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Shopping centres under the integrated
development of territories concept

The paper discusses non-commercial issues of shopping centres development, its role for creating comforta-
ble environment according to the Integrated development of territories (IDT). The IDT concept suggests creat-
ing comfortable living areas with smart planning of social, public and business places. The main role in creating
comfortable urban environment play attraction centres — apparently, Neighborhood and Community centres can
perform such a function for both new and developed areas. Statistical data presented in the paper confirms pop-
ularity of Community shopping centres construction in new residential areas in various cities of Russia. The au-
thor pointes out the new elements, which carry out social function, attract visitors, meet the demand of the hab-
itants of the neighborhood. Recommendations of the IDT Standard for shopping facilities, regarding the low-rise,
middle-rise and central models have been pointed out for the new areas of construction. New outside elements
are suggested to be included by developers at the concept and new district planning stage, regarding parking
and landscaping. As an example of the existing residential areas development a project in Moscow is studied.
A development company transforms movie-theaters of the soviet period into Community Centres and focuses
on a close interaction with local community and loyalty program. Based on the optimal tenants mix their concept
allows to increase the shopping centre attendance, events and discounts also stimulate new visits. The article
allows to estimate how much IDT concept converges business and society interests and describes instruments
and factors which affect.
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ommercial estate in Russia has transformed
gradually from clothing markets to modern
shopping malls. At each stage of its devel-
opment shopping real estate reflected the current
demand tendencies [1]. In 2020 the Federal Law
No. 494 “Amendments to City Plan Code of the Rus-
sian Federation and some legislative acts in order to
provide integrated development of territories” [2]
was passed and later some other amendments for
better functioning of IDT mechanisms. The changes
logically confirmed the vector towards auxiliary
needs of visitors, which has been shaping during
the past years. According to article 64 p.1 of
the City Plan Code of RF 5 main goals of IDT in-
clude: providing proper conditions for development
of transport, social and engineering infrastructure,
settlements territories’ amenity and landscaping,
better access to such infrastructure, efficient use of
settlements’ territories, also for creating comfortable
city environment, service and employment points.
Achieving those goals is impossible without, first of
all, neighborhood and convenience shopping cen-
tres [3] with thoroughly considered concept [4].
The Standard for integrated development of ter-
ritories was worked out by the Construction Ministry
(Minstroy), DOM.RF and CB Strelka (Construction
Burau), the Standard was initiated 1 the Govern-
ment Chairman for IDT adaptation [5]. The recom-
mended percent of social and business infrastruc-
ture for low-rise, mid-rise and high-rise residential
development is correspondingly 10-20, 20-30
1n 30 % and more [6]. The standard implies division
into coverage sub-areas in case of a large territory
of residential complex, as the standard model is for
land plots of 14ha, which is the most comfortable
for walking accessibility. Social and business area

consists of street-retail and single-standing build-
ings of a specialized purpose. The standard recom-
mends [7]: “In the case of low functional variety of
the territory it is recommended to include a magnet-
unit (a leisure centre, for example, which attracts
visitors from other city districts and creates addi-
tional traffic for other elements of shopping, servic-
es and leisure infrastructure”. Thus, it is the neigh-
borhood shopping centres that can enrich and
improve residential complex’s infrastructure, as it is
the place where interest of retail and customers
meet: large indoor spaces allow to form the most
convenient tenant mix (shops, services, entertain-
ment) at one place and create a favourable leisure
atmosphere [8].

By the end of 2024 (Fig. 1) 397,000 sg. m of
shopping centres have been built. The main share
is presented by regions — 68 %, including 13 %
Moscow region. Moscow share is 32 % [9].

During the first 3 months of 2025 five malls have
been opened in Moscow: BOTANICA, a part of
transporting connection point at st. Botanicheskaya
(GLA: 28.5 thous. sg. m), meeting point VITYAZJ
from ADG Group (GLA: 11.0 thous. sg. m), AFI
GAllery (GLA: 8.1 thous. sg. m), ZYORNISHKO/
CORN (GLA: 6.4 thous. sg. m), ZILART universal
store (GLA: 16.7 thous. sg. m). Total GLA of the malls
appeared January-March 2025 is 69 thous. sg. m
(+102 % yly). Till the end of 2025 about more than
20 malls are expected, which, provided on-time
commissioning, can even lead to record-breaking
figures for the period of 2017-2025.

There was no opening of shopping centres in
2023-2024 in St. Petersburg, whereas in the 1st
quarter of 2025 a gradual opening of Park Mall
(GLA: 30 thous. sg. m) at London Park has started.
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Fig. 1. Volume of construction of new shopping centres 2014-2025, thous. sq. m

Also 5 more malls have been announced to be open in 2025:
HOLLYWOOD (GLA: 60 thous. sg. m), SKY (GLA: 25.7 thous. sg. m),
second phase of Eco Park Murino (GBA: 12 thous. sg. m) and two
projects from Kronung Group — at Novogorelovo (GLA: 11.8 thous.
sg. m) and at the residential complex Sun City (GLA: 3.8 thous. sg. m).
Total amount of the expected malls is 136.6 thous. sg. m.

