focused on the rde of retail ¢
and of new commercial polarities ¢ 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 casestudies (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 Beltrdo Spaito, Goes and Turra Neto in their
methodological proposal for the analysis of medium -sized cities in Brazil) and the
consunption 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
sBAPUPOOEOs wbOw+ 0Ol PEEOwW 2 x ED Ow E §ipdtopEellet Ul UDE
Sanfeliu and Beltrdo Sposito).

Also the contributions of the second session, d unéw forms of commerce and
services in the urban space® WU UUOWEUOQUOEwWUT Ul 1T whbUUUI U w3l
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 Martinez Rigol, Frago and Carreras i
Verdaguer on the basis of the long experience of OCUB Qbservatori del Comerg de la
Universitat de BarcelonaThe 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
OOEEODPAEUPOOZUWET OPET woOil wiOTT wOEUT T wUIl UEDPO W
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 ?consumption and tban
landscapes in transitich 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
sUDT T Uw UOwhE iskcandE grdip cdntaing 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 Lkida; the work by Faravelli and
Clerici on Milan, 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 andyzes 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 elated to them. The essays are focused on four case studies, which
analyze specific issues:Frago Clols, Martinez Rigol and Carreras investigate the
processes of gentrification in the Raval district, one of most interesting Barcelona's
guarter 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 onJoegeborggale Stetthrough a cultural approach,
while Olivera analyzes the forms of polarization and exclusion generated by the
new spaces of retail and consunption 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 ¢ Piazza Mercato (Market Squarg and Borgo Orefici (Goldsmiths
Village) + and in the metropolitan suburbs ¢+ Centro Ingrosso Sud and Vulcano
Buono in Nola and Tari in Marcianise t enrich the volume. The first, written by
Vona, on the link among commercial services, enhancement of the historical
centres and devdopment of tourism in the policies of Town Centre Managemermind
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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 wo Scientific Coordinators, Rosario
Sammella 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 | thank for the prompt presence at the various stage of the seminar),
UUEOUI OUOI EwbOUOwW EQw OxxOUuUUOPUaw UOwW sT Ow O
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
OEEEUDPOOWOl wiOT T w-ExOl UzwbOPUPEUDPYI Owi OUwU
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 ¢+ Caterina Cirelli, Mirella
Loda, Patricia Olivera, Luigi Stanzione (Universitd della Basilicata) ¢ and
discussantst Herculano Cachinho, Maria Luisa Faravelli, Sergi Martinez Rigol ¢ of
the three sessions for the accuracy, the interest and thereal 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, nothing would have been possible without the financial support
offered by the Chamber of Commerce of Naples, as a complement to that provided
I UOOwWUT T w?. UDPI QUEOGTI 20 w( wkPPUT wUOwWI RxUIl UUOwC
thanks to the President, Dr. Maurizio 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.

141n 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
11 EUOUEUIl wop( O01 UOGEOwW 11 EPUUWEOGEW/ UEOPEW1I C
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*

CITTA, COMMERCIO URBANO, CONSUMO

-1 T O0PwWUOUDODPWYI OUZEOODPWPOWOUUEOI OUOWET OO0I
il contesto urbano di molte citta. | moderni sistemi urbani considerano il
commercio un comparto utile per misurare il livello e la forza economica di un
Ul UUPUOUDPOWOOUUI ET 6wUOzDOXxOUUEOUI WwYEOYOOEW
Da sempre le attivita commerciali hanno svolto un ruolo cardine nelle citta,
garantendo gli equilibri della vita collettiva, facilitando gli incontri, le
comunicazioni e i rapporti sociali tra i cittadini 1.
Il ruolo svolto dal commercio & stato di particolare rilievo per tante citta del
passato e continua ad esserlo per le citta contemporanee dimedie 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 quantita rilevanti di esercizi commerciali, non solo nelle aree
periferiche delle citta, dove il commercio, in passato, si & sviluppato secondo un
modello insediativo di forte diffusione e integrazione nei tessuti residenziali o
multifunzi onali, ma anche nel centro storicc.
Nella citta contemporanea, entita 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 abbandonato la mera
funzione economica, incorporando una vasta gamma di nuove attivita e servizi che
I EOOOWUUEUI OUOEUOwWOZEUU O wE shappifg@ekperigridéllai® O w U O |
GUEO]I wOzEUx]I OUOw xUI UDUEOI OUT wil 0060ap0OOHEOl wED
vengono stimolate da svariate forme di comunicazione emesse e dal design dei
x UOEOUUPGwW -1 O0zEUUOWEZEEQ@QUPUUOwWOwWEDYI OUUO
EUUUPEUPUOWEDPWOUOT T PWEDwWYI OEPUEwWw®OIl wYi OUDC
smarf), in grado di consentire ai commercianti di stabilire un vero rapporto
interattivo con i co nsumatori. Tali luoghi, pertanto, tendono sempre piu a costituire
il corecEPDPwWw@Ul OOzEUUDPYPUAWEDwWXxUOEU4aADOOI wUDOEOOD
progressivamente affiancando quella di tipo materiale. Di conseguenza,

* Dipartimento di Economia e Impresa, Universita di Catania

1, EUUDPOPODPEOOwW/ OOEEEOOW? ( OWEOOOI UE P O wripeBdicddi @i UEwDOE
EUUOEPEADOODPUOO? OwbPOw&DE Ow+ UE E waBddnémiz hEanabemanOeiBdptina/ | OE E
del commercio in Italia e nelle Mar¢chErancoAngeli, Milano, 2012, pp .287%301. Vanni Codeluppi,
Metropoli e luoghi del consumblimessis, Milano, 2014.

2 Giandomenico Amendola (a cura di), La citta vetrina. | luoghi del commercio e le nuove forme del
consumoLiguori, Napoli, 2006.
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determinano delle profonde modifiche anche nelle caratteristiche delle citta
contemporanees.

(OwYPUUKwWEI 00z1 U0UI OEWEDYI UUDI DPEEaDOOI weEI
Oz1 Ux1 UDI 04 E wE boweko Girertd G Gpal@y@ wddi®-apériali, a causa
EIl OO0zI1 Ul UOT 1 Ol PUAWEPWXUEUPET I wWEDWEE@GUDPUUOW
non solo quelli commerciali, ma anche quelli urbani su cui insistono i punti
vendita, sempre piu modellati da strategie di marketing esperienziale. Le nuove
tendenze evolutive pongono in evidenza non solo il nesso tra citta e commercio ma
si orientano verso una piu ampia lettura del rapporto tra commercio e territorio;
infatti, le politiche insediative delle attivita commer ciali tendono a dissociarsi dalla
citta, proponendo altri luoghi distaccati non solo fisicamente ma anche nella forma
del costruito.

La geografia del commercio, dunque, deve soffermarsi sulle conseguenze socie
demografiche determinate dal retail nello scenario urbano. Il ruolo degli attori
afferenti al retail nel plasmare i paesaggi urbani & di certo aumentato rispetto al
xEUUEOOw I Ew 6w EEEPUPUUUUEW EDPYI OUUOwW UVUODUEUI
governanceurbana e territoriale4. | 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 piu
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

+72DOU0I UxUI UEaAaDOOI wEI OOEwUI EOTl wOUT EOP&AAEAD
contemporanea € sicuramente complessa ma un primo passo, hella giusta
direzione, dovrebbe portarci a superare gli schemi dicotomici presenti in
letteratura che ci restituiscono immagini delle attivita di vendita duali, di semplice
contrapposizione fra vecchie e nuove forme distributive.

Da cio si evince lo stretto legame UEw Ol w EPOEOPET 1 wi YOOUUE
commerciale e quelle della citta. 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 consumataintropologia, architettura, politica,
cittadinanze FrancoAngeli, Milano, 2007. Steven Miles, Spaces for Consumption: Pleasure and Placelessness
in the Postindustrial City, Sage, Londra, 2010.

4" 0OO0POw) w31 OOEUVUWI w1OUI GEVaw#86 %bw! UOOOT aow?" bUawEl OC
and Fear in the Evening and Night-U D O1 w "UBb&haStudias 37, 8, 2000, pp. 1.403.429. Timothy J.
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distributiva, piu di altre attivita, contribuisce a riorganizzare il territorio ed & un
forte elemento di trasformazione del paesaggio.
Su questi temi si & discusso e dibattuto durante la Tavola rotonda di apertura
del IV° Seminario Internazi onale su Litta, commercio urbano e consumos
Gli autori, nei loro contributi, con una lettura diacronica del rapporto tra
moderno commercio al dettaglio e organizzazione funzionale della citta,
EOEOPAAEOCEOwW Dbw xUOI OOEDPw EE OE b Hsbibudve Buedl OOz E
conseguenti ricadute territoriali, hanno affrontato il tema del binomio citta -
commercio e delle recenti trasformazioni che hanno interessato sia il commercio sia
le realta urbane con una chiara interpretazione causaeffetto nella lettura delle
rispettive evoluzioni.
$YPEI OAPEOEOwW OEw Ul OEaDOOl w UUEwW EOOOI UED
2071 wUl OEUPOOWET Upi 1 OwEPUAWEOGEwWUI U EupEORUBAUDL
origin and identity. The structure and the composition of retail districts have
ETEOT T EwPOwWUDOl wegogdw3l il wOOEI OwoOl wEwWEDUaAU
hierarchical structure of centers, has given place to the new polycentric metropolis
whererl UEDOWEOEwWOUT I UwUIT UYPET UwOEOT wUT I wOEPOwW
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
EOOxOI UUPUaw EI 00z Odial in Udinkinu dt Gocefirzazién® e Odi O w
composizione dei quartieri centrali. Nel breve periodo, il lavoro analizza i ritmi che
il commercio e i servizi connessi impongono al centro citta. Attraverso il Chronotope
Project applicato al caso di studio di LisboOEOw Oz EOEOPUDPWODUEWE WYE
EzDOOETI POPwl OEEOUEUI WEEDPWEOOUUOEUOUDWEIT OOI
comprendere le ragioni dei consumatori nella scelta del centro citta, la loro
i Ul gUI OAEWEPwWYPUPUI OwPwWUUEUxOUUPWUUEUDWI woz
"1 UEUOEOT Ow" EET DOT OOwPOYI El Owx Ul AEniduD OwE O
da Liberdadea Lisbona, considerata come una delle strade del lusso su scala
mondiale. +zZ EUUOUT w UOUUDPI OT wEIT T OwOOOOUUEOUT w OE
concezione, risalente al tardo diciannovesimo secolo, e nel suo sviluppo successivo,
numerosi fattori connessi alla centralita, alla simbologia, al prestigio e alla
scenografia hanno resoquesto boulevardOE wY1 UUDOEwx1 Uwl EET 001 Oa
(O000U0UI ow UOEEaOw EOOOI UEPEOwW EOEwW EOOUUOXL
merchandizes for consumption and they imply a seemingly unavoidable direction
landscape are esgcially 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 glance & euluxury
shopping streetche sono associate ad alcune tipologie di prodotti tendono a
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caratterizzarsi quale luogo attrattivo per le nuove esigenze del cosmopolitismo e
El OOEwi OOEEODA4 & E aldastr®iwCul »J IwlOuE QuzEs00®<U | bE D@D T w i
tutti elementi che sono div enuti vere e propri luoghi magnetici per i nuovi stili di
vita urbani 5.

Carles Carreras sottolinea la necessita di costruire un substrato storico degli
eventi economici, attraverso lo schema dei cicli di lunga durata di Kondrat ieff. In
xUPOOwWOUOT OOw" EVUUI UEUwI YPEI O4aPEwOzI UPT 1 04aE
eventi economici, di fronte alla a-storicita che, in termini generali, caratterizza i
OEYOUDWEI 1 OPbwi EOOOOPUUDSwWw+zDOUI UxUItEADOOI 1
UUTT1T UPUET wUOOWUET 1 OEwHOUI Ul UUEOUT wEwUEDOI
UOzbxOUI UbDw EPUEEwW EUI w EPEOPwW EI OOEwWw 1T OOEEOD
finanziario come circuito superiore e le migrazioni internazionali come circuito
inferiore, cDUEQEQwW?2U0T 1T wi T I TEVUwWOI w&OOEEOPAEUDOOW:
Ul EOOw O wOOUEOQWEOBOEWUOEDPEOW YEOUI U238 w ( O6i pOI
satellitare coOl WEEUIl wxl UwOEWUOEDPI UawEl 00z ( Oi GUbOEa
mobile e la television e satellitare come veicolo per il circuito inferiore, e internet ¢
minoritario t per il circuito superiore.

2PDOYEOEwW/ DPOUEUEPWEI I 1T UCEWET T w?1 ObPwUxE&abuw
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 piu recenti di marketing che si sono
visibilmente moltiplicate intorno alle citta e che aggiornano, indirettamente, le altre
formecOOO1I UEPEOPWET OwUPUUI OEWEPWEDUUUPEUaADOOI
DPOWUDPUEOUOwWDPOwWxOUI OAPEOI wEI OOEwWxUOUxI1 UUDYE
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
Ul UUPwWwUxEaAaPDwOl OOEWEPUUAWEOOUI OxOUEOI EB w +:
hanno posto le basi degli studi in questo filone scientifico, per poi approfondire il
contributo dl OOEwxUOUx]1 OUPYEWEUPUPEEwWOI OOzEQEDPUOwW
urbano.

(OI POT Ow/ T POPxx1l w#UTl OVUWEOEOPaA&aEWOzI YOOUaA
particolare le conseguenze della diffusione dell'ecommerce che ha lasciato
supporre ad una vera e propria rivoluzione digitale del consumo. Di certo, il
commercio eltU UOOPEOQwWUDYI UUT wUOWUUOOOWEUI UET OUIT wkE
mettere in causa - almeno a livello teorico - I'eredita commerciale tradizionale e
delle forme urb ane che vi sono assaiate.

In effetti, oltre alle implicazioni socio -economiche del fenomeno, sono proprio
le conseguenze in termini territoriali che vale la pena sottolineare al fine di

521 EUOOwW9UOPOOW?4VUEEQwW+ DI T Ualmalts Aduus#duy2l xUEUED Olhin Qui w2 GUEIG
Studies 35, 56, 1998, pp. 825839.
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indagare quali sono le gerarchie christalleriane che possono essere riscritte a
diversi livelli.

Nonostante non diventera l'unica modalita di scambio, nel breve periodo, I' e
commerceD OEDET wi Padw Ol 001 wxUEUDPEI |1 wEZEE@UDUUOO
geografia del commercio dovra integrare maggiormente questa trama virtuale
Ol 00z E O#afeniell® wotheskoni tra spazi reticolari virtuali e territori del
quotidiano. ? " 1 U0l wUdi Ol RPOOWEOPUWXEUUI UwxEUwWOZE(
acteurs économiques mais aussi des consommateurs, les développements récents
du ecommercemontrant un e innovation multiforme et une dialectique croissante
1 O0UT woOi i Ul wi DwEl OEOEIT 2 6

wEOOEOUUDOOI wEI OOEW3EYOOEWUOUOOEEWED W E x
EOOxI UPaPOOl wOUEwWOI wUl EOUAWUUEEO]I wUEOUIT wUC
della rivitalizzazi one degli spazi cittadini e del potenziamento delle funzioni
economiche e dei servizé. Le risposte piu significative ci vengono date da quelle
EPUUAWEXT UUIl WwEwWOUOYI! wUIiI PET wi wEwOUOYI whEI T O
nelle quali le nuove class 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 piu sulla
razionalizzazione e sul recupero dellz 1 UPUUI OUI OQw xpUUUOUUOwW EIT
espansione fisica della citta, attraverso varie azioni. Queste, partendo dalla
struttura urbana consolidata, si indirizzano non solo a ridefinire la forma della citta
e a migliorarne la vivibilita, dai centri storic i alle periferie, ma soprattutto a creare
occasioni di sviluppo capaci di restituire qualita, identita e opportunita di rilancio
economico, rispettando il paradigma della sostenibilita. Perd 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 € necessario puntare alla riqualificazione socie
economica indirizzando le politiche locali verso grandi progetti di sviluppo
urbano, capaci di restituire, identita ed opportunita di rilancio economico, evitando
pero che gli interventi, come & avvenuto in molte citta, siano fonte di nuovi conflitti
economici e sociali.

(OwgUl U0z EOEDUOwD O uskrifiCa®d I ditidt® ftaobelstotie, w U O w
in connessione ai servizi che da sempre hanno alimentato quelle dinamiche
attrattive come le attivita culturali, pubbliche e direzionali. Pertanto, bisogna
puntare su operazioni di rigenerazione che, coinvolgendo contemporaneamente la
citta fisica come quella sociale, devono tendere ad incidere sui modelli di vita degli

6" OOPOw) w3l OOEVwWI wi1OUI OEVaAw#8 %S w! UOOOT adw?" pUawEil 6C
and Fear in the Evening and Night-U D 01 w 'Uibdh Studize87, 8, 2000, pp. 14891429.
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abitanti’. 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 opportunita e di impulsi innovativi per i settori produttivi locali,

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

la crisi, che ataOET OPEWOEWUOEDPT UaO0wx Ug wEEeYitépai wUdz
GUEO]I wUEU&a wOzI YOOU&ADPOOI wi UUUDUEWET OwUbUUI OEu

7 Marco Torres, Luoghi magnetici. Spazi pubblici nella citta moderna e contempagr&naacoAngeli,
Milano, 2009.



TERESA BARATA -SALGUEIRO *

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
TTUUPOT WEUOUOEWEaAawWOOUOUEEUB W' ObPI YI UOw?2UxE!

