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ABSTRACT

The urban public locations are the places where the various groups of city dwellers
can be together. These places have gone through a process parallel to the
development of the cities. Shopping activity concentrated at open areas at the
stage of the establishment of city .It has been partially transferred to the closed
areas. Nowadays, shopping centers where the shopping activity is carried out have
a special meaning in terms of public life.

In this research the features of the shopping centers as urban public locations has
been evaluated. Ankara has been selected as the research area for this assessment.
The shopping centers that have been established in the recent years plays a rather
distinguishing role for determinies to the development of city. It is a compelling
reason to consider the urban and public locational features of these places due to
the fact that these centers are a visiting place for almost all inhabitants.From this
respect the research findings that will be discussed in the text seem to be so
important. This research was realized under the Research Fund Project of Gazi
University between the years 2000-2002.
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ALISVERIS MERKEZLERININ KENTSEL-KAMUSAL

MEKAN OZELLIKLERI/ANKARA ORNEGI

OZET

Kentsel-kamusal mekanlar, kentte yasayan farkli gruplarin bir arada
olabilecekleri ortamlardir. Bu ortamlar, kentlerin gelismelerine parelel bir gelisme
izlemislerdir. Kentler ilk kurulduklarinda agik alanlarda yogunlasan aligveris
eylemi , giderek kapali alanlarda gergeklestirilir olmustur. Giinlimiizde ise bu
eylemin gerceklestigi aligveris merkezleri kamusal yasam agisindan &zel bir
anlam icermeye baslamislardir.

Bu arastirmada aligveris merkezlerinin kentsel- kamusal mekan Ozellikleri
degerlendirilmeye ¢alisilmigtir. Bu degerlendirme ig¢in Ankara kenti arastirma
alani olarak se¢ilmistir. Son yillarda agilan aligveris merkezleri kentin gelisiminde
oldukga belirleyici bir rol iistlenmislerdir. Bu merkezlerin neredeyse tiim kentliler
tarafindan ziyaret ediliyor olmasi kentsel-kamusal mekan 6zelliklerinin gézoniine
alimmasini  zorunlu kilmistir. Metin i¢inde tartismaya agilacak olan arastirma
bulgulart bu agidan olduk¢a 6nemlidir. Arastirma, 2000-2002 yillar1 arasinda,
Gazi Universitesi Arastirma Fon Projeleri kapsaminda gerceklestirilmistir.

Anahtar Kelimeler: Kentsel-Kamusal Mekanlar, Aligveris Merkezleri, Ankara.

1. GIRiS

Kent; aile yapisi, niifus biyiikligi, kiltirel ve
ekonomik yapi olarak birbirinden farkli gruplarin bir arada
olusunun ifadesidir. Bu bir arada olus kentin en 6nemli
zenginlik kaynagidir.

Gliniimiizde, 0zellikle biiyiikk kentlerimizde 1950
sonrast baglayan hizli go¢ nedeniyle ikili bir yap1

1. INTRODUCTION

The city is the expression for the assembly of groups
that differ from each other in terms of the family
composition, population size and economic structure. This
diversity is a source of wealth.

A dual structure can be observed in our cities as a
result of the intense migration to the cities that took place
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goriilmektedir. Bu ikili yap1 imarli alanlar ve bu alanlarda
yasayan niifus, imarsiz alanlar ve bu alanlarda yasayan
niifustan olugmaktadir.

Birbirlerinden farkli bu gruplarin bir arada olma
kosullarmin yaratilmas: bugiin igin dnemli bir tartisma
alanidir. Bu tartigmanin olumlu sonuglanmasi kentin
¢ogulculugunun bir gostergesi olacaktir.

Aragtirmada Ornek mekan olarak segilen Ankara,
kentlesme siirecinde diger kentlerden farkli bir gelisme
gostermistir.Bagkent olmasinin ardindan kentin yerlileri ile
cogu Istanbul’dan gelen niifusun  temas etmelerini
saglayacak mekansal kurgu merkeziyet¢i bir tavirla ele
alinmistir.  Resmi  ideoloji  tarafindan  desteklenen
etkinlikler ve bunlarin gergeklesme mekanlarinin -
meydanlar, yesil alanlar vb.- yapimi kentte hizli bir
degisim yaratmigtir. Ankara’da diger kentlerden daha
erken tarihlerde baslayan goc¢ nedeniyle niifus yapist da
degismis ve var olan ikili yapiya go¢ eden niifus da
katilmistir. Birbirlerinden farkli bu gruplarin bir arada
olmalarini saglayacak arayislar kentte giderek Onem
kazanmaya baglamistir. Ankara da bugiin de var olan ikili
yap1 nedeniyle ayni arayislar siirmektedir.

Bu aragtirmada temel problemlerden birisi, kentsel-
kamusal mekanlarin kentteki farkli gelir gruplarinin bir
arada oluslarm1  saglayacak temas noktalart olup
olmadiklarinin saptanmasi bi¢iminde belirlenmistir. Konu
aligveris merkezleri 6zelinde ele alinmis ve kentlinin
yogun olarak kullandigi aligveris merkezlerinin ~ bu
anlamda bir rol istlenip iistlenmedikleri kamusal yasam
nitelikleri agisindan degerlendirilmeye ¢alisgilmistir. Bir
diger problem, bu merkezlerin kentsel-kamusal mekanlar
olarak kullanim gesitliliginin ve yogunlugunun saptanmasi
bi¢iminde belirlenmistir.

