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Abstract—Public  spaces  can sometimes be considered as  nodes  
and are often regarded as the images that create a sense of place  
in a city. Public spaces here refer to city parks and streets with  
their many elements. On a smaller scale, a shopping center as a  
commercial building also serves as public space for its locality.  
True to its name, public spaces, especially the plaza in an atrium,  
corridor  and  other  areas,  are  becoming  the  center  for  public  
activities. Plazas in shopping centers are turning into well-sought  
public  areas  due  to  the  initiative  of  the  shopping  centers’  
managements as well as public demands.The research is aimed at  
finding out about the role of a public area’s layout in creating a  
sense of place, which specifically can be described in three points.  
The first is to find the physical factors that develop sense of place.  
The second is to analyze the social factors in a sense of place. And  
the third is to examine the relationship between people and their  
environment.  Shopping  centers  are  used  as  the  case  study  to  
identify the relationships between a public space’s interior design  
that shapes its  atmosphere as  a  mental  image which creates  a  
sense  of  place  in  a  particular  scale.  The  case  study  for  this  
research was Pasar Atum, Ciputra World and Tunjungan Plaza,  
all of which represent successful shopping centers from various  
eras in Surabaya. The research subjects were 15 people in each  
shopping center. The research method used was a mixed method  
which combined the qualitative method with in depth interview.  

Keywords: sense of place, physical dimensions, social dimensions,  
and relationship 

I.  INTRODUCTION 
For  the  last  ten  years,  the  phenomenon  that  sees  the  

increase of the public’s interest in interacting with a shopping  
center’s public  space has spread beyond Indonesia,  reaching  
other countries in Asia and even the Middle East [1]. There are  
three reasons for this tendency,  especially in Indonesia.  The  
first is the excellent prospect of growth in the property world,  
which  will  continue  until  2015.  This  is  also  caused  by  the  
increase  in  the  retail  sector,  which  is  consistent  with  the  
growing rate of the Indonesian middle-class residents. 

The second is  the  presence  of  emotional  attraction  
felt  by people towards the physical  setting of  a  mall.  As a  
place  for  social  interaction,  the  presence  of  a  shopping  

center’s  public  space  is  very  helpful.  The  location  of  a  
shopping  center  is  usually  meticulously  picked  by  the  
developer in order to assure a strategic location as well as easy  
access  and  trouble-free  entrance.  A shopping  center  is  also  
equipped with open plaza or atrium in various shapes, built in  
the place of a town square as one of the community spaces,  
although in nature it is not as free as an external public area.  
The public areas which appeal to the public are plaza, food  
court and atrium. 

The open plaza and atrium here function as a venue  
for cultural events, both from and for the community, socially  
as  well  as  for  product  display  purposes.  An open  plaza  or  
atrium can  become  a  place  to  actualize  various  interesting  
creativities  which  are  facilitated  by  a  shopping  center’s  
management.  An  open  plaza  can  also  become  the  site  for  
various communities to interact with one another. Even Marie  
Pangestu,  the  Indonesian  minister  of  Tourism and  Creative  
Economy believes that one of the places to have an artistic  
interaction is inside a shopping cente r [2]. This is a chance to 
communicate about the country’s art world to the international  
world. 

Second, the physical shape of a mall which provides  
more  and  more  experience  for  visitors  make  this  the  third  
space that also functions as a recreational space. The popular  
culture propels value and lifestyle changes that also have an  
impact  on  the  daily  activities  including  people’s  activities,  
works and recreations. An added value is  important  here in  
addition  to  the  functional  use  of  a  product,  in  this  case  a  
shopping center. Here, experience represents the added value.  
As often stated in recent times, experience is a design rationale  
both  for  architects  and  designers  [3].  Mall  management  is  
trying  to  create  a  thematic  ambience  in  order  to  evoke  
experience and mall goers respond to the experience as a part  
of  experiential  and  functional  aesthetics  of  a  mall.  The  
creation of ambience, identity, surprises, memory as well as  
nostalgia are brought together to create a sense of place in a  
mall. Steel wrote that surprises create a relationship between  
people and their environment by means of sensorial process.   
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