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
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 Urbanisnare 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
 EUDWOEOD] wi OUwUT 1 wsT OOEEOwWUUI UUswEDPI i1 Ul OU
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
OO0l UOwUT UUWEEUUDPOT w" UEOT wUOWEOEDPOWUT EQw?PI
not as a singular abstract temporality but as the site where multiple temporalities

*|GOT (Instituto de Geografia e Ordenamento do Territério), Universidade de Lisboa
1, POUOOW2EOUOUOW? . waiénbaelultudri-a4,2,' 2808, b 2022 O w
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EOOG®E( OwUT I wUEOI whPEaOwi OUw' EUYT aw?EDUDPI Uu
multiple spatio -temporalities producing multiple frameworks within which
conflictual social proE1T UUT UwWEUI awp OUOI EwdOUU~
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, withinth e
framework of ChronotopéProject* 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.

OwOO00T wiUl UOOwWPUwWT EVUWET | OwxOUUPEOI wlUOw DI

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

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

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

end of the 20" century and in the early 21sE 1 O U U U a & wr>also@olnd thad Here

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

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

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

policies.

+ DUE O 0 z-tbre (the €hiadd 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 upmarket 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 mediumsized

2. POl w" UE AU WDV wOT wOi | wEDUaowli Ox GehE K Enid NigeUthiftE | WE OE w(
(eds), Timespace. Geographies of temporaiiyutledge, London and New York, 2001, p. 189.

3 David Harvey Ow ? " 0001 Wwld 2QEBER /U0 OE T U U in Ri€nérdi 2. xdGBt@s B w %0 U 02
Frederic Stout (eds), The City ReadeRoutledge, London and New York NY, 5t ed., 2011, p. 234.

4 Chronotope, Time-Space Planning for Resilient Cities. New Means of Sustainable Planning irtiecé
Consumption An Urban -Net project.

5+ PDEI UEw# 7z Alivitd GaintnErtial) © 8pazi Urbani. Per un approccio geografico al centro storico
di Napoli, Guida, Napoli, 2008.
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shopping centre opened in the rebuilt Chiadg 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
EOUI ZUWUET 1 EUOI U wpadpdducdsBpa@.] EUDEwx UOET UUwU

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 pubic 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. 1t Pedestrian flows

THURSDAY 08:00 THURSDAY 13:00

SATURDAY 17:00 SUNDAY 20:00
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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 11.00pm) 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 Chiadoqp+ PUE OOz Uw T a xi UE!
Camdesa 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 temposthat 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 Chiadshopping
centre and Chiadosquare. 31T 1 a wWEUT wEOUT wb Ox OU U périsiandl ET UUU
attraction anchors. The Armazéns do Chiadis 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.

Chiadosquare 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 ofin-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

i UPT OEUOQWUOOT UPOT UwO0OTT UT T UwbbUT wsT EYPOT WE U
Besides shopping, generally speaking, this item also comprises references to

restaurants or cafés, specific shops (bookshops, the ic&ream 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. 11 Reasons for being in the city centre

( Qw2 UU" Ingeneral

day
Work/study 30,2 15,4
Leisure,walk 38,4 49,7
Shopping 17,9 25,5
Lunch 7,7 54
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.

611 OwoOOl wOOYI Uwi UOOwWUT T wUi EUOGOUWI OUWET POI
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 cawiviality, 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
BaixaChiadodistricts 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 gettogethers 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
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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. Gettogethers 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
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 innercity 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
EOQOEwWwxUDPEI Uwi OUWEOOWDOEOOI Uow?8OUWEEOQwIT T Dwl
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 Chiadd w wOOUwIi 1 PT UwUIT i1 Ul OET Uwpkl Ul woOE!
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
Ul UYPET wOi wiOTT wUl UEPOwWwUOPUOwW UT | wEdHd)I OEDPOI
timetables, all of which are seen as positive.
The main criticisms are related to high prices, the ! E b RdEcayJand 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 prices 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 Chiadowhich 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 ¢ whereas the Baixawas 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 humber of shops aimed at the tourists. Besi@s 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.

A Nice atmosphere

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

PEOODOT wbOwlT | wOx1 OWEPUWET EE U Udd ébeveffesh U wE O wE
EPU» Ow?U01 1 Ul wEUI wxl ET UODUPEOQwWUUUI T JUOwUOwHI
OPEI ¢wlOOwWUIT T wxi 6OxO01l » Ow?0T 1 wUOOUI T OUWEUT wYIl U:

UOWPEOOWEUOUSEWOUwWUPUwWwPOwWEwWXxEYI] O OC
Uoui 10U~ 6

A 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 theChiadoand of easy
access to it by crossing through Cambesquare. Now that the shops close later at

from different countries owing to the important presence of touri UUU O~ w? ( U
w

6 Cushman & Wakefield, Main Streets across the world. 2013/20Xushman & Wakefield, LLP,
London, 2013.
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night, namely the Armazens do Chiad8hopping, intermeshing is also achieved in
terms of time. The centre is also an important meeting place for retired people and
i OUwaodlOT V0T UUBW?(WwODPOT WEOODPOT wlUOw, EEzVUwE
i UPTI OEU2 OQw?3$Y1 UaUll pOT zUwi 1T Ul WwEOEUOUUOWE wi ¢
A 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
OOEWEUDPOEDOT UOwWUT I wEPUUUPEUzZUwi PUUOUaOwHUU
also made aboutthe successful integration of the new buildings with the old ones.
Although few references are made, it is possible to include in this group the
U UUDPOOWOT wi OOEWEEEI UUPEDPOPUAaWEOEwWx UEODPE wl
history and tradito OUw Ul OEUTI EwUOwUT 1 wEOUOUUazUWEODOOD
x OODUDEDEOUK? &
A Specific places
There are many references to specific places, streets, squares, shops. These
EQUPT UUwWI 1T OxwOOWEOOI PUOWUT T WwEUTI EzZ UWwOEDOWE OF
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.
A 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
Ol UUWEPUUEOUwWUI T POOUOWDOwWI UOEUDPOOWOT wlOT 1 wE
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.

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 foregn
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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 theweekends.

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, nighttime
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 nany 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 demonstation takes
place in one of the squares.

3T 1T WEUOOUXxT T Ul wbhUWEOOXxOUI EwlOi wxT AUPEEOQWEI
offer, and also people. It is a cumulative set of factors of attraction where the
tourist presence is also relevant. Pedestrian stre¢s 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 p eople stop near the entranceto the Chiadounderground or the entrance
of the Armazéns do Chiad8hopping 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, officebuildings 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 withessed 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 peoplelocal employees, users, or tourists; different materialities
that help to create special atmospherespedestrian spaces, bus stops, landmarks,
cafés, pavementcafés, retail anchors and shopwindows.

Following Kéarrholm 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 BaixaChiadodistrict 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 19" century, and when the mass consumption of the mid 20t 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, EOUPEUW* AUUT O0060Ow?3i1 1 wli UUPUOUDE OP &bahestuflagds] wEwx1 E
2008, pp. 1.9031.924.
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AVENIDA DA LIBERDADE: FROM THE BOURGEOISIE PROMENADE
TO THE SHOWCASE OF INTERNATIONAL CAPITAL

1. Introduction

The Avenida da Liberdad® Ow + PUEOOQw ET OO0O0T Uw UOw UT 1T w b
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 PRESENCEhas applied a ranking to such
streets and placedAvenidada Liberdad® DUT DO wUT | whOUOEz Uw3 Ox w31 (

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
UaOEOOPEOwW xOOPUPEEOW OUw EVUOUUUEOwW xOPI UOw UIT
Paraphrasing Jacobsg, there is magic to such streets. People and fims 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
UOUT T OUwEEOYI wEOOwW I 1 OxUw UOw UEPUI wEOOxEODa
fascination with brands 2 Indeed, a symbiotic relationship ends up by being
established betveen these streets and luxury commerce. Their prestige and
symbolic power act infa¥y OUU w Ol wOURUUaAawWwEOODI UEI zUWEPUEU

This study will focus on the trajectory made by Avenida de Liberdad&om its
opening in the last quarter of the 19 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 thefirst quarter of the 20t

*|GOT (Instituto de Geografia e Ordenamento do Territério), Universidade de Lisboa

1 Allan B. Jacobs,Great StreetsThe MIT Press, Cambridge, 1995.

2) 00T wi UODT wi OWEOS Ow? wUEOT woOi wOPOWEDUDI Uo wEOwWI REOD
EOQE w- 1 b ulButhbl 6fPOduct and Brand Management5, 1998, pp. 36&78.
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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 Liberdadeas 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 the
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 whichUQuwx1 Ul OUO8 w31 1 wUOT PUEwWUI EUPOOwP
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 Liberdader 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 status is not recent and goes back
to the time it was first open to the public. The Y 1 O Mitdfyzatlmuch 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 ¢ the Baixat and the new services centre the Avenidas Novastogether
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 AvenidaP EUWEUDOUOWPUWPEUWEOwWDOXx OUUEOUWOEDQ
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, Petropolis, 1977.
4 Alice Vieira, Esta LisboaCaminho, Lisboa, 1993.
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the Avenidas Novawas its most emblematic constructions. From the urban point of
YPI POwUOT T wdl PWwEYI OUI WEOUOwWOI E Githeudddar bfUD E OB U
boulevard, which extended the area reserved for leisure and representation
according to a desire to appropriate the Parisian models.
Even if the Avenidaonly opened in April 1886, the idea of building it had been
in the air for a number of decadesé. 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
postponements’. The passage from utopia to reality was due to the determination
of Rosa Araujo, the Mayor of the city at the time, and Ressano Garcia, an engineer
PT OQwi EEwUI EIl PY]I Ewl PUwl EVEEUPOOWEUwW/ EUPUZ WNE
With its 90 metres width and 1273 metres length, AvenidaOBD OOUwUT | wEDPUa
emblematic squares, Restauradore® the south, and Marqués do Pombab 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 Publiceomplete the setting, and join the buildings exhibiting different
styles of architecture that line the whole of the Y 1 O Befgihz U
Inspired on the Parisian Hausmann buildings, Avenidawas 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 Ortigdo 8, Eca de Queiro2, Fialho de Almeida?o,
Carlos Moura Cabral!, Aquilino Ribeiro 12and André Brun 13. By reading the texts of
these writers, we may easily conclude that while some of them praised the new

avenul OWUEODPOT WEWUUEOBOEWET UbPiT 1 OwYIT UEPEUUWUUET v

5, EUPEw' dw! EVUUI PUOUOwW? YI OPEEWEEwW+DEI UEEEI 2 OwbOw %U
Dicionério da Histéria de Lisbo&arlos Quintas & Associados ¢ Consultores, Lisboa, 1994, pp. 118120.

6 Jodo S. Morais andFilipa Roseta, Os Planos da Avenida da Liberdade e o seu prolonganhévrims
Horizonte, Lisboa, 2005.

71E@UI Ow' Bw2POYEOwW?. Uw OUPOOUwWw OOUWEEwW, OOEUQGUPEOS w
E E B U U O Qalve MditaXed], O Bivro de LisboaLivros Horizonte, Lisboa, 1994, pp. 405424,

8 Ramalho Ortigéo, As FarpasLivraria Classica Editora, Lisboa, 1943.

9 Eca Queiroz, Os Maias Livraria Lello & Irméo, Porto, 1945.

10 Fialho Almeida, Os GatosCirculo dos L eitores, Lisboa, 1893 (edition of 1992).

11 Carlos M. Cabral, Lisboa em Flagrant®l. Gomes, Lisboa, 1899.

12 Aquilino Ribeiro, Léapides PartidagsBertrand Editora, Lisboa, 1985.

13 André Brun, A Baixa as 4 da tardé&rifo-Editores e Livreiros, Lisboa, 1910 (elition of 1999).
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customs acquired in the cafés and on the trottoir,
| OEOUUET bOT wOUUI OUEUPOOWEODE

3. Setting the stage for the bourgeoisie exhibition

In order to understand Y 1 O tnibdt getnt 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 Publicb the only free garden
in the city + was demolished in order to make way for
Avenida.

Although at the end of the 19 century, the Passeio |.*
PlblicoOOw OOOT 1 Uw Ul UxOOET Ew UO w i
entertainment?4, the truth is that by demolishing it, it closed B
down a public space, par excdénce, that provided a
framework for social life 5. 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 flanerie 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 -
xOxUOEUEBEHRYUOWUT T awdOPwUI T EUEd. & wbnldaw? OOU wE L
that expedited civilisation, but rather, only as a Passeio Liberdadgin Lisbon

“RUEOARODUIT woOi w" U0 i Ow?# Owx EVUUIT ERévista iCaNOEIE1BU2E03,pp. EU G U1 w
179-186.

51 E@U] Ow' 6w2DOYEOQwW?. w/ EVUI POw/ KEOPEOWI wEQLivOIdODEE WE E
LisboaLivros Horizonte, Lisb oa, 1994, pp. 425434.
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Publicg which was wider, prettier and more luxurious, amplifying the rituals of
EQUOOXxOOBUEODPUOD?

Several literary descriptions written at the time gi ve us an account of the
centrality of the Avenidawith 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 Y 1 O BifE kag allowed us to conclude that its
inheritance from the Passeio Publicaot 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 Avenidadisplayed the functions of the Passeio Puablicm an exemplary way
by firstly offering itself as an on -going show. This was constantly being renewed
owing to the incessant changing of passersby, 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 Avenidacarries out its duties owes a lot to the amazing
social textsthat is placed before the eyes of the passersy 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 Y 1 O BvifaErpléJas to the importance of its
information, symbols and the significance of it built environment. In deed, its
intangible wealth allows the Avenidato enhance its attractiveness, well as shape a
of daily appropriation.

Henri Lefebvre 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, their
footwear, hairstyles or the way in which they walk. Moreover, we know that the
UOUIT 1T 0zUwbOi OUOCEUPOOWEEXxPDUEOwWwDPUwIi EUwWwI UOOw
happensbeE EUUT wUT 1 wEPUaAazUwxUEOPEWUXEE] wi EVUWEODE
in which to exchange goods and obtain information about the society.
Nevertheless, at the end of the 19 century, at a time when the consumer society

16 Silva, O Passeio Publico e a Avenida da Liberdeitie p. 432.
17Henri Lefébvre, # Uw1 U U E O wAnth®pod, P BTD.
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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, Avenidawas 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 20t century, the Avenidawas 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 19"
century created in Paris, London or Berlin the atmosphere propitious to the birth of
the flanéur, it was in Avenidathat 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 flanéur would hardly have
T Exxl Ol E6w200l EOEawi EE w O Ofaneun tHetebabuidbe #o0 w ? p D U
arcades and without the arcades there would be no flaneur?®. Indeed, judging from
the descriptions found in the literature of the time, we believe that the same could
be said of Avenidabetween the end of the 19" century and the first few decades of
the 20" century. In not having the enchanting Parisian haunts, in Lisbon, it was
mainly here, on Sunday afternoons that the flanéur (and the flaneusg were able to
stroll along the Avenidawithout 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 Y I O Bthésphere, staging and symbolic capital, it offered itself
to the flaneur 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

f Ul Uwl EYDPOT wETI 1 Ow+PUEOOWUOEDI UazUwOUOEIT U
by the flaneurs 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
UUEEUOEI EwWUOWEWET 1T xwUOI | xwEOEwWI EPOI EwUOwx OF

18 Cabral, Lisboa em Flagranteit.
19 Giandomenico Amendola, La Ciudad Postmoderna. Magia y Miedo deMatrépolis Contemporanea
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
Epil OOl U Himed hobvilies ®.1 Nevertheless, the following decades would
characterise the Avenidaas suffering from profound immobility that was reflected
in all aspects of city life.
The re-emergence of the Avenida EUw Ew UDT OPTI PEEOQUwW UPUI w bHC
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 changethe Y1 OPEEz U
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 Y1 OBnBvE otation 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 Avenidaand 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 theAvenidawere 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
UT 1T wi 6600pPPOT wgUI UUPOOUWOEAa WET WEUOI Eow?6T at
El EPEI EwUOOwWOx]T OwUT 1T PUwWwUUOUI UwE OO Avenidhl DU w E |
display that made it so appealingtointi UOEUDPOOEOQWEEXxDUEOY » w( OQwc
guestions 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 thefast fashion industry
emphasising the agility and rapid incorporation of consumer preferences into the
design process in product development2t,
The results reveal the factors that weigh the most in the decision-making. As
may be seen in Figure 2, the locaton of the boulevardfacing the downtown area

20 Maria J. Janeiro,Lisboa: Histérias e Memorigsivros Horizonte, Lisboa, 2006.
21 Vertica Bhardway and Ann Fairhust Ow? %EUQwi EUT OO @OWwl* OO EWD dOBwWDOE
The International Review of Retail, Distribution and Consumer Reseaf;h, 2010, pp. 16873.
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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 thévenefits that may be derived from

OT1T wl EOOOOPT UwlOl weT T 0001 UEUPOOWEOSEWUOT T wEDUI
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 Avenidatakes on particular relevance in the chain stores belonging
to the fast fashion industryEven 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.