Arastirmada elde edilen bulgularin planlama ve tasarim
ortamlarinda tartisilmasi ve bu merkezlere iligkin tasarim
siireclerinde veri olarak degerlendirilmesi olduk¢a
onemlidir.Sonuglar, bu merkezlerin kentte var olan
ayrismay1 yasamsal zenginlife doniistirmenin araglar
olarak ele alimlalart geregini ortaya koymaktadir.
Arastirmanin temel yaklasimi, kentin  farkli gruplar
acisindan kapsayict, biitiinlestirici ve gelistirici olmasi ve
tim insanlar agisindan yasanabilir ve paylasilabilir bir
nitelige kavugmasidir.

2. ARASTIRMA YONTEMIi

Aligveris merkezlerinin kamusal yasam niteliklerini,
kentte yasayan farkli gruplarca kullanim cesitliliklerini ve
yogunluklarini saptamayir ve buna iligkin bir tartisma
ortami yaratmay1 hedefleyen bu arastirmada, veri toplama
yontemi olarak ‘anket’ yontemi benimsenmistir. Aragtirma
anketi tasarlanirken Oncelikle elde edilmesi gereken
bilgilerin neler oldugu belirlenmis, daha sonra anketin ilk
bigimi  olusturulmustur.Bu ilk  bigimdeki sorular
incelenerek gerekli degisiklikler yapilmis ve On test
sonucunda kesinlestirilmigtir. Elde edilmesi gerekli
bilgilere karar verilmesi asamasinda, arasgtirmadaki
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particularly after the 50°s. This dual structure consists of
the regions developed according a settlement plan and the
population living in this area and the regions established
without any plan and the population living in this region.
The controversial issue at the time being is the creation of
the suitable conditions for these differing groups to live
together. A favorable result of this controversial would be
the sign of the pluralism of the city.

Ankara that has been chosen as the example for this
research has exhibited a different path of development in
the urbanization process as compared to the other cities.
The space configuration of the city necessary ensure the
contact between the indigenous population and the people,
of whom most came from Istanbul, following the
declaration of the city as the capital of the new republic
has been dealt with in a centralized manner. The activities
supported by the official ideology and the locations of
these activities — squares, green areas, etc. — have led to a
fast paced change of the city. The population structure has
changed as a result of the migration waves starting at an
carlier date than the other cities and this third group of
population was added to the already existing dual
structure. The efforts to ensure the co-existence of these
differing groups have gained on importance. The same
efforts are currently on the agenda as a result of the
existing dual structure of the city.

Determining as to whether or not the public urban
locations would serve as the contact points for bringing
together the differing income groups in the city has been
specified as one of the basic problems in this research. The
issue has been dealt with as based particularly on the
shopping centers and the attempt has been made to assess
whether or not or to which extent the shopping centers
used intensively by the urban population would play a role
in this context. Determining the diversity and intensity of
the utilization of these centers as public urban location
was specified as another problem.

It is rather important that the findings obtained with
this research should be the subject of discussion conducted
in planning and design environment and be evaluated as
data in the design processes pertaining to these centers.
The results point at the requirement to handle these centers
as a tool to transform the existing fragmentation into a
vital richness. The basic approach of the research is that
the city should have an all-embracing, integrating and
developing nature with respect to the different groups and
furthermore encourage the inhabitants to live in and share
the wealth of the city.

2. THE RESEARCH METHOD

The “survey” method has been used in this research, in
which the aim is to specify the public life characteristics
of the shopping centers, the diversity and intensity of the
utilization of these shopping centers by the different
groups living in the city and to establish a discussion
forum pertaining to these issues. As the research method
was designed, we have in the first place determined what
kind of information is required in this research and
subsequently the initial form of the survey has been
established. The necessary changes have been carried out
following an in-dept examination of the questions in the
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problem tanimlari esas alinmustir.

Anket; Dbirbirini takip eden dért béliimdiir. ik bdlim
anket yapilan kisiye iliskin sorulardan olusmaktadir. Ikinci
bolim hane halk: bilgilerine ait sorular1 kapsamaktadir.
Ugiincii boliim sorular1 yasanilan konuta iliskindir. Son
boliim ise anket yapilan aligveris merkezine ait sorulari
icermektedir.  Sorular, cevaplayamt zor durumda
birakmayan, ne sdylemesi gerektigi hakkinda herhangi bir
telkinde bulunmayan, basit sozciiklerle hazirlanmas;
varsayimlardan, tahmin ve genellemelerden kaginan
cevaplamalara olanak saglayacak bi¢cimde diizenlenmistir.

Anket sorulart serbest cevaplamali ve ¢oktan
secmelidir. Kisilerin kendi cevaplari ile elde edilecek
bilgilerin daha saglikli olacagi disiiniilen durumlarda
serbest cevaplamali sorular sorulmustur. Kisilerin
cevaplamakta giigliik ¢ekecegi diisiiniilen durumlarda ise
olas1 biitiin cevap ¢esitlerini kapsayan segenekli sorular
sorulmustur. Anketin yere ve zamana baglilig1 nedeni ile
yiizylize goriisme teknigi benimsenmistir.