January-March 2025 nine malls opened in regions of Russia,
with total square almost 80 thous. sg. m: Grand City Kemerovo
(GLA: 30.0 thous. sg. m), DEPO in Voronezh (GLA: 12.5 thous.
sq. m), Esfera Centre in Naljchik (GLA: 12.0 thous. sg. m), Mosko-
vskii in Velikii Novgorod (GLA: 6.9 thous. sg. m), Soldatov in Perm
(GLA: 6.5 thous. sg. m), Melnitsa in Tula (GLA: 5.0 thous. sg. m), lIj
in lljinskoye (GLA: 3.3 thous. sg. m), Arsenal in Perm (GLA: 2.5 thous.
sq. m) Danish Quarter in Mitishchi (GLA: 1.3 thous. sg. m).

Till the end of this year 200 thous. sg. m of malls is expected,
which is 9 % less than in 2024. Regional market shows the tendency
for smaller average square of shopping centres: in 2000-2014 it
was 30.8 thous. sg. m, in 2015-2025 it reduced by 25 % — till
23.2 thous. sg. m.

Construction of qualitative shopping centres continues in Rus-
sia, comprising mostly neighborhood ones. GLA of 75 % shopping
centres built since the beginning of 2024 is about 15,000 sqg. m.
The trend for neighborhood shopping centres is a result of decen-
tralized development of city areas. Since cities grow via new resi-
dential areas, the demand for better infrastructure and shops with-
ing walking distance grows as well. Retail has to transform to remain
up to date and attractive. The transforming buyer’s behaviour de-
fines development vector of retail market, stimulating participant to
catch up. As shopping centres have to adopt to the increasing seg-
ment e-commerce [10] new formats and attraction points prove to
be extremely useful.

Since 2000's food court, entertainment and kids’ zones [11] be-
came essential part of shopping malls. During the last 5 years new
social and business tenant appeared, such as “My documents”,
MOEK and other organizations. Rates are very low for such tenants,
but they attract huge traffic (rate issues are not a subject to this
paper).

Social function also continues to develop and progress. Be-
sides basic segments new ones are appearing and taking root re-
flecting social function, they don’t make much profit, but are very
convenient and attractive for visitors.

The main new element is children’s fests and celebration ac-
tivities of the main holidays or just seasonal. Interesting to mention:

all parties benefit from it: parent get free entertainment just by their
home, tenants act as sponsors and advertise their products, visitors
attend their ans neighboring shops, food places, supermarket.
Graudally a loyal attitude to the shopping mall appears, especially
if the even was successful [12]. Many families, leaving nearby can
come together or get acquainted, which cultivates positive climate
in the neighborhood.

Almost all shopping centres already have kids’ zones with free
sensor screens for children with drawing or puzzle games.

A similar effect has exhibitions and master-classes for grown-
ups. A shopping centre can support local artists, painters, musi-
cians or invite from the city.

Current generation is very environment-oriented, sharing ideas
of reasonable economy, things re-use, waste sorting and recycling.
Shopping centres also don't stay away from the green movement:
there are separate waste bins at the floors, special boxes for batter-
ies, lamps, clothes and other things. People know, that in their
neighborhood there is a place where they can apply their care
about the planet and the idea is shared [13].

Parking place comes at hand as during the last 5-7 years elec-
tro scooters and electro bicycles, not to mention bicycles have be-
come extremely popular and the malls’ parking is a very convenient
place to rent or to leave this kind of transport.

Charging zones for smart phones ans other devices, free wi-fi,
info via applications is also for mutual use.

It's becoming popular to place express health-check points at
shopping centres: just pressure and temperature scanners or small
cabinets with specialists.

Local residents now can meet a technological innovation, such
as robot-administrator, helping with navigation or other issues at
their own neighborhood centres, without going to central regional
malls.

Original museums, reading corners or book-exchange points
are also a part of shopping centres’ concept now.

There is news about shopping centre exterior space as well.
Leasure territory makes a mall more popular and successful. Hod-
inskoe Pole Park is a good example of such symbiose: sport facili-
ties, green landscaping, children’s playgrounds and one of the most
popular in Moscow shopping centres “Aviapark”.

Based on the Standard developer has an opportunity at the area
planning stage incorporate in the malls’ concept not only revenue
interest, but also IDT improvements, for example: to place a shop-
ping centre (or even several, depending on the territory size) at
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the most convenient places, to calculate optimum size, to plan so-
cial and public elements, necessary for the neighborhood, to do
landscaping considering parking and vehicles, playgrounds, to
combine quest and residential parking (especially for “free of cars”
courtyard concept), to add an extra bus stop.