Centrality of the boulevard

The prestige of place

Social status of space

Tourism place

Concentration of stores same segment

Size and quality of space

Business opportunity

Acessibility & parking facilities

Safety of place

Others

0 5 10 15 20 25 30 35 40 45 %

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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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 Avenidatoday acts,
above all, as a showcase and a stage on which to show off internationa 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 Y1 O Bymbalidktapital, play their part in much the same wa y as
in bygone times, when they catered to the | 04 OOBORUUWEOCEwWUT 1 wEOU!
public walkway . In a society that is moulded by showtime and the power of the
imagez3, due to the elegance, glamour and distinction bestowed on it by the
enterprises, marketers and consumers, theAvenidacannot be viewed as a passive
space where business based on luxury and fashion takes place. More than anything
else, the Avenidashould be regarded as an arena where capital generated from the
brands, the luxury shops and ti 1T wi EUI POOwWwHPOEUVUUUOVUawDUw?EEL
Ul xUOEUET E2OQwbki T Ul wOT T woi i1l 0wpdi wivé@eE UwEOE
and where signs nourish the magic and seductive power that the merchandise and
the shops exert upon the consumers.

The role the Avenidaplays 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
EOUOUUaAZUwxUDOTl wUxOUwHOwWUIT UOU wAvéniddhasiaw EOU U L
direct influence on the discretionary value of the brands. What is at stake here is
UPOxOawUil 1l WEOEUUPEEOWSEEEUI UUwiiil EUswUOEI
Aa0UwoODPY!l WEBEwW( zO00wUI O0wa OU astranspased ashion) 1 » wU T E
El UPT OwUIl UED OD BowaEuEalil 1URuwwl stplanslobw the Bukuiy U U 2 O
stores are all concentrated in the most expensive streets in the centre of London

22 Cushman & Wakefield, Business Briefing: Luxury retail in Lisbon and Partoin
<http ://wwwcushmanwakerfield.pt > (02/2014).

23 Guy Debord, La société du spectacBouchet Chastel, Paris, 1967David Harvey, The Condition of
PostmodernityAn Enquiry into the Origins of Cultural ChangeBasil Blackwell, Oxford, 1989.

24 Christopher M. Moore EOE w) O Ow %l UODI Ow?' Ob wt AERdmihgtionot OOUw U |
%EUT DOOw#1 UPT O1 UwbpbUT b Jowmnd G thOTexiile Dfitutedd, B 1998)p BHD w
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and New York. The same effect was also explored by Jansson & Powe¥ to describe
the way how the identity of the shopping dist rict 0 UEE UD OE GhiMildbwdsz . U O
been forged; moreover, we come across the idea again in Arrigg® when he
EPUEUUUI Uwi Obw, POEOzZUwPEI OUPUAWEUwWUOTT wEl OC
EIl UPT Owl EUWEOOI wWEEOUUB wW3T 1 Ul i OUIEQYEWRIEDY ©
levels, it may be said that the Avenidahas allowed the entrepreneurs to explore two
kinds of surplus -value. Firstly, they can take advantage of the benefits attached to
Ul T wOUEUDODUwWOT wUl UPEDPOT WEOOOT werbndiyytheydanz Uw O O
exploit the benefits of attaining international visibility owing to the fact that the
Avenida acts as a showcasepar excellencen the fashion and luxury sector where
only the most prestigious brands may be displayed.
In generating the Avi O b Evdélug,(the consumers also have a part to play.
Several authors, like Firat2” and Solomon?8, 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 identity®. This function
takes on particular relevance in the luxury and 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 themselvesi.
As regards the relationship between acquiring brand products and the
identities of the purchasers, Solomon32 cannot be more incisive when he describes
Ul'T WEUEQEWUOEPEOWEEXxPUEOwWDOwW E OuvieRdn® @PEE OO

%) Ol EOw) EOUUOOWEOEw# OOPOPE W/ OP1 UOwW? %EUT D@ Mhd WEwW&L&OOE
%EUT DOOWE OE w# 1 RRdioBalgtudiEsinI7)20 ] pp. 88H04.

%3 OPDUEW UUDT OOwW? %EUT DOOOwW+URUVUVAWEOEwW#1T UPT Oow200UT w! U
SYMPHONYA Emerging Issues in Managemert, 2011, pp. 557.

27A. Fuat FPUEOOw? 31 1 wEOOUUOI UwbpOw/ OUUOOET UOPUa~» OwbOwll EI |
(eds), NA - Advances in Consumer ResearBovo, UT, Association for Consumer Research, 18, 1991, pp.
70-76.

28 Michael R. Solomon, Conquering Consumerspace: Marketing Stgies for a Branded World
AMACOM, New York, 2003.

29 QOlivier Badot and Bernard Cova, Le néemarketing ESF éditeur, Paris, 1992Robert E. Kleine et al.,

ar T UPUOOxT 1T Uw, w, OOUT wEOGEwW OO0T w, dw#di 1l Ulaow?371 wbpbUI
Ul UEDOT UU2 Ow POw 300aw ' pOI U wFashidh uMarketing EContethpordryU [$skiésw gl E U
Elsevier/Butterworth -Heinemann, Oxford, 2007, pp. 277%296; Anna Klingmann, Brandscapes. Architecture
in the Experience Economifrhe MIT Press, Cambridge, 2007; Steven Miles,Spaces for Consumption.

Pleasure and placelessness in thesRahistrial City, Sage, Lordon, 2010.
32 Solomon, Conquering Consumerspaait, p.1.
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consumersace 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 + OPUIT UEOOad~> w- OUpPPUT UUE OFE ppdor We3¥) UT OU U
who are given to the hedonisUPEwWEOOUUOI Uz UwOEUUEUDPYI wEOQE
YEOUI woOi wedObUUOXxUPOOOWEEOwWUI T wbOw, PET El Ow
sightedness; indeed, where luxury and fashion are concerned, we are pleased to

say that his ideas perhaps tend to be understated mather 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.

(OwPUWEOwWUT PUWOIT YI OwUT EUOwWD O wU EbduERa@s wU O x w
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
I PTTTUOWDOEOOI UwWwEUI woObPOl OawUOwl EPOWEEEIT UUB
that characterises postmodernity 35 experience that involves acquiring luxury
goods and services terds 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 obtén from the brands. This is the main reason
why the luxury and fashion flagship stores, the business cards of retailers3s, 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, Moore3, 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'hyperconsompiaditions Gallimard,
Paris, 2006.
34 Pascal Weil, A quoi révent les années 90: Les nouveaux imaginaires consomreatommunication,
Editions du Seuil, Paris, 1993.
35B. Joseph Pine Il and James H. GilmoreThe Experience Economy. Work is Theatre and Every Business
a StageHarvard Business School Press, Boston, 1999.
36 Christian Mikunda, Brand Lands, Hot Spots, andool Spaces: welcome to the third place and the total
marketing experienc&ogan Page, London, 2006.
7%l UODT wi DWEOBOwW? wWUEOT wOi wOPOWEPUDPTI Uo wEOwWI REODPOEUDC
-1 PwsO®UO? OWEDUS
" T UPUUOXxT T Uw, 6w, 20001 0wPEDU DIODUWEGIUDT O Uwll UEDODOT wpt
in Peter Jackson et al. (eds)Commercial Cultures. Economies, Practices, Sp&seg, Oxford, 2000, pp. 261
278.
39, 00Ul wWEOEw# OT 1 U0aow?31 1 wbOUI UOEUD O OE Owk OREB®IIB x wUUOL
40 Uche Okonkwo, Luxury Fashion Branding. Trends, Tactics, Techniqueslgrave MacMillan, New
York, 2007.
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3T 1T wxUOEOI Owdi pudfitéoitity i hldd prasenti®tld Avenidaas we
have already seen, mainly as regards what the managers of some of theast 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 Avenidafits, are not new. Actually, they go back to the 19h
century, where the Parisian arcades and passages and the controversial figure of
the flaneur acted as the main characters. However, resorting to such an approach
seemed to be the most suitable in order to understand the man 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 Avenidaceased to be a
site of representation for the businesses and people who needed to disply
themselves. This is what happened at the end of the 19 century with the
bourgeoisie that used the boulevard as its catwalk or passerelleand 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 Y 1 O Bdfethasthot 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 Avenidainto a brands land of luxury and fashion strengthens
its role as a stage setting, making it aliminal spacé, 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 Baumarr? and Amendola 44 to give an account of the ubiquitous nature of
consumption in a post-modern society, nowadays, in the Y 1 O Bskolw stéaing
luxury and fashion brands, no line clearly separates consunersfrom what is being
consumegd producersfrom what is being produced and marketing agents from
merchandiseThey 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 Avenidain post-modern times, which would

41 Sharon Zukin, Landscapes of power. From Detroit to Disney Wobdiversity of California Press,
Berkeley, 1991, Rob Shieldsl.ifestyleshopping: the subject of consumpti®outledge, 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, 207.

44Amendola, La Ciudad Postmodernait.
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certainly enrich the approach developed here. However, is not in the scope of this
research to go sofar 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 brandscapeof luxury and fa shion on the fabric of the contemporary
metropolis.
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COMMERCE ET INCIDENCES URBAINES (A PARTIR DU CAS FRANCAIS)

Le commerce évolue en permanence. On peut néanmoins repérer quelqes
TUEOEUWEAEOI UWEYI EwUOT wxUI OP6UI wUsYOOUUDOOL
XIX® siécle, celui du développement du commerce fordiste, une seconde révolution
EOOOI UEPEOI w U xOOEEOUwW dw O0z1 UUOUVUwW ETl wOEwWEOD
révolution coincid e une innovation commerciale: a la premiére révolution
EOOOI UEPEOI Ow OOw EVUUEET T w Oz1 UUOUwW ET Uw 1 UEOI
boutiques; la seconde est indissociable de la multiplication rapide des grandes
surfaces. A chaque fois il y a des incidencesurbaines: évolutions morphologiques,
paysageres et changements dans les mobilités.

"1 UUEPOUwW 8YO@UI OUw EUNOGUUEZzT UPw UOwW 1 UUOUI I
0z601 UTT OETl WET woOOUYI 001 UwxUEUDP@GUI UWET wEOOL
formes et exigences de vate.

Parmi ces processus évolutifs se distingue le commerce électronique. Beaucoup
de discours, plus ou moins utopiques, se nourrissent des potentialités recélées par
ET UUT wOOUYI 001 wi O-bnddanerEde dekolutio® huimériqué Gedld
consommation? Sans doute seratE | wl BRET 8 Ud wa wEl wUUEETI dw( Owbd
gue le commerce électronique occupe une place croissante dans les modalités de
EOOUOOOEUDPOOBW "z1 UUOwW | Ow Ui 60UPI w UOUUwW EUuU
commercial et des formes urbaines asociées qui est potentiellement remis en
EEUUT Bw" zT U0wUOwWOOUY! Owil UxEET wEl wOPET UUB wx
perspectives commerciales inimaginables a des petites entreprises et des
particuliers. Mais le commerce électronique est aussi le cadre Ez UOw | OU0u
redéploiement des investissements avec des tendances oligopolistiques. Audela
de la dimension socio-6 EOOOODPZUI wEI wET UUI w6 YOOUUDOOOWE:
des échanges qui est interrogée. Ce sont les hiérarchies christallériennes qui
peuvent étre réécrites a différentes échelles. Comment le commerce urbain peuil
UzZEEExUI Uy woUl OUwUOO0 WOl Uwo 08 01 OUUWET wUs UbBC

+7 OENI EUPI wi UUWPEPWET wgUI UUDPOOOI UwET OEwxE
El wOl wOl D0UT wi Owx | exemplesdudpéénsuou BdidarieégidaiosU U1 U
+21 0U1I OUDPI OQwl UUWET wUOOUU!T wi EAOOWEZOEUI UYI Uw
potentiellement aggravant, que cette évolution commerciale y joue. Nous pouvons
mentionner les thémes suivants: la progression de b ségrégation sociospatiale, un
'vivre ensemble' menacé, la place des espaces publics et de rencontre en ville,

* Département Géographie-Aménagement-Environnement, Université de Toulouse Il ¢ Le Mirall
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ce sens, le développement du commerce électronique interroge beaucoup la

T60T UExT Pl WEUWEOOOI UETl WEEUWEI OEWEOPUOwWOZED
champs des déterminants de la consommation ainsi que celui des mobilités. Si la

rencontre | OUUT w Oz Oi i Ul wi UwOEwWET OEQOET wi U0wYHUU
physique avec de fortes recompositions dans les flux, parfois comme facteur,

xEUI OPUWEOOOI WEOOUBQ@UI OEl 6w#1 wi EPUOWEZzI U0
hiérarchies qui est a revoir.

hud w+ EWEUODPUUEOET wEzUOwOOUYI EVWEEOEOWET wEDUL

) UUGUZ EVUWESGEUUWET UwEOOGS6T UWwRNNYOwWwxEUOI UwE
x UOUEC@UI Ol OVwE] wOEWEEXxEEDPUBSWEI Uw31 Ei OPBUI
@3 (" Aw dw OOEDI Pi Uw Oz EE U R Uésw pratigued idesE DE O (
EOOUOOOEUI UUUOwW YOPUI w OzZEOBOETT Ol OU0Uw ET Uw Ol
encore largeOl OUWEZExxUOET I UwUxBEUOEUDYI Udw21 Ubuwl
prospectiY DUUT UOWEEOUwWOT wUPOOET |1 WET w#E@®t Ow! 1 O
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problématiques économiques ont été parmi les arguments les plus ardemment
Ul xUPUwx QUUWET I PUOT UwOzdO01 UTT OET wEZUOI wUB VY (
$O0wOOPOUWEY OOPWBWEXxxEUUUwWUOwWI OUI OEOI wEZEE
i OOEEOI OUEOI O OUwOOUYI 001 UWEEOUWOI WEEEUI wE]
celui des télécanmunications, qui était traditionnellement trés contrélé par les
Etats. Le développement des actiités de commerce sur le réseau figure
EUNOUUEZT UPwxEUODwWOI Uwi EPUVUWUOGEDEUR wl DWEUOL

"T WEBYI OOxx1 Ol OUwOI wUz Il whipshoétaxmméntek Giom x E U w i
des risques, réels ou percus, liés au paiement en ligne et & la difficulté a assmer la
logistiqgue physique des livraisons. On peut reprendre a titre de mémoire, une étude
menée en 2000 par le cabinet Andersen Consulting auprés de 162 sites européens.
+zIOUIOEOIwEIUonUUOUEUUonOODIOIszUOwOOEo
lawEWE]l UwEDPI T 6U1 OET Uwl OUUIT woleétgmentinal plaréeOz ( UE C

avec 58% des commandes qui échouent mais Ies autres pays offrent des

dans les quatre semaines. La méme année, le groupement Carte Bleue précise dans

son hilan 1999 que la moitié des réclamations proviennent du paiement en ligne alors

@UzDOwWO!l wUl x Usllg DD wed EUOG B 1> (DBBAE. @@l wET UwUUEOQUI
, EPUWUOWET UEOT wYT UUUI URWYEwWUT wdl OO0UT wi Ow >

années 2000. En fait, plus le réseau grandit, plus il est attractif car démultipliant les
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pertes colossales qui culminent en 2000 avec un déficit de 1,4 milliard de dollass.
+EwUl OUEEDOPUBWEUWOOES Ol w OEaAOOwOl wUIl wETl UU
ExUSUWOEWEUSEUPOOWET woOz1 O0UI xUPUT dw" z1 U0wO
Ez OE4AOOwi UwEI UwEUUUI Uw i OUUI xUDPUI UOw EYI Eu
E z Ox 8 U spérlalidds (le méme que la sécurisation des paiements, qui sont a la
source de cette réussite. Succés qui est maintenant celui de centaines de milliers
Uz ExxUDI w & Yub B Ipdp@dridatibru rdpide des TIC (76% des ménages
f UEOAEDPUwW UOOUwW EOOODT EUB Uw & w ( GBad).UiGdowienti Uw N U L
néanmoins de noter que de nombreuses entreprises demeurent fragiles et que le
turn over est important.