S6z konusu anketin hazirlanmast i¢in yapilan on
degerlendirmeler ve saptanan kriterler anket yapilacak
gruplarin, anket yapilacak aligveris merkezlerinin ve
kullanim yogunluklarinin belirlenmesi bigiminde ele
almmigtir.

a) Anket Yapilacak Gruplar I¢in Ondegerlendirmeler ve
Saptanan Kriterler:

1-Bu gruplar aragtirma projesi baslhiginda belirtildigi
iizere anlamli farkliliklar gostermelidir.

2-Bu farkli gruplarin yerlesim yerleri 6nemlidir.

3-Bu gruplar gelir diizeyi ortalamalarina gore
siralanabilmelidir.

4-Gruplarin kiiltiirel durumlarini saptamak
yararhidir.Ancak, proje is yikiinii arttiracagt
gerekeesiyle bundan kagmilmustir.

b) Anket Yapilacak Kentsel-Kamusal Mekanlarin /
Aligverig Merkezlerinin Belirlenmesi Icin
Ondegerlendirmeler ve Saptanan Kriterler:

1.Merkezlerin konumlari dikkate alinmalidir.
2.Secenek aligveris merkezleri ayirdedilebilir ve
karsilastirilabilir olmalidir.
3.Merkezlerin anlamlari,
mekansal ozellikleri
Onemsenmelidir.

erigilebilirlik  durumlari,
ve kullanim gesitlilikleri

¢) Kentsel-Kamusal Mekanlarm / Alisveris Merkezlerinin
Kullanim  Yogunluklariin  Belirlenmesi Icin
Ondegerlendirmeler ve Saptanan Kriterler:

1- Oncelikle, gozlem ve gorsel saptama ydntemleri ile

first design and have been finalized as a result of the pre-
test that was then conducted. The problem definitions in
this research have been taken as the basis at the stage of
decision making related to the necessary information to be
obtained.

The survey consists of four consecutive parts. The
questions pertaining to the responding person are included
in the first part. The second part encompasses the
questions related to the information on the household. The
questions in the third part relate to the residence. The last
part consists of the questions related to the shopping
center. The text of the questions has been prepared using
simple terminology and in such a way as to prevent
putting the responding person in a difficult position, to
avoid suggesting any answers and arranged in order to
avoid responses containing predictions and
generalizations.

The survey questions are freely answerable with a
multitude of alternatives. The questions with free answers
have been posed in the cases where obtaining the
information from the own answers of the responding
persons was regarded as more appropriate. Questions with
multitude choices as answers have posed in the cases
where it would probably be difficult for the persons to
give their own answers. The face-to-face technique has
been used as aresult of the dependence of the survey to the
time and place.

The preliminary assessments and the criteria set out for
the preparation of the survey have been based on the
groups to be surveyed, the shopping centers and the
intensity of their utilization.

a) The Preliminary Assessments and the Criteria for the
Groups to be Surveyed:

1-As has been mentioned in the heading of this project,
the groups should exhibit meaningful differences,
2-The place of settlement of these different groups is
important,

3-These groups must be listed according to the income
level,

4-1t would be useful to determine the cultural situation
of the groups. However, we have refrained from doing
this because that would increase the work load of the
project.

b) The Preliminary Assessments and Criteria for
determining the Public Urban Places / Shopping
Centers where the Survey is to be conducted:

1-The location of the centers must be taken into
account,

2-The alternative shopping
distinguishable and comparable.
3-The meaning, accessibility, the features related to the
space and the diversity of utilization of the centers is
important.

centers must be

c¢) The Preliminary Assessments and Criteria for the
intensity of the utilization of the Public Urban Places /
Shopping Centers:

1- In the first place, the utilization and intensity must be
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kullanim ve yogunluk karsilastirmasi yapilmalidir.

2- Calismanin 6rneklem bir niifus {izerinde, hafta ici
normal iki ig giinliniin  Oglen tatiline denk gelen
saatinde, hafta sonu Cumartesi 0Ogleden sonra
yapilmasi, bu tiir incelemelere temel olusturan
varsayimlar agisindan uygundur.

3- Gozlem ve gorsel saptama yontemleri ile elde
edilen sonuglara goére her merkez icin belli
degerlendirmeler yapilabilmelidir.

4- Anket sorulari, bu yaklagimlar 15181nda bir kez daha
gozden gecirildikten sonra uygulanmalidir. Anket
uygulanmadan once anketorlerin egitimi
saglanmalidir.

5- Anket uygulamasinin hem denek, hem ¢evre, hem
de anketdr icin rahatsizlik vermeyecek bicimde
gerceklestirilmesine dikkat edilmelidir.

6- Diisiinme ve cevap verme siiresinin uzayacagi
durumlarda denek igin anket birakilabilir. Bunun i¢in
hem anketdr hem de denek i¢in gilivenli bir ortam
gereklidir. Bu ortam olusmaz ise samimi olmayan
cevaplar almak olasidir.

7- Anketin uygulanmasinda grup farklilasmasi dnem
gosterdiginden hareket ortami ile toplanma ortami
dikkate alinmalidir.