Functional neighborhood shopping centres’ concept at the new
construction areas is preferable, and that is exactly what developer
company ADG suggested even before the IDT law: the company
worked out a net of new Neighborhood/Convenience shopping cen-
tres for existing residential areas. The main idea is to compensate
the lack of local attraction points after complete redevelopment of
soviet period movie-theaters into leisure and shopping centres.

According to the ADG the effective tenant mix of everyday
goods and services, coffee places, restaurants, movies, activities
and entertainment (Fig. 2) provides high traffic during the whole
day [14].

The individual approach of Customer loyalty programme cre-
ates close long-term relationship with local habitants offering them
extra occasions for visits. Individual communication system allows
to target the offer to those really interested, which is reflected at
Fig. 3. The constructive open plan effect combines with confidential
relationship with residents and online resources.

There are also insights about residents for better range of prod-
ucts, online full range, centralized network of pick-up points that
allow to reach the maximum income per square meter.

Developers are interested in taking into consideration IDT con-
cept for designing shopping centres as the last 10 years have
confirmed the benefit of enlarging social function and including en-
tertainment and public zones [15]. The more comfortable and inter-
esting a shopping centre is the more traffic of loyal visitors it has
and the longer they stay at the centre the higher is the bill. And
the city and its residents get effective infrastructure and a possibil-
ity to satisfy needs without inconvenient long trips as well as addi-
tional working places. The IDT concept gives developers conveni-
ent instruments, such as the Standard, practical recommendations,
which promote complex approach at the stage of planning new ar-
eas or developing the existing ones. As a result, neighborhood
shopping centre becomes a place that residents love, are proud of
and consider to be a part of their life.
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Ba HOBbIX panoHHbIX TL| B pasnunyHbix ropogax Poccun. AsTo-
pOM BblgeNeHbl HOBbIE 3N1IEMEHTbI, BbIMOSHAOLLME COLManbHYO
OYHKUMIO, MPUBEKaOLLMEe NOCETUTENEN N YOOBNETBOPSOLLNE
NOTPEOHOCTU XUBYLLMX NO COCEACTBY ropoxaH. Viccnegytorcs
pekomeHgaumm B CtaHaapte KPT B OTHOLLUEHUN HEABUXMUMO-
CTW TOProBOro Ha3Ha4YeHUs Ans Mano3TaXHOW, CPeaHEeITaXHOM
1 UEeHTpanbHON MOAEenen npu HoBou 3acTponke. Ona geseno-
nepoB NpensioKeHbl BapnaHTbl OpraHn3aumm BHELLHEN Cpefbl,
KOTOpPbIE€ HY>XHO MpefyCcMOTPETb Npu pas3padoTKe KOHLenuuu
MUKpOpanoHa 1 BbI6ope MecTononoxeHus ans TLl, cBa3aHHble
C MapKoBKOW, 6n1aroycTporcTBoM. B kavecTse npvmMmepa passu-
TUA YXXe CYLLIeCTBYIOLMX parioHOB pacCMOTPEH MPOEKT co3fa-
HUS COCEACKMX LEHTPOB B pesynbraTe pefesBenionMeHTa co-
BETCKMX KMHOTEaTpOB OOHOW U3 LEBENIONEPCKUX KOMMaHWUN
MockBsbl. [pn paspaboTke KOHLENLMM OCHOBHOE BHUMaHWe yae-
NSeTca B3aUMOLENCTBUIO C XUTENAMU panioHa, Nogaep XXaHuio
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nporpamMmsbl osnbHOCTU. Bnarogaps co3gaHuio onTUMasnbHOro
Habopa apeHOaTopoB yBenuuuBaeTcs nocelleHune TL B pasnuny-
HOEe BpeMmsi, pa3BrieKkaTesibHble MEPOMNPUATUS UM CKUOKN CTaHO-
BATCA NOBOAOM AOJ1A OONOJSIHUTESIbHbIX BU3SUTOB. CTaTtba NoMo-
raeTt OLUeHUTb, Hackonbko KoHuenumsa KPT nomoraeTt c6nm3nTtb
VHTEepechl 6u3Heca 1 06LLeCTBa, Kakne MHCTPYMEHTbI U haKTo-
pbl 3TOMY CMOCOBCTBYIOT.

Knro4deBble crioBa: ctaHgapT KOMIJIEKCHOrO pa3BUTUSI TEPPU-
TOpUV, KOMGOPTHasi ropoAcKas cpeaa, HoBble 3/IEMEHTbI paui-
OHHOro TOProBOro LEeHTpa, fneLexogHas 4OCTYNHOCTb, MPOXo-
ANMOCTb, 06LeCTBEHHbIE MecTa, coynarnbHas yHkuymsa TL,
LeHTpasibHas MOAESIb, OKPYXKHOVI TOProBbIV LIEHTP
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