De fait, le nombre de sites marchands explose. A partir du cas francais on peut
mesurer la rapidité et de la force de cette irruption du e -commerce. A la mi ¢ 2013,
on dénombre plus de 117.000 sites marchands en France. Ce chiffre est en
progression constante au cours des année 2000. En 2005 on ne recensait que 15.200
UPUIT Unw" 1T UUIl UwPOwUzZET PUwUOUYI OUWET wOUBUwxT I
OEPUwW G wET Uwl OUUI xUPUI UwxUBYODPI OUWEZEUT OI (¢
EIT DIl Ul wEzEITEBDUI Bwi UUQEDwKEQIDRRO@UERE R E (
EUT O OUEUPOOWEOOUUEOUI wEl wOZEEUDPYDUBSwW UwU
détail hors alimentaire. Dans certaines branches, les parts de marchés commencent
AWEI YI OPUWOOUEEOI Uob w hy U wesOddddssobdes lettlibge @O1 O1 O
OEPUOOwWI DwRUUGUzawl hwx OUUwWOT Uwx UOEUDPUUWEUC
Uz ETPUUI wETl wOUUDPGUI OwYPEBOOWNI URwI OwobT O1 Ou
les achats ROPO Research online, purchase offJindne étude menée par le cabinet
Mc Kinsey aboutissait & un montant supérieur a celui des achats en ligne en 2009
(28 milliards contre 25 décomptés par la FEVAD). Mais cette démarche itérative est
AWEOUEOI wUl OUWEYT EwawOzbOYI U Unhewed pHydiges UwA U T
Ol UwODPI URwWEzZI RxOUPUPOOOwWEZI UUEAET T OwWE]l wYDU!
2EOQOUwW@UT woz OOwWE b U x-Gesslisyil eét BabdJdouteEppssitle(HE faita O &
Oz1T axOUl 66Ul WEYIT EwOl wUl Oi OGUET OEGOD T UEQ Bkl 80E
diminution proportionnelle des achats ROPO.
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Oz OOI OET Ol wi UwEUUI awdi Gunied tertreswé olumeRié UT w Ol
ventes.

Il est particulierement intéressE OUWET wUz ®DOUI UUOT 1 UwUUUwOI U
qui animent ce nouveau canal de distribution. Les trés petites entreprises dominent
mais on reléve aussi que le développement du commerce électronique se traduit
xEUw 0z601 UTT OETl w ET w x Anagbd RO E@dt Wne lilldGtsation x UD UT U
éclatante. De méme les entreprises de la grande distribution se saisissent de ce
nouveau canal. Mais cette croissance doielle se limiter & ces seuls constats? Cette
croissance trés rapide du commerce électronique doit surtout nous interroger en
tant que facteur de réécriture, a différentes échelles géographiques, du contact
I OUUI wUOOT woOi i Ul wi OwUOl wEl OEOCET wxOUUBIT Uwx EUL
+1 WOEUPET T wi OUUI woOl wEOOOI UEI OWEU wesITBU W OEUIT
contribue-t-DOwad WEUST UwUOwi UxEET wEl wOPEI UUBcaul UwWEz
Uz UOwW OOUYI EVUwWwEEOCEOW ETl wEPUUUPEUUDPOOwW ET UUE
oligopolistiques, une sorte de rouleau compresseur, venant écraser tous les autres
canaux de distribution?

#Z UOWEGUB OwWPOWEXxXxEUESUwW@UI wOl wgdOOI UEIT Owa
EOOO!I wUOWET UBT EVUwWEZUUET T UwOOOwi OUEBAd OUwbO
EOOOI UET Bw+EwOOUYI EVUUGWET WEl WEEOEOQWET wEDUL
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 enti x UPUI Uw El w xUOEUEUDOOwW EYI Ew O0zHDUUU:
artisanales et agricoles profitant de cette mise en contact directe. Ce constat vient
brouiller un peu plus les frontieres entre les différentes sphéres économiques. Cette
mise en relation direE Ul wUz POYPUI WEUUUPWEUwWODYI EVUwWwOIT w X
/Ul OO00UwOl WEEUWET UwUDPUI Uw" 00" wgUDPwWES OB PED
EYI EwOl UwoOUubPT POT UwET wOZ6ET EOT T OWUOWEOGOOI UEI
xEUI OPUWEY]I Ew Ok EUD0OE&EQuEQHEBURYDUSUw EOCOODI
(quoique parfois les particuliers dissimulent des commerces ou servent de
UOUExOOUPOwawbOzd01 UT T OEl wEZzUOI wEEUPYPUB wxU
échanges qui ont des incidences socieéconomiques cqui commencent a devenir
xEOXxEEOI UBw" 2Tl UOwWwXxEUwWI RT OxOl woOl wy! OOw" 6DC¢
Schibsted. Avec plus de 17 millions de visiteurs par mois le site dépasse largement
eBay (octobre 2012), jouant dans la méme catégorie que le géant Amazon. kst,
avec 2h15 par mois, juste apres Facebook (5h26) et devant Google (1h48) en termes
de temps passé.
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revendication de ce contactplus direct, emprunte parfois les chemins nauséabonds

I OwxOxUOPUUI UwET wOzEOUDPI OO0 wEUUOUUWET UwbOl
Ul UxOOUEEOI UwEz OE a%ed seutet parsdntkbt) BéOdssairgsUdans

0z 6 EDUD OO WU OO LWIOE bédrivdin®, &giant dnisi wrOrhodéle ot une

I OUUI xUPUI Ow OE4&aOOwi OwOz OEEUUUI OETI OwUUx x 06 |
EEOUwWOZz3EPUDPOOWEZO¢ w, EDPUWETI WEPUEOUUUwWOzI1 U0w
E6O061 PEPI wEZz UOI wd EHdtddIrduneriews Gui g2it PondtuellEnienta w O 7
mesurer que les prix sont effectivement moins chers dans certains cas. Le web a la
UdxUUEUPOOQWEZ+UUIl woOl woOPl UwxUDPYDPOBT POWEIT Uw
OO0O0UUI OUwWEZEDOOI UUU w @ Udomn@icaratud mpadt@e 9,201 OU0 w E
EzDOI OEUPOOWET EQUI wWEOOST dwsOwl YuYOwOEwWOOaI
Internet est de -11% pour les vétements masculins, -7 % pour les vétements

i 60POPOUBW#ZEDOOI UUUOWOOWUZEXxT UAOPUWBUT wol |
TUEOET Uwx3UDPOETI UOwOI UwUOOET UwEZT BPYI UUwI Owo
OOPOUWUOWOOO!I OUwi OUUWET wOEWEOOUOOOEUDOOB w(
x OUUwxEUw( OUI UOIl UB w3 OUUWEI OEWEWEI UwDOEDEIT
boutiques et petits commerces qui en profitaient pour écouler leurs stocks.

, EDUWOEWOPOPUEUDOOWET UwWEIT UOPOUWEZzDOUI UOGBE
beaucoup, petits producteurs ou aspirants commercants. En outre, le commerce
électronique rendant facultatif u n local spécifique, donc un bail commercial et les
co(ts et pesanteurs qui vont avec, permet aussi de renouer avec la vertu libératoire
Ul wxl UDUWEYOPUWOZEEUDYPUSGWEOOOI UEPEOI wxOU!
Ezl O0OUI xUI Ol UUUOwO! wEBbwkpUOOEEXxBUHEGWEUVWED W
les désillusions sont-elles trés importantes et le turnover de ces entreprises
EOOOI UEPEOI UOwawOzI1 RBDUUI OET woOdT EOPUGT wOU W x
contribue a créer un entrepreneuriat modeste, ouvrant le champ des possibles pour
Ol wxOUUwl UEGEWOOOEUTI wg@UzDPOwUZET DPUUI wEl wi EE
EPDUEUDPUI Uw Ol wxEUEOUUUwWDBOEUUUUDI Owl UrxrOUwOI
xUOI PUI UwEzZUOWOEUET 6 wUx 3 EDI D @€l denforcg pad UOU w E
une communautarisation virtuelle des acheteurs. Cette dimension libératoire est
imporUEOUT WEEOUwWOI wEUODPUI O OUwi OUUT woOl wEOOOI
Ul woOl Uwl UxEET UWEUBOUWXEUwWOIl Uw3 (" wUOOUwU
mOUYI Ol OVUwWwEOOUUOUPUUI wHDOUUEOO w@Ubw Oz EwWE
EEOT I UU O wdcddsusptus) @aerk wbyant les consommateurs en capacité de
prendre des décisions, par exemple en développant le regroupement des achats
pour obtenir des rabais, fOU O wWET wWUOEDPEOPUEUDPOOWEUWUT Ox x DI
UOEPEOSw+1 WxEUEEORT wEI Uw3 (" wi U0w@UzI-001 Uuw
OUEEDPUOI wOUw+0UI wxl UAUI UOwWRUUUI OI OUOWEOOOI
libertaire ou équiliborée des marchés, vob Ul wEZ El | UE O&Y DUWWE DE DUy
omnipotents. Le réseau numérique est donc tout a la fois un espace de liberté
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commerciale mais aussi le sipport a des nouvelles tendances oligopolistiques. La

question est de savoir si cette cohabitation va durer OUw UPw Oz UOwW ET Uw x|
O0z1 OxOUUI UEwUUUWOZzEUUUI ywoUOPwWw@UzHPOwl Owuodb!
prévisible de ce canal de distribution permet déja 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-EOOOT UET w Ol wOOOEUI wEzIl OxO0O0PUW
ETEQUI WEBYI OOxx1 Ol OUwEzUOI wxOEUI I 6GUuOl wEz O
Ul w O0z1 OUUI xUPUI w ECOOOET w KYYYw I OxO00PUw F
économiquement sinistrées. Dans les faits la réalité est moins reluisante et les
emplois sont mal payés et précaires. Plusieurs ouvrages et enquétes de presse, en
France, Allemagne mais aussi aux EtatsUnis ont pu dénoncer cet état de fait. Dans
un ouvrage récent, Jean! Ex UBDUUI w, EOI UwOz 170ygbOV WY BWEE wd £
commerci WEZz 1 UOWEUUUP WOl wEBsYI OOxx1 Ol OUWET wOEwWO
domicile. Nous reviendrons sur la dimension spatiale. Restons-l Owx OUUwOz BOUU
la seule dimension sociale. Dans un article je parle de?rickshaw modernes? pour
Uox OOEEQUWET wi EPUwWE U R® b&OERE aupdddildsuntas UOw ET
dans une confrontation brutale entre 2UOUUDBDI UUw Ez UOT w 001 pUUDD
O0z1 OxOO0PwWET wOOEIT Uw Ed (pariellenibnr bébbifigex 6 ¥l & E UD
également utile de lire le travail du journaliste allemand Gunter Wallraff décrivant
des conditions de travail 2effrayantes?d w2 UUUOUUOwx OUUw@UIl 60Ul Uw
créés combien de destructions dans un marché a féble croissance. Un seul chiffre
peut permettre de prendre la mesure des conséquences de certains
développements notamment dans le domaine des biens culturels: pour un méme
Ei DIl Ul wWEZEI T EPUI UOWOOWEwWx UWEEOEUOI Uau@Uz DO
EUGEUPOOWEZI OxOOPUwI OUUT wUOwI OUUI xGUw OEa&C
EOOOTI w OOUUwW OzEYOOUW YUw POw Ol wUzZzET POw xEUw
marchandisée colte beaucoup moins cher a distribuer mais avec quelles
conséquences sur sa diversité et parquoi pas le pluralisme de la pensée? Voila qui
Ul OEw EZEVUUEOUwW xOUUw EUPUPQUEEOI w Ol Uw BOxOU
i EYOUPUI UwOzDOxOEQOUEUPOOWET UwxOEUIT T OUOIT Uuw ¢
UEOEI OWEOOUWUOI wET UUIT U Uenc ¢@li¢ implaniE®) dabsilau Oz ( UE
UsT DOOWET w! OUUT 61 01 Owol w" OO6UI POw1ol POOEOWE
x UEOPQ@UI Uwl OQwl YhI wUOPUwt 8 KYYwl UUOUwWxEUW" # (



euros par emplois. Il faut aussi compter les aides publiques des collectivités
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Favorisant le commerce transfrontalier, y compris pour le citoyen lambda, le e -
commerce a également des implications géopolitiques. Au-dela de tout jugement
OOUEOwWOUWOPUEODODI wWET wUI T UWaHd witeUNem®Omus &< EET wE
plus contingenté ou dévoyé par sa marchandisation, le fait que les TIC soient le
UUxxOQUUOwWEZUUET T UWEOOOI UEPEURWDOXxOUUEOUUOW
gouvernance. Commerces, télécommunications et échanges sont
traditionnellement réglementés et méme sile libre-6 ET EOT PUOI wi UUWEUODU
xEUwi OUE®S Ol OUw Ol wuUbpT Ol wEZUOI wWwEBUBT UOEUDPOO
normes dont la conUOOOEUDP OO wI U0woOzUOUDPOI wEs xOUDPUEDUI
EUOPUUWEZEUUI UUOWET WEOxaUPT T Uw@Ubwl U0wxOUB |
0z 8 ET E @niationalpa@iesl produits non encore homologués voire interdits (que
0z O00wUOOT T wawOZEUUOOGEPEEUDOOAWDOUT UUOT 1T woE
O7 $WEWD OO8 w" 21 UUDWEZEUUEOUwWxOUUWYUEDWBUI wol
doute parce que le virtuel de leur réseau marchand les fait se sentir davantage
horss-UOOOw OOUwW Ul OEEOETl waw NOUI Uw EVUw OERDPOUOW
0zPOxOUBDOPODUDEUPOOOUWOZI BT OxOl wEz OE&AOOB6 W
Ezl UUOUWEZPOXxGOUW | OWwwslEOET @i iOuwilwy b Eui xi CED U |
milliards (officiellement, il est de 110 millions pour un bénéfice net de 5 millions).
+721 00Ul xUPUIT wi EPOwWwOz OENI UwEZzUOwWUI EUl UUI O O
20062010.

Ces différents éléments sont mpOUUEOUUwa wx Ul OEUI wa wEOOx Ul
EOOEPUPOOUW El w DUEYEPOOwW El Uw OOUOI UOw El w (
‘consommation sans frontiére' pose la question du vivre ensemble. Cette énieme
nouvelle fronUD 6 Ul wEUWE E x DU E OP U O btwrie ¥hlie gddpolitiqu& U U wE 7 |
GUPWEOPUWEUUUPwWDHDOUT UUOTT UwOll Uwil 60T UExT 1 UBu
O+O0l w@Ul wozi OUI OEOI wWEI UwEDUOGal OUOw@UIl wol w!
entreprises possede une facette 'big brother' liée a une connaissate fine des
i U6 @UI OUEUDOOUWET UWEOOUOOOEUT UUUBw+awOk wEl
EzUOwWEOOOI UEI WEDEOSOOWEZEUUUI Uwxi UYI OVUWEUUUE
la vie privée, certains choix de consommation, croisés les uns avec les autres,
dessinant un double virtuel qui en dit peut -étre plus que souhaité par chaque
individu.

"TUWEDOI OUBDOOUWUOOUWEOOEWDOXxOUUEOUI UBw, ED
économiques sur le commerce de détail et les conséquences territoriales que nous
voulonsattb Ul UwOz EVUI OUPOOS w# EOUWET UwOEUET 6 UwOEC
marchés européens, le développement rapide du ecommerce (prés de 20% par an)
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pouvons lire la croissance du ecommerce comme une des ultimes manifestations
du concept de ?destruction créatrice? particulierement développé par Joseph
Schumpeter. Le ecommerce pourrait étre la derniere innovation dans le commerce
de détail avec des conséquences aussi impdd EOUT Uw@Ul wEl 001 Uw@dUz O
supermarchés et les hypermarchés en leur temps. Mais quelles configurations et
matérialités? Quelles conséquences sur la géographie commerciale existantes?

(OQwi EV0DWE z E E OU EAOIGEN xU EG | ulligZB X}staniCBt disttglet) w Oz 1 R
différents processus dans son développement:

1. Oz ExxEUDPUPOOWEZUOwWUI EUI UUWOEUET EQEwWUUU w(

2. le développement du e-E OO OI UET Ow@Ul wOz OOwx1 U0wUI Ob

modernisation/rationalisation de la classique vente par correspondance;
3. Ol wUIl EOQUUUWEURW3 (" wxEUwWOI wEOOOI UET ws E
commerce de la vente en magasin quels que soient les formats.