Arastirma yukarida belirlenen kriterler 1s181nda;

*  Aragtirma alanlar1 olarak saptanan aligveris
merkezlerinin hangi gruplar tarafindan ve ne amagh
kullanildigin1  saptamak iizere hazirlanmis anket
uygulamasinin gergeklestirilmesi,

* anket sonuclarinin SPSS program paketine gore
degerlendirilmesi,

* merkezlerin kullanim farkliliklarinin sosyal ve
ekonomik yapi ile baglarinin ortaya konulmasi,

*  kentsel-kamusal mekanlar olarak  aligveris
merkezleri tasarimina iliskin veriler olusturulmasi
bi¢iminde siirdiiriilmiis ve sonug¢landirilmistir.

3.ARASTIRMA ALANLARININ OZELLIiKLERIi

Jansen Plani’nda Ankara’nin en &nemli aksi olarak
belirlenen ve eski kent ile yeni kenti birbirine baglayan
Atatiirk  Bulvari  iizerinde yer alan  aligveris
merkezlerinden;

** Cankaya merkezde; * Atakule,

** Eski kent merkezinde; * Yiizlincii Y1l Carsist
kullanim farkliliklar1 gdsteren merkezler olarak arastirma
kapsamu i¢inde yer almislardir.

Bu merkezler yasamsal ve mekansal bir ayrismanin
odaklari olarak ele alindiklarinda yeni kent merkezi olarak
tanimlanan  Kizilay ve g¢evresi daha da Onem
kazanmaktadir. Bu nedenle; Kizilay’da; Begendik,
kentlilerin yogun kullandiklar1 bir merkez olarak arastirma
kapsamina dahil edilmistir.

Kentliye sunduklar1 alternatif kullanim olanaklar
nedeniyle farklilagan kent dis1 merkezlerden;

** Eskigehir Yolu'n da;  * Real
** Akkoprii’de ; * Migros
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compared by using method of observation and visual
inspection,

2- Conducting the study on a sample population, on two
normal work days during the week at the noon hours
and on Saturdays in the afternoon hours is appropriate
with respect to the assumptions constituting the basis of
such examinations.

3- It must be possible to make certain assessments for
each center according to the results obtained with the
methods of observation and visual inspection,

4- The survey questions must be implemented after they
have reviewed in light of these approaches. The
surveyors must undergo a training prior to conducting
the survey.

5- Attention must be paid that the conduct of the survey
will not cause any inconvenience to the responding
persons, the environment and the surveyors,

6- The survey document can be given to the responding
person in cases where time for thinking is necessary.
An environment of confidence for both the responding
persons and the surveyor is needed for this. Obtaining
insincere answers would be possible if this cannot be
achieved.

7- Since the group diversity is of importance with
regard to the implementation of the survey, the
environment of action and gathering must be taken into
account.

The research has been conducted and completed in
light of the criteria set out above by;

* accomplishing the survey that was prepared to
determine which groups use the shopping centers set
out as the research area for which purpose,

* evaluating the survey results according to the SPSS
program package,

* specifying the links of the differences in the
utilization of the centers to the social and economic
structure,

* by establishing the data related to the design of the
shopping centers as public urban places.

3. THE PROPERTIES OF THE RESEARCH AREAS

The two shopping centers located on Atatiirk
Boulevard connecting the old city with the new city that
has been specified as the most important axis of Ankara in
the Jansen Plan

*Atakule Shopping Center in Cankaya at the city center

* Yiiziincii Y1l Shopping Center at the old city center
have been included in the research as the centers
exhibiting utilization differences.

When these centers are examined as focus points of a
life and space divide, Kizilay and the surrounding area
that are defined as the new city center gain even more
importance. Therefore the shopping center Begendik
located at Kizilay has also been included in the research as
a shopping center with intense use.

The shopping centers that are different as a result of the
alternative utilization they offer to the city inhabitants

* Real on the Eskigehir Highway and
* Migros at Akkoprii
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kentlilerin aligveris yaninda farkli etkinlikler igin de
kullandiklart merkezler olarak arastirma kapsami icinde
yer almislardir.

3.1. Arastirma Alanlarinin Ortak Ozellikleri;

-Arastirma alami olarak saptanan tiim merkezlerde
temel fonksiyon aligveristir.

-Tim merkezlerde aligverisin yanisira farkli
fonksiyonlar da yer almaktadir. Bunlar arasinda
kiiltiirel aktiviteler ve gastronomi 6nde gelmektedir.
-Tiim merkezlerde ulagimi kolaylastirict bir ¢dziim
olarak otopark olanag1 bulunmaktadir.

-Farkli zaman dilimlerinde insa edilmis olan tim
merkezlerde donemlerinin ¢agdas yapim yontemleri
ve malzemeleri kullanilmigtir.

3.2. Arastirma Alanlarmmn Farkh Ozellikleri;

*Arastirma  alanlarmm  sahip  olduklart  kullanim
olanaklart:
-Atakule; nikah salonu,oyun ve eglence merkezine
sahiptir.
-Yiiziincii Y1l Carsisy; farkli etkinlikler i¢in bir toplanti
salonu vardir.
-Real; sinema ve oyun merkezi ile iliskilidir.
-Migros; sinema, oyun ve eglence merkezi olarak da
onemlidir.
-Begendik; kentin en Onemli dinsel mekani ile
dogrudan baglantilidir.

* Arastirma alanlarinin kentte bulunduklar yerler :
-Atakule; kentin iist gelir grubunun yasadigi bir
¢evrede yer almaktadir.

-Yiiziinci Y1l Carsisi; alt ve alt orta gelir grubunun
yogun olarak yasadigi eski kent merkezindedir.

-Real; st gelir grubunun yasadigi gelisme
bolgesindedir.

-Migros; ¢ok farkli gelir gruplart ve yerlesimlerle
iligkilenebilecek bir yerdedir.

-Begendik; kentin {ist-orta gelir grubunun yasadigi ve
kentlinin en yogun kullandigt  yeni kent
merkezindedir.

* Aragtirma alanlarinin mekansal 6zellikleri:
-Atakule; farkl: ticari fonksiyonlardaki kiigiik birimleri
biraraya toplayan tek ve bagimsiz bir merkezdir.
Ankara i¢in simgesel bir anlama sahiptir.
-Yiziincii Y1l Carsisy; farkli ticari fonksiyonlardaki
kiigtik birimleri biraraya toplayan tek ve bagimsiz bir
merkezdir.
-Real; farkli ticari fonksiyonlar: bir araya toplayan
total bir merkezdir.Bir aligveris kompleksinin i¢inde
yer almaktadir.
-Migros; farkl: ticari fonksiyonlardaki kiigiik birimleri
biraraya toplayan tek ve bagimsiz bir merkezdir.
-Begendik; farkl: ticari fonksiyonlari biraraya toplayan
total bir merkezdir. Kentteki en dnemli dinsel yapinin
alt carsisidir.

* Aragtirma alanlarinin ulagim olanaklari:
-Atakule; otobiis, 6zel oto, taksi ve dolmus ile ulasim
olanagina sahiptir.
-Yiiziincii Y1l Carsisi; otobiis, 6zel oto, taksi ve
dolmus ile ulasim olanagina sahiptir.

have also been included in the research as centers used by
the city inhabitants for different activities.

3.1 The Common Properties Of The Research Areas

-The basic function of all places selected as research
areas is shopping,

-There are other functions in all centers other than
shopping. The cultural activities and gastronomy are
at the fore front among these activities,

-Parking lot is present at all centers as a facilitator for
the transportation,

-Contemporary construction methods and materials
have used in all these centers that were constructed at
different times.

3.2 The Deviating Properties Of The Research Areas

* The opportunities presented by the research areas:

-There is a wedding center, games saloon and
entertainment center at Atakule

-There is meeting hall used for different activities at
Yiiziincii Y1l Center

-Real is related to movie houses and game centers
-Migros is also important as a center for movies,
games and entertainment

-Begendik is closely connected to the most important
religious space of the city.

* The locations of the shopping centers in the city:

-Atakule is located at a region where the upper
income group of the city resides

-Yiiziincii Y1l shopping center is located in the old
city where the lower and middle income group
resides

-Real is located in a developing settlement area
where the upper income group resides

-Migros is located in a region that can be related to
highly different income groups and settlements,
-Begendik is located in the new city center where the
middle-upper income group of the city lives and used
very intensively

* The properties related to the place of the research areas:

-Atakule is a single and independent center bringing
together small units with different commercial
functions. It has a symbolic meaning for Ankara.
-Yiziincii Y1l shopping center is a single and
independent center bringing together small units with
different functions.

-Real is a total center bringing together units with
different commercial functions. It is located within a
shopping complex.

-Migros center is a single and independent center
bringing together small units with different functions.
-Begendik is a total center bringing together units
with different functions. It is located below the most
important religious building of the city.

* The transportation to the research areas;

-Bus, private car, taxi and “dolmug” can be used to
get to Atakule.

-Bus, private car, taxi and “dolmus” can be used to
get to Yiiziincii Y1l shopping center.
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-Real; 6zel oto, taksi, otobiis , dolmus ve servis ile
ulagim olanagina sahiptir.

-Migros; 6zel oto, taksi, dolmusg, metro ve servis ile
ulagim olanagina sahiptir.

-Begendik; 6zel oto ve taksi ile ulasim olanagina
sahiptir. Ancak merkezde olmasi nedeniyle Ankaray ,
metro ve otobiis ile de ulasilabilir bir konumdadir.

4. DEGERLENDIRME

Ankara’min = 6nemli 5  aligveris  merkezinde
gergeklestirilen bu arastirma sonuglari, bu tiir merkezlerin

tasarim  siireglerine yol gosterici birgok ipucunu
barmdirmaktadir.  Aragtirma  kapsaminda  Oncelikle
aligveris merkezleri ayr1 ayri ele alinmig ve ardindan

merkezler arasinda karsilagtirmali bir degerlendirme
yapilarak her bir merkezin kentsel-kamusal mekan olarak
kullanim 6zellikleri saptanmaya ¢alisilmustir.

Kisiye Ait Bilgiler:
- Yas ortalamalarn agisindan bakildiginda  tiim
merkezlerde hafta i¢i ve hafta sonu kullanici

gruplarimin ¢ogunlukla 21-50 yas arasinda olduklari tesbit
edilmistir. Buna karsin 16-20 yas aras1 grup ve 50 yas {istii
grup kullanicilar en diigiik orandadir.

- Dogum yerleri agisindan Real kullanicilarinin diger
merkezlerdeki kullanicilardan farklilastiklar1 goriilmiistiir.
Hafta i¢i ve hafta sonu Ankara dogumlu kullanicilarin
cogunlugu olusturdugu tek merkez Real’dir. Diger
merkezlerde  Ankara dogumlu kullanicilar en diisiik
orandadir.