Sans doute commencet-on a mesurer les premiéres incidences économiques
notables du développement de nouveaux acteurs dans le e-commerce sur
OzEOQEDPI OO1 wo EOOOODPI WEOOOI UEPEOTI 6w " z1 U0wbOOUI
culturels: des enseignes importantes comme la FNAC ou Darty connaissent des
EDi i PEUOUBUGW+zI1 OUUI xUPUI ws5PUT POWEwWI 1 UOB w
survalorisation du premier et du deuxiéme processus et la minoration du troisieme
revient a commettre la méme erreur que celle qui avait été faite a propos de la
EPEOI EUPQGUI ws OOUYI 001 we EOOOODI swi Ows ECEDIT O
ses thurifCFUEDUI UOw O EEOPQUI OI OUw 1 11 EETl Uw OzwsEOD
envisager que le eEOOOI UET WEOOEDPUwWUUx xOEOUI Uwodl Uwi O6U
marché des TIC et des usagesE | WEI Uw3 (" wxOUYEDI OUWEDI OOw
courbe des données, apporter quelques crédits a cette théorie de la substitution,
EYEUEUWE] wOEwWUT 68 OUPT WET wOEwWs U YOOUUDPOOs wEl
derniére en 2000 a pemis de remettre le e-commerce a une place plus juste, celle
EzUOI wi OUOT ws OOET UOT swET wYI OUlunudessclémeht® UU T U x
El woOz 6 Y O Oanéhd Ocdaudistrii@n et non un inéluctable fossoyeur de la
vente en magasin et de son pendant, le léchevitri ne?. Mais sile eE OOOT UET wOz 1 L
x EUWET YT OUwOl wUIl UOWEEOEOWET wEPUUUPEUUDPOOOuW
EEOEOQwWE! wEPUUUPEUUDPOOWDOXxOUUEOQOUWEYT EWOEwWOUC
pure players. Ces entreprises profitent considérablement de la banalisation des
UUET T UwWET Uw3 (" wl DwETl wOEWESBOEUBUDPEODPUEUD OO wWI
par exemple les proE UDPUUWEUOUUUT OUweplUUPBUI Owi POOOWOD

"Zl UUWEZEUUEOQUwWxOUUwWYUEPwW@UI woOl wEdOOI UEI u
ces entreprises spécialisées. Un processus important, peutétre le plus fondamental,
Il UOwWET OUPWET wOzT aEUPEEUPOOWEUWEOOOI UET ws EOI
des usages des TIC) avec e« OOOI UETI w+1 WUExDPEI WwEBdYI OOx x
emprises urbaines physiques, notamment développées par les entreprises de
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Internet, constitue une forme émergée de cette hybridation. On en compte déja
plus de 2.800 en France. lls sont de differ& U1 Uwi OUOI UBdw+z71 AaEUDPEE
OO0UU@GUzPOwWUZET PUWET wE U D¥dird) larggxebefpéranankl Aluu O U w A E
supermarché remplit le caddy des clients ayant passé leur commande sur Internet
EEVUwOawPOwWUZET PUWET wEUBEUPOOUWUXxBEDI PUI Uw
en 2002). Par contre il y a rupture fonctionnelle dans le ses ou ces établissements
sont percus comme une facon 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, a commencer par la nécessité de se positionner sur
les axes porteurs des migrations alternantes. Les études montrent en effet que la
f U6 @UI OUEUPOOWET UWEUBYI UwUl wi EPOwxOU0UwWOZI L
entre le domicile et le travail. Mais on remarque dans les stratégies de localisation
U1 wOl UwOOEEOPUEUPOOUWET UWEUDYI UwxUOEGEIT OC
OEUET 6 UOw xUOI PUEOUwW EVUw YPEI w NUUPEDP@UI w EOO
(contrairement aux supermarchés et hypermarchés). Mais le succés 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
xT aUP@UI Uwl UDwEIT wiusiinhw goiddjécobdmiqie hahundgigeable
dans la rentabilit¢ de ces éaE OPUUI O1 OUUB w$s OwOUUUI Owl OEOUI
est rendu gratuitement (sans surcolt pour le consommateur). Cette posture est
logique dans une phase de conquéte de marché mais®1 OQw Ol wWEPUw@Uz DO
toujours ainsi.

UOUT wi Bl OxOl wEzT aEUPEEUDPOOOWE] OUPWEUWESY
boutiques physiques et le réseau notamment par le biais de terminaux mobiles du
EOOCEI xUwEPUwspPl EwUOwWUUOUI sdw#l wxOUUwIl OwxO
développement une présence sur le net, non pour devenir des ecommerce mais
pour développer leur visibilité, leur zone de chalandise et parfois la logique
sUI UYPEDPI 001l sw EaNaw 6YOQU81 6w w 30000U0UUI Ou
indépendantes se sont ainsi offert un portail sur internet, présenté comme un outil
EZEOPOEUDPOOWEOOOI UEPEOI wEI YEOQOUwWOI UwEOI Ol Uu
spécifique et inciter ?les consommateurs a redécouvrir le plaisir des achats en
centre-ville?6 w+ EwOUOUDXx OPEPUBS WET wOz O I Ul wEUUOUUWE
OEWOEPUOOWNOUEOUWUOWUGOT wOOUI UVUWEEOUWOZEUU
sont offertes. Dans lamémeld PPGUI wOEPUwawOzHOYI UUI OwET UUE

El Owl EUIl UwbOUI UOOEEOI Udw/ EVwI BT Ox Ol Owdz1 60



58 PHiLIPPE DuGoOT

xOUUDiUUUwTEUiwaEMﬁM@%@@%ﬂmﬁﬁméﬁﬁmﬁqE
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physique.

Mais, et sans doute limite essentielle & une domination exclusive du
commerce numérique, celui-ci estbOw EEXxEEOI w El w UEUDPUI EDPUI
consommEUD OOy w UUOUI Ol OUWEPUOwWwHOWHEDPUWEQEGAD &E&H u
GUzZUOQWEET EUyw1li xUl OOOUwI UT EEIT Ol OUOw/ Bl UUI 1
premier, par la ?distinction ? évoque le fait que les ?biens culturels? jouent un
rble dans la 7?légitimation des différences sociales. Baudrillard évoque la
consommation comme une ?manipulation de signifiants sociaux ?. Au-dela des
Ul UOUwOENT ODUWEOOUOOOBUOWOZEEUI WEOOUOOOEUO
xOEDUDUSw+zDOOIUEwwﬁmﬁﬁm®Mmﬁ@E%$wﬂmmuo
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répondre a tout le reste (expérience sensible comme jeux sociaux de toutes
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devenue pléthorique sur le net + on y trouve de tout et méme du contrefait, de
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préalable interroger, donc avoir une idée précise? Ou est le plaisir de la
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cherchait pas? Les TIC ne souffrenti OOT Uw xEUw EzUOI wEEUI OEI
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$Ow Oz OEEUUWI PGWwOBBgEEUI UUwW Ez (001 UOI Bbw OEDBU
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ainsi une ?flanerie virtuelle ? le réseau pouvant également donner libre cours a la
UEDUDPI WEZOxxOUUUOPUBUWEZEETI EOUUwOOOwWwDPOET PO
doute heureusement, les lieux de consommation, la vie urbaine, offrent 'un plus'

bien difficile a numériser.

Ce serait néanmoins une erreur pour le commerce de se contenter de cette forme
EZEEUDI wbOOEUBUDPI Ow @UzI1 U0w OEw EOCUUPE@UI wUUU
continuer en ville et les achats se fare de plus en plus sur Internet ou les offres
compétitives se multiplient, par exemple dans le domaine de la mode. Le commerce
xT aUP@Ul WEOPUWEUUUPWUZEEEXxUI UwXxEUwWUOT wEOH (
EEEOOXxET OEOUWOZEET EUS w/ Odoise fAite Wy @@y pus Gue OT wE O«
EOOOI UREOUB wW" 21 UOwWOOUEOOI OUwOIl wEUI EOWET wOz
xUBEOODUI woOl WwEBYI OOxx1 Ol OUWEzUOI wOOT bgUI wAl
OGEI UUPUBWEZUOI wEOSODOUEUDOAW Bl EWOOYE BB QGxuE €
service aprésvente. Cet accompagnement peut aussi emprunter des voies plus
EOEPUDPI UUI UWEYIT EwOl wxEUUET T wdwUOI wisnddUOOOE (
la clientele (mais le commerce électronique est également bien placé pourcela).
100xEOQUWEYI EwOl wEOOOI UET wEI wOEUUI OwEI UUIT w
xUBEPUDPOOs wOUWEYT EwUOI wbOUOOEUDOOwyndteUwUBS EO
UOw sEOOOI UET w El w OEUUI w x1 UUOGOOEODPUBSBW "I
particulierement int éressante a 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 déja 18% de la vente des biens dits culturels. On
releve de fait que ce type de commerce, du moins les librairies indépendantes
développent de nombreuses activités a coté de la seule vente de livres: conférences,
EGEEUUOWEBYI OOxx1 Ol OUwEOONOPOUWEZI UXxEEI UwE
NUU@Uz awOi | Ub Uestauratibou Ud donvnieied pown Bubvinréddoit donc
1 OYI OOxx1 UwUOOWEEUDPYDUS wDOPUDEOI wEZUOwWI OYDI
Oz1 U0w@UzawEI U0l wUBUIT UYT wgUzbPOwWwOEDPOUDI OEUEL
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 a la ville et plus généralement remet
xOUI OUDPI 001 01 OUWUUUwWOz6UEEOPWOzI1 OUI OEOI wEI
0w xOUUwOEUTI Ol ODWEI UwBETEOT T UwWBEOOOODPERUI U
révolution commerciale, les implications territoriales et socio -spatiales sont
théoriguement énormes. Elles dessinent des perspectives tant positives que
081 EUDYI Ud w# zeki@ariqué Bt Gdientifiglieucéld) améne a adopter une
autre posture en matiére de géographie du commerce.
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corps a une nouvelle mythologie territoriale. Un peu comme Emerson, cité par
Mumford, voyait 2000U1 wWEDPYDPOPUEUPOOwWI OUwUI UWEOOET x UD(
terre en un grand cervearr UOUUw Oz DPOXxEEUW ET w OEw YExT UUw |
Panthropomorphisen t cette boule ronde?, les TIC constituent une piéce supplémentaire
El WET wUBGEPUwWOaUl 6001 PUI  ws OwxEUEOOS Ol wawozg
EOKUUWE]T wUOUEOUxOUUOWOEwWOOOUST WET Uw3 (" wEwWUI
régional ou national, en reliquat désuet, reflet des pesanteurs de la géographie.
Pesanteurs en cours de dépassement voire de disparition?

+EwxOUUwl UEGET wEOOOI EUPYPUBWEYI EwUOwWYEUU
EOOPEDPOI s wx E U wColpont&gd &uB sbat nblentfent lessie® marchands
EPUxOOPEOI UwxEUwOzPOUI UOGGEPEDPUI wEzUOI wOEEIT
DOB8T EOPUBUWET wxOUUI UUPOOWOUWEZEEE®O Uwa wET Uuw
croissant, et mettent a jour un catalogue de choix quasiment illimités pour un
OOOEUI WET wxOUUwl OwxOUUwbOxOUUEOUWEZUUET T UUL
Cette mise en relation facilitée et démultipliée entre une offre et une demande
diversifiées constitue tout & la fois une stimulation de la consommation et un
facteur de prolifération et de diversification des canaux de distribution. En raison
EzUOI woOl pOOI UUI WEDUEUOEUDPOOWET woOzbOi OUOEUT
marchand, y compris depuis le domicile, le correctif de la distance semble moins
interférer sUUw Ol Uw EVUUOUI Uw EdUT UOPOEOQOUUW ETl w O0z08ET
EOOUOOOI UAWI UWwOEWEDPI 1 8UI OEl wpEl w@gUl wNil wdz
stimuler mon désir de po ssession), pour reprendre les ?trois d?, proposés en son
temps par Jacqueline BeaujeuGarODl U8 w +z UUETT w ET Uw 3 (" w (
perspectives quelles que soient les localisations des vendeurs comme des
acheteurs. Cette remise en question du parametre distance a eu pour effet de
x UOOOUYOPUWOZPEST WEZzUOQwI I 1 OOEUI Gl g EBIOWE x UL
El wOz WU OEEPUUPUwWUOT wOOUYI 001 wOaUlil 6001 p1 wUI
de dé-hiérarchisation urbaine. Le commerce électronique remet en cause la logique
UEPQ@UPUEDPUI wi Owxl UOEODI OUI wa wU GanOrainde Ung1 wEz OI
OUOUDPDXxOPEEUDPOOWE]I Uwi UDET T UWEOOOI UEDPEOI Uy w#
EOOUPOUI OVUWET wed Odi PEPI UwEzHOYI UUDPUUI O1 00U
matures. En France, pays déja bien équipé, on observe un différentiel inquiétant
entre le rythme de progression des surfaces de vente du commerce de détail et la
EOOUOOOEUPOOOWEOOUUWE@UIT wETI OUT wET UOPBUI wbOZE
2004, leparcaE UT O1 OUB WET wKKUGw+1 wOOUYI 01 O0wbdz1 UUL
66 centres commerciaux davent étre créés et la rénovation/extension de 56 autres
est prévue, pour un total de 2,3 milions de m?2 supplémentaires. Quelles
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évidemment de la fluidification des échanges, elles sont loin de corrigi UwE z U1 wi Ef
UOPYOQZUI woOl wUExxOQUUWEI UWEEUBDYPUBUwWI UOEDOI U
passe par la confrontation incontournable entre Ie réseau virtuel et Ies dessertes
concerne non uniquement des services mais des biens, les nécessités logistiques avec
Ol UUWEOUUBT T wETl wEOKUUwI OwEzPOxdUEUDPI UwEDBYI U
géographie des flux avec une démultiplication des capillaires logistiques. Il sur vient
le probleme lié a la gestion de flux de marchandises éclatés, notamment dans le
EIl UOPI UwODOOO60UI dw" z1l U0WOT wlOl 601 wET wOEwWOO
EIl UUEDOwWOOOEUI wEl wEOOUUEEDPEUDOOU adisddanseE OO1 OU
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 a ne pas surtaxer
les livraisons selon le lieu de destination ne perdurera pas. La localisation
deviendrait de fait a nouveau un élément discriminant recréant des hiérarchies par
Oz EEEI UUPEDPOPUGwWI I 11 EUDY! wawOEWOEUET EOCEDPUI w
Le maintien de servitudl Uw OOT PUUDP@UI Uw UZEEEOOXET Ol w
territoriaux: le développement de centres de traitement de données et les centres
Ez Ex XI OOwC)OOEOC)i C)OwODéULuEULuz 56 w - zOUEODC)C)UL
de ses pesanteurs? Non, plutdt une nouvelle écriture des rapports entre sociétés et
l UXxEEIl 6w #ZEUUEOUwW @UI wOEwW xUOI UUPOOwWw OUOBUDBL
Ul UUDUOPUI Uwi Dwd ET 1 001 U uiguiekalid §ecpeaphle OWE Ul | WE (

3 Renouveau territorial et nouvelle chance pour le local?

Le déploiement du commerce électronique apparait comme la diffusion spatiale
EzUOWEUUUPEUUWUUEEPOWEOOEUSUPUEOUWOEWYDEUO
espacesruraux. Pour la France on observe que les modes de vie régionaux sont
UOPI P Uwl Dws (O0U1T UOT DWEET 6 Y1 wOzUODI PEEUDPOOWI
Ol UwOOUYI 601 UwUUUEUGT Pl UwUsUPETI OUDPI 001 Uwau
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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. Peutétre que cela offre awssi une compensation pour un vaste périurbain
éloigné du centre-Y DOOT OwOOUEOOI OUwx OUUwWOZEEEI UUPEDO
EUI | WOEWEOOOI EUPYPUBSOWOEUET EQET wi Owbdz GEEUUL
sans rupture, ou sentiment de rupture, avec le reste du monde.
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Ainsi que déja souligné, le réseau numérique est tout a la fois le vecteur de
tendances oligopolistiques et un nouvel espace de libération des échanges. En
xEUEOOO6 Ol w xOUUw @Uz1 Ow OxxOUPUDPOOwW EYI Ew Oz¢
intercesseur de la mondialisation et accélérateur de la diffusion de produits
OOUOEOPUBUOWUOWEOOOI UET ws Ol EVUOODPQUITI wEOOUw
a un nombre croisSUEOUWEZEEUI UUUOQWEEQUWOIT weEOOUI RUIT w
de plus en plus efficBl OUI Ow EVUUOUDPUI w 6z601 UT T OET w EI
EPIi 16Ul OUIl U w#EOUWOE wo Odup & bion pek gellérentidE OOUD O
down on voit se multiplier des acteurs agissant a des échelles locales et
régionales. Ces nouvelles proximités se traduisent ainsi par une présence accrue
El UWEDPUEUPUUWEOUUUOUwWUUUwWOEwWUxT Ul wOUOBUDY
possédent une visibilité sur Internet ce qui permet a la fois de se faire connaitre et
Ezl OUITHPUUOUI UwOl UWEOOOEOEI UG& doring &altlhhbce aux E U U C
des entreprises et des productions qui auraient été autrefois strictement
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delz UOEOUDPQOUI AdmepiseDdbiitée G EBR() posséde des clients
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il y a peu. Dans certains E Uw Ul wx OUTl wOEwW@Ul UUPOOWET wOEWE
car conduisant & une démultiplication du colisage.
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dilatation géographique de celui -ci. Les TIC, audela du seul processus de diffusion
EI wOzdETEOTT wUl OOOwUOT woOOT Ul wET UET OEEOQOUI
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réorganisation des territoires de production. Elles pourraient méme se poser en
EOUI UOEUDYI wi EEl wawOEwWwxOUUDPEPOPUBWEZUOwWUI C
transport des marchandises. Autrement dit, les TIC seraient tout autant associées au
village global? ET w, EUUT EOQOOw ,?6z U £ B HIOW gobir dés | adeurs
autrefois contraints par la modicité de leur activité. Les TIC ne signent donc pas la fin
El wOEwWI 601 UExT Pl wOEPUwWOzd01 UT 1 OET wgzUOI wbOOU
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des sociétés humaines que dans la possibilité renforcée pour des acteurs modestes,
EUWEGUB WET woOzOi i Ul wEOOOI WEIl wOEWE] OEOEI OwEZ
Uz 1 I luleldntueOles ‘interstices’ se multiplient et complexifient & la fois la
EOOxOUDUDOOW I Uw OEw Ol ECUUT wEIl woOzI UxEEI 6w $0
nouvelles vertus commerciales, son franchissement facilité autorisant, et donc
valorisant, des possibilités multiples de mise en contact. Ces constats sont importants
EEUWDOUWNOUI OOUWEUUUPWUUUWOT wET TUBWEZEEET xUF
définitive tout le monde peut, ou semble, y trouver son compte.
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numeériques?