- Ankara’daki yasam siireleri acisindan hafta i¢i ve hafta
sonu kullanicilarinin ~ merkezler arasinda  farklilik
gosterdikleri tesbit edilmistir. Atakule, Real ve Begendik
hafta i¢i ve hafta sonu 16-30 yil arasi; Yiziinci Yil
Carsist hafta i¢i 6-15 yil arasi, hafta sonu 0-5 yil arasi;
Migros hafta i¢i 0-5 yil arasi, hafta sonu 30 yildan fazla bir
siiredir Ankara’da oturan kullanicilar tarafindan tercih
edilmektedir.

- Ogrenim durumlar agisindan bakildiginda hafta ici
kullanicilarinin Real — disinda diger merkezlerde lise
egitimli  olduklart  goriilmiistiir.  Real hafta igi
kullanicilarmin ~ ¢ogunlugu  6grencidir. Hafta sonu,
Atakule, Migros ve Begendik tiniversite egitimli, Yiiziincii
Y1l Carsist ise lise egitimli kullanicilar tarafindan tercih
edilmektedir. Real kullanicilarinin ¢ogunlugunu hafta
sonunda da 6grenciler olusturmaktadir.

- Meslek dagihmlart agisindan kullanicilar arasinda
farkliliklar tesbit edilmistir. Real diginda tiim merkezlerde
hafta sonu kullanicilar1 serbest meslek sahibidir.
Atakule’de dgretmen ve akademisyenler de 6nemli oranda
cikmigtir. Real’de 6grenci ¢ogunlugun yaninda yogun
kullanict grubu  memurdur. Hafta i¢i kullanicilarina
bakildiginda  Atakule, Yiiziinci Yil Carsist ve
Begendik’de ¢ogunlugun memur, Real’de ¢ogunlugun
ogrenci olduklari anlagilmaktadir. Migros kullanicilarmin
¢ogunlugu ise Ogrenci, memur, teknik eleman bi¢iminde
bir dagilim gostermektedir.
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-Bus, private car, taxi and “dolmus” and service
vehicles can be used to get to Real shopping center
-Bus, private car, taxi, “dolmug”, service vehicles
and underground can be used to get to Migros.
-Private car and taxi can be used to get to Begendik.
However, since it is located at the center, Ankaray,
underground and bus can also be used.

4. THE ASSESSMENT

The results of this research conducted at 5 important
shopping centers of Ankara contain numerous guiding
clues for designing such centers. In the first place,
particularly the shopping centers have been dealt with
separately in the scope of the research and then a
comparative evaluation has been carried out for each
shopping center in an attempt to determine the utilization
properties of each center as a public urban place.

The Information Related To The Person:

- As far as the average age is concerned; it was observed
that the majority of the persons using the centers during
the week and on the weekends were between 21 — 50 years
of age. The number of the users between 16 — 20 years and
over 50 was at the lowest level.

- As far as the place of birth is concerned; it could be
observed that the users of Real were different than the
other centers. Real is the only center where the persons
born in Ankara constitute the majority of users during the
week and at the weekend. The persons born in Ankara
constitute the smallest group in the other centers.

- As far as the period passed in Ankara is concerned; it has
been observed that there is difference between the user
during the week days and on weekends. Atakule, Real and
Begendik are preferred during the week days and on the
weekends by the persons who have lived 16-30 years in
Ankara, Yiziincii Y1l shopping center by the persons who
have lived 0-5 years and Migros during the week days by
the persons who have lived 0-5 years and at weekend by
the persons who have been living in Ankara for more than
30 years.

- As far as the education is concerned; the users during the
week days the users of the centers have high school
education with Real as the exception. Most of the users of
Real during the week days are university students.
Atakule, Migros and Begendik will be preferred at the
weekend by persons with university education and
Yiiziincii Y1l by persons with high school education. The
students constitute the majority of the users of Real at
weekends.

- As far as professions are concerned; differences between
the users have been observed. The weekend users, except
for Real, are in all centers are independent employers. A
large proportion of the users in Atakule were teachers and
academicians. The second biggest group, the largest group
being the student group, in Real is public servants. As far
as the users during the week days are concerned, the
majority of the users in Yiiziincii Y1l and Shopping Center
and Begendik are public servants and in Real the students.
The majority of the users in Migros is divided between the
students, public servants, technical employees.
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- Calsilan yerler acisindan kullanicilar arasinda
cesitlenme goriilmiistiir. Real’in  hafta ici kullanict
cogunlugunu Sgrenciler olusturmaktadir. Hafta sonu ise
Real kullanicilar1 dgrencilerin yaninda kamu caligani
agirliklidir.  Diger merkezlerde hafta sonunda &zel
sektorde calisanlar ve serbest g¢alisanlar ¢ogunluktadir.
Hafta i¢i en yiiksek oranda kamu c¢alisan1 Begendik
kullanicilar1 arasindadir. Begendik merkezdedir ve ulagimi
rahat oldugu igin Ozellikle tercih edilmektedir. Ayni
sekilde digrt merkezlerde de kamu caligani kullanicilar
yiiksek oranda ¢ikmustir.

- Serbest zaman degerlendirmeleri agisindan
bakildiginda merkezler arasinda farkli egilimler tesbit
edilmistir. Serbest zamanin1 TV izleyerek geciren hafta ici
kullanicilart Atakule, Real ve Begendik’te c¢ogunlugu
olusturmaktadir. ~ Migros  kullanicilar1  ¢ogunlukla
kahvehaneye gitmeyi, Yiiziincii Y1l Carsisi kullanicilari
ise ¢ogunlukla kitap okumay1 tercih etmektedirler.
Atakule, Migros ve Yiiziincii Y1l Carsisi’nda kullanicilarin
¢ogunlugu hafta sonlar1 TV izlediklerini ifade etmislerdir.
Bu kez kitap okuyan kullanict ¢ogunlugu Real ve
Begendik’tedir.

Hane Halkina Ait Bilgiler:

- Hanede yasayan Kkisi sayis1 acisindan bakildiginda
Atakule ve Migros kullanicilarinin hafta ici 4 kisilik aile
sayist ile farklilastiklari goriilmiistiir. Diger merkezlerde
hafta i¢i ve tiim merkezlerde hafta sonu kullanicilar
¢ogunlukla 3 kisilik ailelerden olugsmaktadir.

- Cocuk sayis1 agisindan bakildiginda Real’de hafta ici ve
hafta sonu kullanicilarinin ¢ocuk sahibi olmadiklari tesbit
edilmistir. Atakule ve Migros hafta i¢i kullanicilarinin
¢ocuk sahibi olmadiklari, hafta sonu kullanicilarinin ise 1
veya 2 g¢ocuga sahip olduklari; Yiiziincii Y1l Carsisi hafta
i¢i kullanicilarimin 2, hafta sonu kullanicilarmin 1
Begendik hafta i¢i kulanicilarinin 1 ve hafta sonu
kullanicilarimin 2 ¢ocuga sahip olduklari ortaya ¢ikmuistir.

- Cocuklarin 6grenim durumlari agisindan bakildiginda
tim merkezlerde hafta i¢i ve hafta sonu kulanicilarinin
cocuklarmin ¢ogunlukla 6grenci olduklart anlagilmstir.

- Hanede cahsan Kkisi sayis1 acgisindan bakildiginda
Migros ve Begendik hafta i¢i ve hafta sonu kullanicilarinin
hanede 1 kisi; Atakule kullanicilarinin hanede 2 kisi;
Yiiziincli Y1l Carsis1 hafta i¢i kullanicilarinin hanede 2,
hafta sonu kullanicilarinin 1; Real hafta i¢i kullanicilariin
hanede 1, hafta sonu kullanicilarinin hanede 2 kisi
calistiklar tesbit edilmistir.

- Ayhk gelirleri acisindan bakildiginda kullanicilar
arasinda farkliliklar goriilmiistiir. Atakule hafta i¢i ve
hafta sonu kullanicilarinin aylik geliri 501-750 milyon TL
arasi iken; Yiziincii Y1l Carsisi’nda hafta ici 501-750
milyon TL, hafta sonu ise 251-500 milyon TL arasinda
degismektedir. Real’de hafta i¢i 751 milyon-1 milyar TL
arasi, hafta sonu 1 milyar TL’den fazla gelire sahip
kullanict sayis1 fazladir. Migros ve Begendik hafta ici
kullanicilarmin geliri 251-500 milyon TL iken, hafta sonu

- As far as the place of employments is concerned;
diversity has been observed. The students constitute the
majority in Real during the week days. There is a large
group of persons working in the public sector at the
weekends in Real. The majority in the other centers at
weekends is constituted by the persons working in private
sector and independent employers. The largest number of
persons working in the public sector during the week days
can be seen in Begendik. is located at the center and will
be preferred because it is easy to get there. In the same
way, a high rate of the persons working in the public
sector has been observed in the other shopping centers.

- As far as using the free time is concerned; deviating
tendencies have been observed in the different centers.
The week day users who pass their free time watching TV
constitute the majority in Atakule, Real and Begendik.
The majority of the users of Yiiziincii Y1l Shopping Center
usually prefer reading. The majority of the users in
Yiiziincli Yil, Atakule and Migros have stated that they
usually watch TV at weekends. The majority of the users
at weekends in Real and Begendik read books.

The Information Related To Persons in The Household

- As far as the number of persons in the household is
concerned; The users in Atakule and Migros are different
with families of four persons. Most of the users in the
other centers during the week days and at weekends
belong to families with three persons.

- As far as the number of children is concerned; it has
been observed that the users in Real during the week days
and at weekends do not have children. The users in
Atakule and Migros during the week days usually have 1
or 2 children, the users in Yiiziincii Y1l Shopping Center
during the week have 2 children and those at the weekends
have one child, the users in Begendik during the week
days have 1 child and at the weekends 2 children.

- As far as the education of the children is concerned; it
has been observed that in all centers both during the week
days and at the weekends the children are students.

- As far as the number of the working family members in
the household is concerned; in Migros and Begendik
during the week days and at weekend there is one working
person in the household, in Atakule there are 2 persons in
the household, of the users during the week days in
Yiiziincii Y1l Shopping Center there are 2 working persons
in the household and 1 person working in the household at
the weekend, of the users in Real at weekends there is 1
working person in the household and 2 persons of the
users at the weekend.