Cette forte empreinte des TIC sur le commerce et plus généralement dans la
PGUOUPEDI OO1I UB WET wOOOEUI UUI UwxUEUDPGUI UwxOUI 1
peut-DOwi EPDUI woOi | PET w EHBuOUDX Eul u@u WOEpBal Bl yuus zz(BQuu
ANOZ HUGPWw | Ow EzUOw EOOOUBEUVUUEUDPUOI wYBDUUUI Oy
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processus de 7Pcommunautarisation hypermoderne ? identifié par Gilles
+Dx0OYI UUOaOwl OwETl w@gUzIi 001l UwxEUEDUUI OVWEYOD
?Pcosmos conseonmationiste en continu désynchronisé et hyperindividualiste 2.
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PEUwWO] wUI xOPwUUUwUOPSw+1 UwwBOBEOBEDODPBUBQBY OV
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et nourrit des mouvements (risques?) sociaux de fond tels le cocooning voire le
bunkeringidentifiés par Faith Popcorn. Appuyé par des tribalismes numériques ce
UOOUWEUUUPWEZEUUUTI Uwi OUOT UwETI wEOOOUBEUUE U
UxEUPEOI w@Ubwxl UYI ODwxUOUx3UI UWEOOOI wETl waUI
autour des gated communitiesOutils de nouvelles sociabilités, marchandes ou pas,
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comme jamais sur le monde mais pouvant se traduire par une fermeture a sa

proximité immédiate. Le développement du e -commerce et plus généralement

EzUOl wsUOEPEEDPODPUGs wET OPUPT wUUUwW( 60T UOT Uwb
la vitalité des espaces publics ou en tous les cas de croisement physiquede

Oz1 OUI OGEOI wEIT w O &ionx ¢ks deQd \ill® GeCo@rmaid! Tbut comme
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masse dans les années cinquante aux Etatbnis, tablant sur une forme de

révolution faisant ta ble rase des valeurs des relations économiques et sociales et

des régimes politiques, le ecommerce suscite de telles interrogations. Les
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grande liberté de conduite et des possibilités de communications interpersonnelles
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4. Conclusions
Le commerce électronique vat-il tout balayer? Un regard sur ces vingt ou trente
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U whOET PO6 1 U waleuwdraidrd, DilddanSleuOinidd $téu SeiodDdenaines
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commerce dans le commerce de détail pourrait atteindre 24% en 2020.

Sans doute peutOOw EYEOQE]I Uw Uz DHDOw Oz 1 &lamméréeUl w x U
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souhaitable tant cela peut contribuer a déliter le vivre ensemble. Par contre il
apparait déja comme une piéce centrale de la consommation avec des pratiques
E z E E,ldé&rtbbilités qui ont des incidences sur la vie urbaine a différents niveau:
00T PUUPQGUI WUUEEDOI OwESs xOEE] Ol OUWETI UWEOOUOBC
EEOUwW Ol Uw EUCOUI Uw OOUDPI UwEI wEBxOEEI Ol OUUB w -
générations ¢ par exemple le fait que maintenant les jeunes passent plus de temps
UOUw (OUT UGl OwgUzawUITEUEI UwOEwWUBO08YDUDPOOO
PDEI OUPI Pl OUw EOOOIT w BI iwie saEperis® hgeOea Cdpdl By | Us w
distribution a encore une grande marge de progression.

La géographie du commerce et plus généralement la géographie urbaine doit de
I EPOwDPOUST Ul UWET wxOUUwl Owx OUUWET U01T wUOUEOIT w
Usi OBET PUwawoOzdoYOOUUPOOWETI UwOOEPOPUBNIWUUEE
UUEEOPUOI w EZEUUPEUOEUDPOOwW 1 OUUT w Ol Uw I UxEEI
GUOUPEDI Q6w "1 00T wUusi Ol RPOOWEOPUwWXxEUUI Uw x E
acteurs économiques mais aussi des consommateurs, les développements récents
du e-commerce montrant une innovation multiforme et une dialectique croissante
entre offre et demande.

$0I POOWPOWEOOYDI OUWET wOOUI Uw@Ul wozHOUB U= I
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
OEOPI T UUI OUw U0l wlT UEQCET wxOUOUPUBW aw O7HOOOY
développeOl OUWET UwWUUET T UWwET UwU0B808xT 001 Uwx OUUEE (
ou de transactions financiéresen témoigne (cf. Kenya ou Sénégal par exemple). Par
I RB1 OxOl wOl WUEURWE]T wxd3 O3 UUEUPOOWET Uwx OUUEEO
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portable (contre 2% pour les banques). On pourrait aussi évoquer la montée des
EUOE@UI UwUUUw( OU1 UOT Uwi OwxUuobYi OEOCET wEl wOEU
comme le succés du téléphone portable est le résultat des déficiences des
installations tél éphoniques classiques, ne peuton pas postuler que lesfaiblesses de
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un peu selon le modele de Gerschenkron notant dans certaines circonstances les
S EE\OUEI l UWEUwWU! UEVUEsyw2EOQUWEOUUT waUl wol UwaU
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en sentir quelques frémissements.



CARLES CARRERAS | VERDAGUER *

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 Comer¢ Urba de la
Universitat de Barcelona(OCUB), through different studies financed by the
OUOPEDxEOPUaw Ol w! EUE]I OOOEOwW Ui T w "TEOEI Uw ¢
association. We succeed to do many different publications starting by retail
location, structure and trends! and trying to achieve a new interpretation o f
EOOUUOxUDPOOOWI Uxl EPEOCOCawWwOl wiUOIT weEOOUUOI Uz UL
conceptual itinerary that of our Portuguese colleague Teresa Barata Salgueiro in
her famous bookz.

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 processe8 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 ego4.

1. An Economic History too focused on production

It is more and more necessary, and weare very interested in the construction of
a historical substratum of the evolution of the World Economy. Especially in front

* OCUBJ/Anterrit (Observatori del Comerg Urba de la Universitat de Barcelona - Urban Retall
Observatory of the University of Barcelona), Universitat de Barcelona

1 The most significant was the Retail Atlas of Barcelona (Carles Carreras,Atles comercial de Barcelgna
Ajuntament de Barcelona, Barcelona, 2003).

2 Teresa Barata SalgueiroDo Comércio a Distribuicdo. Roteiro deaiudanca Celta, Oieras, 1996.

3Néstor Garcia Canclini, Culturas hibridas. Estrategias para entrar y salir de la moderniddGrijalbo,
México, 1990.

4Norbert Elias, La sociedad de los individuos: ensafeninsula, Barcelona, 1990.
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of the general ahistoricity of the majority of economists, with a very few
exceptions, like Paul Krugmans (b. 1953), David Lande$ (19242013) or Robert
Allen?. 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 market8; he insisted in the fact that the market is the result of the evolution
of the processes of production, not an unchangeableDeus ex machinaTlhis remark
becomes very important for us, because our geographical tradition considers the
Territory, our object of study, as an intrinsically time -space dynamic relationship®.
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 Economy?0. 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 computersi But this so empirical history implicitly
defines a sort of accumulative curve, coherent with the developmental ideas of the
tuNt YZUOwUOTI PUWEUUYIT wPEUWDOEUI EUDPOT Oawli BRxOO0I
technological innovation process. Cycles were a clear time expression that could
also match with the same accumulative curve as ageneral 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
Ol wOT 1T w* OOEUEUDPI I 1T whPEYI Ub w- 1 eémdtbibe @bre) Uw UT E
esthetically formal than scientifically explanatory, probably because its only
statistical origins, far from theoretic economic or historic purposes 2 A first
hypothesis could be, that accepting the cyclical way of the global economy, the

5Paul Krugman, End this Depression NowNorton & Company, New York, 2012.

6David S. Landes, The Wealth and Poverty of Nations: Why Some Are So Rich and Some $Sodl&on
& Company, New York, 1998.

7 Robert C. Allen, Global Economic History. A very short introductio®xford University Press, New
York, 2011.

8 Pierre Bourdieu,+ I UwUUUUECOUUIT U wED SuEsEUD, PAtis) B00au Oz 6 EODOOODI

9 Milton Santos, A natureza do espago. Técnica, Tempo. Razdo, Engaga®aulo, Editora Nobel, 1996;
Doreen Massey, For spaceSage, London, 2005.

10 Nikolai Kondra tieff and George Garvy, Las ondas largas de la econgniRavista de Occidente,
Madrid, 1946, 124 pp.(original German edition from 1926).

11 Sergio Moreno, Aproximacion teérica y practica a las relaciones entre comemiadad. El caso de la
produccién y el consumo de libros en la ciudad de Barcelbrieersitat de Barcelona, Barcelona, Tesis
Doctoral on line, 2011.

2( UwbUwlO! ET UVUEVUaAwOOwWT EYT wubOwWODOEwWUT EVwUT T wUOUEUDUUDEE
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 scientistsuse 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
(19231995) in 1970 WEQOEwWUT E0wbkPl wEUI wEUUPUUDOT wUOOWE
duration at least since the ending of the XXt Century, the fifth Kondratieff wave
for its developers.
The isolated efforts of Kondratieff were in some way integrated into the search
i OUw OOET OUw POw UT T whNt YzZUw EOOOT wEPITITUI OO0
geographer Walter Christaller (1893-1969) or the Moravian-American economist
Joseph A. Schunpeter4 (18831950), the real diffuser of the Kondratieff ideas. This
modeling in Social Sciences implies the scientific diffusion of philosophic
x OUPUDPDYDUOOWEOQOEWOI wUOT T wbOi OUI OETl woOi wUuoOIl w
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 XXt 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
OPUI UEOUUI dw3i UUWEOBUU Gk glabd) pras€s€ ith difterend U wi O Y
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 qualitative (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 (19262001),

B$UO0I UO0w, EOCET OOw?$OwEI EEVUI wbOUI UOEEDPOOEOWUOEUT woOEU
EEOEOEIT w b ORevistadiurldSiglo XXi(reproduced in Sin Permiso, Barcelona, 12, 2013, pp. 33
57).

14 JosephA. Schumpeter, Business Cycles: A theoretical, historical and statistical analysis of the Capitalist
processMcGraw-Hill, New York, 1939 (Spanish translation, 2002).
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on the definition of a shared spacets. 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 constitute the people operating in the upper circuit;
the best expression of this upper circuit would be the global cities® and their
Ul OxxDOT ZUWEOEwWOI PUUUI wi EEPODUDI UBw. OwUOi T
migration, legal or illegal %7, could constitute the lower circuit 8. 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.
(Il WEEEOUEDPOT wlOOw, DbOUOOW2EOUOUOW &OOEEODAE
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 2. Into this network, internet already is
relatively m inority, and appears more connected to the upper circuit, espedally for
DO OUOEUDOOWEOE Wl OOEZ UWEOOUUOXxUDOOS w! UDwWOOE
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
EOI UOz 0wl RDUUVUWEOaWEEUUDT UwET UbPT 1T OwUT 1 Ul wh
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 espaco divididds dois Circuitos da economia urbana
dos Paises Subdesenvolvidédusp, S&o Paulo, second brazilian edition, 2004)

16 SaskiaSassen,The Global City: New York, London, Rym, Princeton University Press, Princeton NJ,
1991.

7371 WEEAUWOT wOT 1T w- ExOl UwUIT OPOEUWPT whl Ul woBYDOT wlT 1
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 espacgdE DY DEDEOOWEDUS Ow, EUPEwW+EUUEW2E
OEUDOOEOI UPEEOE W a wEDHUE UPb URdista Beogrdlida wd A@@s Oepttalimer) EE OE 2 Ou
especial EGAL, 2, 2011, 47E, pp. 417.)

19Santos,A natureza do espagoit.

20 Manuel Castells, The Informational City Basil Blackwell, Oxford, 1989 Manuel Castells, The Rise of
the Network SocietyBasil 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
politic expression?l. From this fact arouse a new hypothesis: the institutionalization
of urban planning at the beginning of XXt 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 diffusion 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 centreperiphery dialectics in
the big metropolitan areas?2.

2. Where arewe?

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
EOEwUUDOOWEUI WEUEOEUDPEEOOawi UOEDPOT wUIT T wEOD
situation, the 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 EUT wOT 1T wUOI 6x00adl OUwWwUEUT Uw E (
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 ecoromic 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|n the last years, our researt 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 Encarnacgéo Beltrao Smsito, Interview in the journal Mais ValgrSao Paulo, 2013The analysis
of the Bosnian capital of Sarajevo affords an interesting study case of the remains of an equalitarian

E E Ul SoutHE8starn Europén press).
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The failure of the capitalist financial system and even more the subsequent
new social savings. Nevertheless at the same time, a very visible minority of rich
people is always increasing their number23, 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.

3TT wgUI UUPOOWPUWDI WEOOwWUTIT Ul wi EEVVUWEE O (
society or even to finish with. InthisreT EUEOwUT 1 wi EOOUUWE&EOEUEDUI
could have been a more or less fifty-five years cycle (19502005), 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 glolal 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 selfassociation of Brazil, Russia, India,
China and South-Africa in 2009, parallels the Non-E OBP1T 01 EwOOYI 01 OUwOIi w
and hides a complex heterogeneity behind their big figures, both demographic or
| EOOOOPEOWEOEWEOI UOzUwi T OxUwYI dsenyGiiad wOOw
concept to that of Tiers Monde created in 1952 by the French demographer Alfred
de Sauvy (18981990), because both they cover a very large range of different
situations from the most significant points of view, economic and politic, as wel | 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 laters. 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 Forbesor
Fortune

24 John H. Mollenkopf, Manuel Castells, Dual City. Restructuring New York SageFoundation, New
York, 1991.

25 Samuel Huntington, Clash of civilizations and the remaking of World Ord8imon & Schuster, New
York, 1996.



For a more critical Consumptionigtory 71

movements like the Spanish indignadogs, or the American Occupy Wall Streetand
other?’. 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 2.

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
| OUOUWEOGEWEOOUI OUUwOl wiOi 1l wOOEEazUwWEOOUUOI U
the simplification that generalization normally implies, we must to revisit the
classical bibliography, from the pioneer French contributions 2° and the more recent
Anglo -Saxort®. Pierre George (19092006) as a geographer did an interesting
empirical approach to the differential diffusion of some consumption goods on the
first d ecades of the affluent socety; 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 honest 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 (19172013) of 2010(Stéphane Hessel S.IndignezVous! Indigéne Editions, Montpéllier,
2010) translated asindignadosin Spanish and Time for Outragen English.

27 Manuel Castells, Networks of Outrage and Hope. Social Movements in the Internef Rglty 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 DiversidadEnciclopedia Catalana, Barcelona, 2004).

29 Pierre George, Géographie de la consommati®nesses Universitaire Frangaises, col. Que saige?
1062, Paris, 1963; Jean Baudrillard,a société de consommati&u. du Seuil, Paris, 1970.

30 Daniel Miller (1995), Acknowledging Consumption. A review of new studi@sutledge, London, 1995;
Juliana Mansvelt, Geographies of Consumptid®age, 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 need 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 3L

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 disgppearance. 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 realestate market, in
order to properly evaluate the retail evolution and its location strategies, and their
consequences on consumption patterns; lke 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, canparing 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 casider 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,

31Santos,A natureza do espagait.

32 According to the Folha de S&o Paujournal 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 ModernityBasil Blackwell, Oxford, 2003.



For a more critical Consumptionigtory 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
T OOEEOQWEOUUT 1 OPUDPI OwlUT 1 wOl PwuOPOODPOOEDUI UOuwl
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
investment, 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 t
Century, stole the capitality of modernity to Paris 34

Additional references
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34 Serge Guilbaut, How New York stole the Idea of Modern Adniversity of Chicago Press, Chicago,
1983.
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CITTA, COMMERCIO URBANO E CONSUMO:
UN APPROCCIO DI GEOGRAFIA CRITICA RADICALE

(OwYl UOwxUOEOI OEwWUUE w
la vera natura del problema stesso.
Paul Auster

Questo saggio si propone di evidenziare la forza che ha il pensiero della critica
UEEPEEOI wUYPOUxxEUOUDPwWEOOZzZDHPOUI UOOwWET OOEwW U
relativo alle questioni degli spazi del commercio e del consumo, nel senso della
capadta di riconoscere e svelare le contaddizioni esistenti in questi spazi della
citta contemporanea. Discuteremo, pertanto, gli aspetti teorici che danno
fondamento a tali studi, sebbene vada ricordato che tale approccio é radicato nei
x UOEOI OPWEI UPDYEOUDWEE OOz O Udklttdcortempotateh i E1 OOE
pone.

1.4 Un primo problema che ci tocca in questi ultimi tempi, almeno nel quadro
El OOEwi | O1 UEIi PEWEUEUPOPEOEOwWO6 WET | wOzZEEEI UU
modi di interpretare lo spazio della vita nella cittd nasco no e spariscono negli
incontri scientifici, e cid ci porta a pensare che non stiamo davvero costruendo un
pensiero geografico, e neanche costruendo diverse scuole di pensiero. La pressione
El PwUl OxPWEPwWwxUOEUADPOO] WEPwI Emodddthe/moawE OO 7 (
una durata nel tempo, come se la teoria potesse essere cambiata come cambiamo
un capo di abbigliamento.

La mancanza di un pensiero piu potente e critico nelle nostre universita € anche
il risultato della mancanza di tempo per approfondir e gli studi, a causa della
necessita di aggiornare continuamente unranking della produttivita di insegnanti e
UUUET OUPBw" OO01l wxl UwOZEEEDT OPEOI OUOOwWOT T DweE
marchio. Questa €& una catastrofe da tempo annunciata e la situaziore &
ulteriormente peggiorata, perché trattiamo le scienze umane cosi come trattiamo le
altre scienze, che per la loro diversa natura sono in grado di produrre conoscenza
in tempi piu brevi. Non ¢ il caso di noi geografi. Questo ha a che fare con quello
chediro piu avanti sul commercio. Nel XIX secolo Marx scrisse:

infine arrivd un tempo in cui tutto cido che gli uomini consideravano come

POEODI OEEDPOI wEDPYI 001 wOT 11 UUOWEPWUEEOEDOOWEDW
tempo della corruzione generale, della venalita 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
equo.

Non ci sono parole!

2. ¢+ Per quanto riguarda la nostra specifica tematica, itta, commercio e
consumoPw x OUUPEOOw I YPE]I O4APEUI wEOEUOPwW xUOEOI O
TUEEETI OEwOOUOUPI DawpOUUPEWE]I OUUEOPU&AawWOI 00z
societat 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 sara consumato:
quindi analizziamo e allo stesso tempo veniamo analizzati, pertanto continuiamo
ad es=re colpiti individualmente. Ricord OOWEE wl Ul OxPpOOwUOw! UOUE
Diavolo veste PradaO wD OWEUP wbOwx1 UUOOET T POWED W, 1 Ua Ouw:
alla sua assistente Andy (Anne Hathaway), che indossa un maglione blu e ride
perché non riesce a vedere la differenza tra due cintue che stanno scegliendo.
Mirandalarimx UOYIT UEWEDPEI OEOCow?" 1T 1 wEOUEWEAS WEDPWEC
x] OUEWEPWOOOWEExDPUI wOUOOEWEPWOOEEOWET UEEWE
certo, ho capito. Pensi che qui non ci sia nulla che abbia a che f@ con te. Apri il
UUOWEUOEEPOwWI wUEI T OPw@UIl UUzOUUPEDOI woOET Ob
Ul OxOPET WEOU WO wOOOwWwo wUOUUET T Ul wé68wOOOws wOE
ET 1T wOl Owl YY! w. UEEUWE] wOEw1l1 OVEWEEEOE®REO0EDU
.... € 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,

Ol PwoOl T 04aPwxOxOOEUPW? EOYI wUOUwUI O4dtnd&E UEEDO
prosegue mettendo in evidenza quanti milioni di dollari e quanto lavoro

UExxUI Ul OUPw@Ul OWEOUwWI wi pPOPUET wbOWEDPUEOUUO
di aver fatto una scelta ma in realta questo maglione e stato scelto dalle persone
chesonoin@Ul UUEWUUEOQA4AE? S

34 40WEOUUOwWwXxUOUOWETT wOl UPUEWUOEWXEUUDEOOI
una scuola di pensiero nella geografia brasiliana, principalmente presso
0z740PYI UUPUAWEDPDW2EQwW/ EOOOwW]I wOUEwWT OPwWUUUET O
percepirono le contraddizioni tra la realta brasiliana e la teoria che avevano
appreso durante gli anni precedenti trascorsi come studenti di laurea.
Naturalmente cio ha anche a che fare con il periodo politico che viveva il paese,
periodo in cui il controlOQwWET OO0z DOI OUOEADPOODT wUI OET YEWOOCG
autori come Marx, le cui opere, ad esempio, scomparvero dalle librerie. Leggere e

1Karl Marx, Textos filoséficodEditorial Estampa, Lisboa, 1975.
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UYPOUxxEUI WUOEWEUDPUPEEWEI] 0071 EOOOOPEwWXx00ODU
impossibile grazie a questioni che non ¢ il caso di approfondire ora. Cio che vorrei
qui evidenziare € che in quel periodo, in occasione delle varie ricerche geografiche,
emerge la critica ai modelli che contraddicevano cio che la vita reale ci mostrava.
Quindi, cercando di dimostrare il x1 UET 6 w E1 OOz1 UPUUI ODAEw EbB
determinati punti di San Paolo e dintorni (nella regione metropolitana), io cercai di
andare al di la di cid che era stato il risultato relativo a questo tema in Geografiaz,
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 eta?3.
Partendo dal presupposto di voler comprendere quel concetto del commercio,
ho cominciato:

PEWUDIWIAAOWUEEOCEDPOW O OOEWUOEDPI CAWEEXxDUEODU!
processi di concentrazione e centralizzazione del capitale e del metodo di produzione
capitalista che comporta una concentrazione di attivita commerciali. A partire dai
seguenti parametri (fondendoli) ¢ la produzione, il commercio e il mercato interno ¢
ghq_ qisgu__ssp)‘lp s~viluppo e INa\ crp§cqnt§‘conc\er’ltrazi’one’dgi‘ cqn§umiAirj citta e ‘Ia’ o
EOOEOQOUUI OAaEwWbOI Ul OUIl wEOQwUPUWUI OEWEEXxDUEODUUE w
In quella tesi di laurea affiora anche Iz PEl Ew EPw POEDYDPEUEUI w
EOOOI UEPOWEOOT wbOwxUOUOWPOWEUDPWOEWOT UET wEDL
spazio-tempo).
4. ¢ 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, cioé ad una triade) penso che il supermercato sia stato proprio la
forma che piu di ogni altra ha cambiato il quotidiano della metropoli, facendo
capire come una novita, a partire dalla meta degli anni Sessanta {urante la
dittatura), abbia trasformato in maniera decisiva la distribuzione dei prodotti di
principale consumo della societa di San Paolo e del resto del Brasile, selezionando
luoghi sempre piu centrali, ossia dove si concentra il reddito della popolazio ne, per
Oz ExI UUUUEWET OOl wYEUDPI wUI UPWEDPwWUUxI UOI UEEC
fermano e vengono alterati i metodi di concorrenza tra le reti commerciali,

U0z 1 @Gdddrrenza in questo settore. Tuttavia, non possiamo dimenticare che

2 Silvana Maria Pintaudi, Os Supermercados na Grande S&o Paulo: contribuicdo ao transformacé@o do
comércio varejista de géneadisnenticios nas Grandes Metropglbimeo, Sdo Paulo, 1982.

3 OEwwEOPw Ol UUEOEUPW" EUOOUOW?11 x1 OUEOEOWEWI 1 O1T UET DE
Ana Fani Alessandri Carlos (ed), Os caminhos da reflexdo sobre a cidade e o yrlzditora da
Univ ersidade de Sao Paulo, Sdo Paulo, 1994, p. 192.

4" EUOOUOwW?1] x1 OUEOGEOwWEWT 1 O1 UET PEWUUEEOE 6108 QEaw OO Y E w x
UPI O1 UUPOOIT WET OOz EUUUPET wUUOOEwWOPEwWUI UDWEPWOEUUT UKS w
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T wi OUOT WUOOOWUOZPOPUEADOOT WwpxEUOTI UgwEDwW@U
Z EUOI Oddpansiéne @i @are forma di consumo dei prodotti che ¢ anche nel

caso dei supgmercati + mi astengo dal chiamare di grima necessitdas Mi spiego: e

possibile che il latte sia un prodotto di prima necessita ma, oltre al latte, cio che

adesso troviamo sullo scaffale di un supermercato € una molteplicita di tipologie di

latte e cid sta a dimostrare che il concetto di prima necessita dipende da altri

fattori. Le merci hanno sempre qualcosa da dire, ed & bene prestare attenzione a cio

che dicono, anche perché, in quei luoghi, parlano direttamente al consumatore

(viene in mente Marcovaldo nel Supermercato di Italo Calvino).

5.1 Ma, andando avanti, oltre a mostrare la concentrazione e centralizzazione
del capitale commerciale urbano, questa forma cambiera la forma urbana stessa,
tanto spazialmente (eliminando vecchi negozi di generi alimentari e dand o spazio
alla creazione di nuove centralizzazioni e simultaneita del prodotto), quanto con la
ripetizione attraverso le reti commerciali. La distribuzione dei supermercati da
luogo a un cambiamento nelle precedenti relazioni sociali tra acquirenti e
vendit ori, facendo venir meno la mediazione del venditore, cioé 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 € sempre piu frequente il self
service

6.t 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 I'attualizzazione delle forme 5. La genesi di una forma spaziale ci da
la possibilita di comprendere la sua esistenza nel tempo cosi come nel futuro.Una
forma commerciale, per durare, deve essere in grado di resistere, di mettere radici,
di avere uno scopo, ma per fare cid si deve continuamente aggiornare al fine di
poter dialogare con le forme emergenti. Necessario per tutte le forme commerciali
e anche il flusso di capitali, che verra riprodotto su larga scala, ma chiaramente non
tutti ce la fanno.

7.t 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

o O

537 WDOWEEUOWET O w"si. GetiMaitaiarigi Orforiding, Be 1@32 i religiosi ottennero una
licenza per poter aprire un mercato con 400 negozi e i commercianti abitavano al primo piano. Fu
EDUUUUUUOWEEWUOwWDOET OEPOWOl OwhWhhwl wUPEOUUUUPUOWEE w!
italianaOw Oz 1 EDI PEDPOwiI UPUUI OUI WESEOUEWOT T PwowEOUUDPOUDUOWE
doppie colonne. Nel 1967, perd, vengono ristabiliti a Parigi i mercati che ci ricordano molto il Marché
Saint Germain ma il mercato che in origine era di 6.000m2 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
Eil 1 OWEUUEOU!I wOEWOPEWUPET UEEOQWEZI UEWEOET T wUOWXxEUETTT1T D
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ristruttur azione € automatica in ogni rete di franchisingper mantenere aggiornata
OzDPOOET POIl WEI OOEwxUOXxUPEwWOEUEEW Ul Ox Ul w Ol
persone (anche se fanno ginnastica o si rifanng.

8.1 Marketing e franchisingil primo mette il prodotto brevettato sul mercato e |l
secondo affitta un marchio brevettato, la cui proprieta rimane privata. La rapida
espansione di questi due segmenti, in particolare in Brasile, mostra come il
monopolio istituito dalle marche puod essere redditizio + OOOwWUPwx U§g WEEUT w
PEI OUPUAWEwWUOzDPOOET POl wi PAwWEUI EUESw( OwYEOC
della diff erenza, segno che, secondo Baudrillard, definisce il campo specifico del
consumo. La moda, ad esempio, € istituita dal sistema per esaltare il valore
distintivo e paraE OUUE Ol o wEDgwUDPT OPI PEEWET T wi UxUBOI w
OE w? Ul AvinZouek (€olo) per il gusto di divertirsi, di brillare, o di provocare
ammirazione?6. |l franchisng e la sua distribuzione in numerosi punti sono
portatori dei segni.

9.1 Mi chiedo: davanti a questa forma urbana, con tali forme commerciali, dove
UPwbPbOUI UPUE]I wOzbPOOET POEUPOWE]I OWEPUUEEDOOY w
solo dalla logisticay w. wx1 UwDOwWOOEOwWDPOWEUPwWwYDI Ol wEOODE
commerciale - quando si sa che oggi il capitale investito in questa attivita non € piu
il risultato di accumulo nel settore commerciale (vedi il caso del franchising? Sara
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
El OOz POEPYPEUOWEI 00z1 UAWEOOUI OxOUEOI E6bw EEH
anche scritto che gli individui -consumatori sono narcisisti e individualisti. Ma sara
ET T wOOwUxEAPOWET OOEws | OUOEZWET T wyYDI O wUDx U
cio? A pensarci bene, mi permetto di dire, si, e cio che dir0 in seguito & solo un
primo approccio. La ripetizione di spazi commerciali, come il franchising che sono
gia strutturati, individua il negozio di una determinata marca e, poiché essa viene
ripetuta non solo nazionalmente ma anche internazionalmente, non vi & alcun
EUEEPOwWUUGOYE i@ ODWOOuE O O x WEEWH wexd U AU UsEuurOEUNED w
ripetere il mantra che rimuove l'ansia (senza riflettere). Questo € il rituale. La
ripetizione dello spazio commerciale € cio che lo permette. Rimuove la paura e la
UOGITTUI OAEwl wEOUCW?PUI EOPAAPEOOWDOWOOUUUOW
benissimo aumentare il consumo (non parlerd del credito, sarebbe troppo lungo).

10.¢ In conclusione, gli spazi di consumo e commerciali di oggi sono prodotti
come merci da consumo e implicano auno stile di vita s(che ci guida nel quotidiano)
apparentemente inevitabile. E bene interpretare in maniera corretta i segni emessi
da questi spazi, in particolare quelli delle forme commerciali piu recenti che si

6 André Lalande, Vocabu#rio técnico e critico da Filosgfidartins Fontes, Sdo Paulo, 1999, Il ed., p.
789.
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moltiplicano visibilmente per la citta e che aggiornano, indirettamente, le altre

forme del sistema di distribuzione commerciale dei prodotti. 1 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 cid pud non sembrare

cosi evidente. Cosi, i luoghi destinati al commercio e al consumo possono
distinguersi in quanto a morfologia, ma la maggio r parte si sviluppa con la stessa

001 PEEw]I EOOOOPEEWEI OOZEUUUEOI wEEXxDUEODUOOL
cittadino é portato a consumare. La necessita di consumare viene definita a priori.

E per questi motivi che ritengo importante la comprensione dello spazio urbano

del commercio e del consumo, in quanto il suo scintillio ci colpisce cosi tanto da

EEEI EEUEPSw( OwUOwWiI UOUUEUUOWEEOWOPEUOW?2ETT D
attenzione attraverso la voce del medico cieco che quando cerca di garire gli altri

ciechi della citta nel caos in cui si trovano dice:

?5DWUUEU] WEOOXx OUUEOEOwWUUUxPEEOI OUIl wgddd¢wlil w
inferno, proseguite pure perché siete sulla buona strada, ma ricordatevi che siamo

soli, nessuno ciEDUUT UAOQWUPEOUEEU] WEPGWET T wYPWEDEO~?

Anche qui non ci sono parole!

7 José SaramagoEnsaio sobre a Ceguei@ompanhia das Letras, Sao Paulo, 1995, 332 ristampa, p. 54.
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CAMPANIA REGI ONE IN TRASFORMAZIONE:
IL RUOLO DEL COMMERCIO

1. Una regione a lungo polarizzata

400w EI PwuxPkwUPOI YEOUPwW UUEUUPW ETT wEOOHDO
territorio italiano risiede, da un lato, nella presenza di una fitta trama di citta e,
E E O Oz EIGaltt éne tal® specificita si & potuta a lungo riscontrare solo per
0z ( UE O Béitanfidn@ld)dIroOn per il Mezzogiorno 1. Tale struttura dualistica,
di derivazione medievale, si & protratta nel corso del tempo e, nel lento procedere
negli anni Cinquanta e Sessanta del Novecento, finisce per riproporre una
dinamica territoriale il cui tratto saliente € individuabile nella divaricazione tra la
dinamica del fenomeno urbano nel Mezzogiorno e quello che si riscontra nel
Centro-Nord 2

"OUCOWPOWEXxIT UUUUEWET T OPWEOOPwW. UUEOUEWEI
caratterizzava per la presenza di grandi poli metropolitani che facevano capo a
cinque grandi citta centrali (Tori no, Milano, Genova, Roma, Napoli).

La loro espansione aveva integrato o stava integrando le cittd medie e medic
grandi circostanti (poli secondari) in strutture multipolari gerarchiche. In alcuni
casi (Veneto, Friuli, Emilia-Romagna, Toscana settentrional@ si presentavano
invece strutture metropolitane policentriche, meno polarizzate, costituite da piu
‘citta centrali' medio-grandi e grandi, interconnesse e con funzioni complementari
UUEw OOUOGGw OUI UUPw EUIl w UPxPw EPw UUUUEUUUIT w
OZEUOEUUUEWUUEEOQOEwWxUDOEDXxEOI WEI OwxEI Ul OwET
centro-settentrionali (Fig. 1).

Ow

*#DxEUUDPOI OUOWEPwW2ED] 04l w4 OEODT wi el GAEFY B Gut2dpdvd wBA U
Lida Viganoni i paragrafi 1 e 2, a Fabio Amato i paragrafi 3, 4 e 5.

" EUOOwW" EVUEODI OOwW?+EwWEPUUVUAWEOOUDPET UE U Ewmpudcdind2 UDOED x D
44-50-52, 1858.

2 Pasquale Coppola e Lida ViganorPOw ? ( Ow, 1 4401 POUOOWUUEEOOO WOEWEDOBO
Giuseppe Dematteis (a cura di), Il fenomeno urbano in ltalia: interpretazioni, prospettive, politiche
FrancoAngeli, Milano, 1992, pp. 55 90.
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t"l’j larghe e ‘potenziali

Fonte: Dematteis, Il fenomeno urbanamiltalia, 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 cittd di dimen sioni
intermedie si presentava molto debole e sgranato (Molise, Basilicata, Calabria,
2EUEI T OEwl OwxEUADEOOI OUI Ow EUU&A4AOABWH#EOOZ E
sviluppata, articolata su un piu diffuso patrimonio di citta di dimensioni
intermedie, era presente solo in Puglia e in Sicilia. La trama restava perd 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 continuta.
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Fig. 2t Il Mezzogiorno urbano negli anni Ottanta

1. Grande area metropolitana: a. polo principale; b. poli secondari; 2. Area metropolitana in formazione e
relativo polo; 3. Grande area urbana: a. con centro in crescita; b. con centro in declino; 4. Polo urbano con
funzioni multiple; 5. Polo urbano con spiccate funzioni amministrative; 6. Embrione urbano (polarita locale);
7. Reticoli: a. in formazione; b. in via di consolidamento; 8. Allineamenti litoranei non assiali; 9. Pettini
pedemontani di penetrazione.

Fonte: Viganoni," DU U0& wil wdOl OUOx 00D woIl (xethzpi3g OO UaADODT wEI
Al vertice di questo impianto, fortemente gerarchizzato, si collocava la vasta e

popolosa Area metropolitana di Napoli che, secondo la perimetrazione della

2YDPOl aOwUDwi UUI OET YEWOUOT OWOEWEOUUEWEE w, 00

da Capua fino ad Atripalda e Solofra. Con una popolazione di 4,3 milioni di

EEPDUEOUDPW EPUEEW Ol w Ol Uaw EIi 6sSx myipigdentedau , 1 4 &

20z UOPEEwWUI EOUAwWUI UUPUOUPEOT wETI Ow, 1 4401 DOU

El PWUExx OQUUPWUUEwWOT wUUT wEOOxOO1 OUPw=xUJw Y]
Dal punto di vista strutturale la macro -area gravitante su Napoliera EOOz | x

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 demografice®. In pit

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

3Svimez,1 Ex x QU0 OwUUOOz 1 E QDN MBaiégha)1887] pa28101 pOU OO

4 EUGUEOT w" OxxOO0Ewl w+PEEwW5 DT ECOOPOW?,1 4401 DPOUOOWPOWU
UUEEOCEwWDOwWUOWEDUUUI ODUOWE w- OUE wiRegioni ia vadszoreand@ngeli, 0 OE w2 1 1
Milano, 1985, pp. 189219.
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capoluoghi gia ricordati, e un asse, ancora discontinuo, che si protendeva verso
Beneventc.
la EEXxEEPUAwWEI Ow EEXxOOUOT Ow xEUUI 0O6x1 Ow EPuw
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 gia riscontrata nel passato, la dove ad un
alto tasso di urbanizzazione dello spazio campano faceva riscontro un basso
sviluppo delle funzioni industriali e terziarie .
"PDJwowYl UOWEOGET | wx]l Uw@UEOU O wUDinkbitcEddlle E wb OwE
attivita di terziario urbano, gli addetti al comune di Napoli al settore commerciale
l UEOOWEPDUEEWNS3KkYYwl woaUPOEPWUExxUI Ul OUEYE
x Ul Ul OUPwPhOwlUUOUDwWPwWETI OUUDPWET OOEw" EOXxEOD
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 citta 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 sussido pubblico che
funge da sostegno al reddito e, soprattutto, ai consumi.

60U
E-

2. Verso un assetto plurale

Molte delle configurazioni e delle tendenze che abbiamo visto profilarsi
01 OO0z EUUI UUOQWUUEEOOWET 001 wUI 1T POOPwWERIMIDPED OO
EwEPUUEOCAEWEDPwWYI OUPwWEOOPwWI wUI UUDPOOODPEOOOU
episodi di ascesa urbana e di rivalorizzazione periferica, con gravitazioni regionali
meno deboli e slegate.
Nel complesso la huova 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, Citta e organizzazione del territorio in Camparis|, Napoli, 1983.

6 Alessandro Busca,Caratteristiche funzionali dei centri urbani del Mezzogigr&auffré, Napoli, 1973.

"+PEI UEw#z Ol UUEQGEUOQOWDEIODELE O BQEBDIOIOLDEDOD uDPOWEEUOWED
(a cura di), Gli spazi del commercio nei processi di trasformazione urBatran, Bologna, 2007, p. 350.

8/ EUGUEOT w" OxxOO0Ewl w+DEEwWSDHT EOOODOW? ( Ow, 2 GuaER IbaOQudOBUE
5pT EOOOPOwW?20EUOOWUIl OEI 04l wl wxUOUx1 OUPYI wEI OQwi 1 6001 66
curadi), " DPO00Aaw] woOi OUOxOOPwWOAI O GrancontyilMilan®, AdoaafFdp.A667;iLida OT DO U O«
5D EOOOPOwW?" PUUAwWIOLOVUIOOS AORWODIOGW Plwdd U U U Ulkenén@m? Owb O w
urbano in ltalig cit.
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squilibri di cui la debolezza degli impianti urbani e le carenze, talvolta anche

OZ EUUOOUUEwW OEOCEEOAEOwW E1 001 w Ul UPw UUEEOIT w1
tradizionale carenza di assi di connessione e di riequilibrio, soprattutto con
riferimento alle aree interne (Fig. 3).

Fig. 3t Il Mezzogiorno urbano negli anni Duemila

1. Articolazioni urbano-territoriali sub-regionali; 2. Grandi poli urbani; 3. Fulcri di gravitazione;
4. Poli urbani locali; 5. Polarita urbane deboli; 6. Direttrici di connessione.

Fonte: Viganoni, Il Mezzogiorno delle cittécit., p. 21

I cambiamenti intervenuti sono in gran parte ascrivibili ad una serie di eventi.
Gia 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,
EEOOzI O UT 1 Ul wEPWOUOBI UOUIT wprdmkspidladrmaygioE D wU Y E
e piu capillare dotazione infrastrutturale.
Per quanto risulti abbastanza difficile dar conto in questa sede di altri non
secondari aspetti, non pud non riconoscersi che in questi anni il processo di
sviluppo degli spazi urbani del Sud e 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
PDOxUI UUPWEEOO240POOT wsUUOXI E

Le grandi polarita restano comunque i vertici degli impianti urbani che le
ospitano. E 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
salernitano, né é 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.

+1 wOOEPI PET 1l wxPkwbDOxOUUEOUPwWwUDPwWI YPEI O4abE
maggiore articolazione e distribuzione delle funzioni che accordano spazio
EUI UET OUIl wEwWET OUUPWEPwWOI EPI WwEPOI OUDOODPO w@UI
EIl OOl wxUOYPOEI wEPwW- ExOOPwW mp- OOEOwWw/ 6ObP1T OPE O
"EUl UUEw 28w, EUPEwWw" ExUEwWS51 U1 Ul Ow YI UUEOwW"
(Ari ano Irpino, Calitri, Lioni), delle valli del Sannio beneventano e delle piccole

Al riassetto complessivo della rete urbana della Campania, frutto delle nuove
UxDOUI wi il Ol UE U HauwiBta © dafjal difi@sierie wrbadd) Gth contributo
rilevante & stato offerto dai considerevoli interventi di infrastrutturazione
UUEET UUDPYOWEOwWUI UUI OOUOWETI OwhRNWYWETT wi EOGO
interne. In pid un ruolo di primo piano & stato rivestito dal la rete stradale
realizzata a livello provinciale che ha significativamente contribuito al
decongestionamento della citta 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 trasversali verso la Puglia e la Basilicata (A16 AV-
' wl uPOWUEEEOQUEOWEI 00z +t WEOOwWOEwW! EUI OQUEODI
provinciali si € infittito negli anni: cosi alla congestionata Napoli -Salerno, si &
ETTPUOUOWAe-EBN!I WREOP wt YAwl wol wEPUEOEADOO
Salerno, Avellino e Benevento.

cura di), Il Mezzogiorno delle citta. Tra Europa e Mediterrané@ncoAngeli, Milano, 2007, pp. 1528.
WHEEDOwW OEUOOW?#EOOZEUI EwOl OUOXxOOPUEOBEWEDW- ExOODWEOO
di), I Mezzogiorno delle cittécit., pp. 175221.
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Fig. 41 La rete infrastrutturale della Campania

/N Autostrade
/\/ Strade Statali

/\/ Strade provinciali/ comunali

/\/ Strade regionali
.y « Strade statali

N Ferrovie

[] Confini Regionali

Fonte: Regione Campania,Cartogrammi ASA 2012.

Questa rete di livello regionale si & ulteriormente densific ata a scala
comprensoriale (la Tangenziale di Napoli nei primi anni Settanta e la
Circumvallazione di Benevento in anni piu recenti) e soprattutto a scala
provinciale su cui domina il massiccio e invasivo intervento funzionale al
decongestionamento della citta di Napoli: alla Circumvallazione esterna
(ormai fagocitata dal tessuto insediativo) si sono affiancate + nella stessa
direzione est-ovestt Oz EUUT w Ol EPEOOwWI w@dUl OOOWEPwWUUX
"EUI UUEOOOWEUDPWUDWET T DUOT | wdgdodste tradife@ wx 1 O |
POWEDPUI aDOOT wxi Uxl OEPEOOEUI w OEOUEwWOI 1T HOU



90 FABIO AMATO, LIDA VIGANONI

funge da cuore della mobilita regionale attraverso una fitta rete di svincoli,
viadotti, raccordi 1.
A0EWUUEOQOEWET 1T wOl 00z EUI E wE O fotetdria,ll BloldddeE w O E w x
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 €& stato destinato al trasporto su gomma. La
progettualitd del nuovo millennio promossa dalla Regione Campania ha favorito
un processo di pianificazione e di riassetto del sistema dei trasporti per definire un
piaOOw EPw UIT UYPaAaDPwHDOUI TUEUPWETT wxUOUEUUI wUU
intermodale considerate nei modi collettivi, individuali, pubblici e privati (la c.d.
metropolitana regionale). Un processo di trasformazione che, dopo i primi

finanziamento nazionale.

3. La regione tra crisi, contraddizioni e spunti postfordisti
t huwd OWEOEEOI OUOWE mépbidtdndeéntinE OwU Owx Oz wOl OO w

La Campania & ancora la regionex Dk wET OUE O] OU1 wEEDUEUEwWE z (|
si colloca al secondo posto per numero di abitanti, facendo registrare una crescita
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milioni di abitanti. Nei primi decenni de | millennio, le tendenze demografiche della
regione vedono ancora prevalere il comune capoluogo e il suo Hinterland, benché,
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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 citta di Napoli (che perde
UOw gUPOUOwW E]I OCEwWw xOxOOEaDbOOI wUl UPEI OUI w OI ¢
litoranei della direttrice v esuviana, si registra una crescita esplosiva ad ovest nel
caso di Giugliano in Campania, una piu contenuta ma costante ascesa di Pozzuoli e
una crescita rilevante anche nel quadrante settentrionale (Acerra, Marano ed
Afragola) (Fig. 5). Con le dovute proporzioni, si ripresenta la stessa logica tra il
comune centrale di Salerno e le nuove polarizzazioni periferiche (Scafati e
Battipaglia).
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Tab. 14 Andamento demografico dei comuni campani con piu di 50.000 abitanti
(in grassetto i comuni capoluogo)

Comune 2011 2001 Var. % 1981 Var. %
20012011 19812011

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
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controtendenza, risultando ancora positivo aOET I w0l 00z POUI UYEOOOWE
censimenti. Questo semplice indicatore, pertanto, ci conferma la presenza di spunti
EPwUDI UPOPEUDPOwWE] OET 6w Oz EUI EwYEUUEwW xEUUI
significativa central ita.
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Fig. 5¢ Comuni campani > 50.@0ab. in crescita e in decrescita (2@01L1)

Fonte: ns. elaborazione su dati Istat

3.2 Il valore aggiunto del commercio

Le trasformazioni della struttura economico -produttiva del territorio regionale,
piu di quelle demografiche, sembrano fornire elementi per una potenziale
armonizzazione della regione, invertendo la tendenza alla concentrazione nella
fascia litoranea che caratterizzava anche la tradizionale dimensione produttiva,
assiaurando al settore terziario, nel senso pit ampio, un ruolo di netta prevalenza
in termini di addetti e di indotto.

E 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





http://www.kompeterejournal.it/



http://www.cisnet.it/





































































































































































http://www.bocc.ubi.pt/









http://www.franchise.org/






http://www.accor.com/











































































http://www.comune.pesaro.pu.it/












http://www.centrocommercialenaturalepergola.it/







































http://revistas.ulusofona.pt/index.php/revlae/issue/view/635































































http://www.museotorino.it/











































































http://www.scielo.cl/eure.htm

























































http://fiscocamere.unioncamere.it/Atlante/info/glossario.htm#db7101ada0dd1f08e2ee68fd5fee16fc
http://www.unioncamere.gov.it/Atlante/












http://www.corriere.it/economia/12_marzo_28/ikea-specchio-italia-divico_f5b80f02-7899-11e1-9401-15564ff52752.shtml
http://www.corriere.it/economia/12_marzo_28/ikea-specchio-italia-divico_f5b80f02-7899-11e1-9401-15564ff52752.shtml






%3chttp:/www.hbs.edu/faculty/Publication%20Files/11-091.pdf



http://www.huffingtonpost.com/2013/03/18/ikea-secrets-horsemeat_n_2411475.html#slide=2219231
http://www.huffingtonpost.com/2013/03/18/ikea-secrets-horsemeat_n_2411475.html#slide=2219231



http://www.ikea.com/ms/it_IT/this-is-ikea/people-and-planet/index.html






http://rge.revues.org/3056


















http://www.unioncamere.gov.it/
http://www.unioncamere.gov.it/


















http://www.siciliaoutletvillage.it/









http://www.siciliaoutletvillage.it/
http://www.istat.it/



http://www.investienna.it/







































http://www.cnnexpansion.com/rankings/2012















http://www.nytimes.com/2012/04/22/business/at-wal-mart-in-mexico-a-bribe-inquiry-silenced.html?pagewanted=all&_r=0
http://www.nytimes.com/2012/04/22/business/at-wal-mart-in-mexico-a-bribe-inquiry-silenced.html?pagewanted=all&_r=0










































http://www.cnu.org/sites/www.cnu.org/files/Greyfield_Feb_01.pdf.


































































http://manoiquandosidorme.com/
























http://comerc.bcn.cat/sites/default/%20files/arxius/previsions_evolucio_consum_a_catalunya_2012-2022.pdf
http://comerc.bcn.cat/sites/default/%20files/arxius/previsions_evolucio_consum_a_catalunya_2012-2022.pdf



http://www.tdx.cat/browse?value=Mart%C3%ADnez+Rigol%2C+%20Sergi&type=author
http://www.tdx.cat/browse?value=Mart%C3%ADnez+Rigol%2C+%20Sergi&type=author
http://www.tdx.cat/handle/10803/52877



http://www.ub.edu/geocrit/b3w-332.htm

















































































https://www.facebook.com/groups/detskeriJaegersborggade/?fref=ts

































http://realestatemarket.com.mx/revistas/11830-corporativos









http://www.scielo.org.mx/scielo.php?script=sci_arttext&pid=S0187-57952010000200006&lng=es&nrm=iso
http://www.scielo.org.mx/scielo.php?script=sci_arttext&pid=S0187-57952010000200006&lng=es&nrm=iso









http://www.dt.tesoro.it/



http://www.e-coop.it/
http://www.e-coop.it/












http://www.mi.camcom.it/





















http://www.irs.stir.ac.uk/
http://arcipelagomilano.org/













































http://www.brusselsstudies.be/
http://www.brusselsstudies.be/






http://www.opt.be/inormations/suggestions-bruxelles-the-rue-antoine-dansaert-place-saint-gery-district-the-designers-haunt-/en/O/49065.html
http://www.opt.be/inormations/suggestions-bruxelles-the-rue-antoine-dansaert-place-saint-gery-district-the-designers-haunt-/en/O/49065.html






http://www.socresonline.org.uk/10/2/massey.html
http://www.bpb.de/files/6R199E.pdf






http://www.manchesterbars.com/
http://www.manchestereveningnews.co.uk/news/%20greater-manchester-news/manchesters-tale-two-shopping-cities-2508181
http://www.manchestereveningnews.co.uk/news/%20greater-manchester-news/manchesters-tale-two-shopping-cities-2508181









http://www.triballmadrid.com/





































































http://informa.comune.bologna.it/iperbole/media/files/pvc_piazza_verdi_e_dintorni.pdfl

































http://www.tari.it/tari.php



http://www.comune.valenza.al.it/_modules/download/download/oidvalenza-slide1.pdf



http://www.ascomtorino.it/downloadAscomDocument?ixDocumentId=4641&ixDownload=true






http://www.campania.com/



http://www.comune.napoli.it/flex/cm/pages/ServeBLOB.php/L/IT/IDPagina/9917/UT/systemPrint
http://www.comune.napoli.it/flex/cm/pages/ServeBLOB.php/L/IT/IDPagina/9917/UT/systemPrint












http://www.federorafi.it/pdf/FEDERORAFI_REC_1565.pdf