- As far as the monthly income is concerned; the monthly
income of the users in Atakule during the week days and
at weekends is 501-750 millions TL, the monthly income
of the users in Yiiziincii Y1l Shopping Center during the
week days 501-750 millions TL and at the weekends 251-
500 millions TL. The monthly income in Real during the
week days is 751-1 billion and at weekends over 1 billion
TL. While the monthly income of the users in Migros and
Begendik during the week amount to 251-500 millions
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Begendik ayni kalmakta, Migros’da ise kullanicilarin
gelir diizeyleri 501-750 milyon TL’ ye yiikselmektedir.
Gelir dagilimi agisindan bakildiginda aylik geliri en
yiiksek kullanici grubunun Real’de oldugu goriilmektedir.
Diger merkezler arasinda Atakule’nin kullanici grubunun
gelir durumu Real’e yakindir.Yiiziinci Yil Carsisi
kullanicilart bir ara grup olusturmaktadirlar. Migros ve
Begendik kullanicilar ise gelir dagilimi agisindan bir alt
kategoride yer almaktadirlar.

Table 1. Income Distribution of Users of Shopping Centers
Cizelge 1. Aligveris Merkezleri Kullanicilarinin Gelir Dagilimi
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TL, at the weekends the monthly income in Begendik
remains the same but it increases to 501-750 million TL in
Migros. With regard to the income distribution, the user
group with the highest monthly income is in Real. The
monthly income of the users in Atakule is similar to Real.
The users of Yiiziincii Y1l Shopping Center establish an
intermediary group. The users of Migros and Begendik are
located in the lower group with respect to income
distribution.

W Atakule @ Yuzunci Yil Cargis1 O Real O Migros m Begendik

60

50

401

30 1

20 1

0-250 million/milyon 251-500 million/mityon

501-750 million/milyon

751mil.-1 bilion/milyar 2 1 bilior/milyar

Konuta Ait Bilgiler:

- Yasanilan yerlesim alanlari ile merkezler arasindaki
iligki ilging sonuglar ortaya c¢ikarmistir. Hafta icinde ve
hafta sonunda tiim merkezlerin ortak kullanici potansiyeli
Emek-Bahgeli, Etlik-Kegioren ve Batikent yerlesimleri
olarak saptanmigtir. Atakule yakin ¢evresince hafta i¢i ve
hafta sonu en az kullanilmaktadir. Yiiziincii Y1l Carsisi ise
hafta i¢i ve hafta sonu yakin ¢evresince hemen hig
kullanilmamaktadir. Real hafta i¢i yogun bicimde yakin
cevresince tercih edilirken, hafta sonu ¢ogunlukla uzak
yerlesimlerde oturanlar tarafindan tercih edilmektedir.
Migros kullanicilar1 hafta i¢i yerlesim yerleri agisindan
genis bir dagilim gosterirken, hafta sonu belirli sayida
yerlesim yerinden gelen kullanicilar tarafindan tercih
edilmektedir. Begendik ise hafta i¢i ve hafta sonu yakin
cevresi de dahil en genis kullanici potansiyeline sahiptir.
Bu sonuglara gore Ankara’da hafta ici ve hafta sonunda
yerlesim yerlerinde aligveris agirlikli  bir  kullanici
hareketliligi yasanmakta; merkez tercihlerinde yerlesim
yerlerine yakinlik dikkate alinmamaktadir.

- Oturulan konutun niteligi ile ilgili soruya verilen
cevaplardan tiim merkezlerde hafta i¢i ve hafta sonu
kullanicilarinin ~ ¢ogunlugunun  apartman  dairesinde
oturduklari tespit edilmistir.

- Oturulan konutun oda sayis1 farklilasmaktadir.
Atakule ve Real hafta i¢i ve hafta sonu kullanicilar
cogunlukla salont3 odal;; Yiizinci Yil Carsist ve
Begendik hafta i¢i ve hafta sonu kullanicilar1 ¢ogunlukla
salon+2 odali; Migros hafta i¢i kullanicilari ¢ogunlukla

The Information Related To The Residence:

- The relationship between the settlement areas and
centers has yielded interesting g results. The common user
potential of all centers during the week days and at
weekends is located in Emek-Bahgeli, Etlik-Kegioren and
Batikent settlements. The persons living in the vicinity of
Atakule use this shopping center the least. Yiiziincii Yil
Shopping Center is almost not used at all during the week
days and at the weekends by the persons living in the
vicinity. While Real will be preferred intensively during
the weekdays by the persons living in the vicinity, it is
mostly preferred by the persons living in far away
settlements at the weekends. The users of Migros exhibit a
wide distribution with respect to the settlements during the
week days but it will be preferred by persons coming from
certain settlement areas. Begendik has the largest potential
of users including the persons living in the vicinity both
during the week days and at the weekends. According to
these results, a user mobility related mostly to shopping
can be observed in Ankara during the week days and at the
weekends and the distance to the shopping centers will not
be taken into consideration with regard to the choice of the
shopping center.

- It has been observed in the answers to questions
regarding the type of the residence that most of the users
during the week days and at the weekends live in
apartment houses.

- The number of the rooms in the residence exhibits
differences. Most of the users in Real and Atakule during
the week days and at weekends live in residences with
three rooms and 1 saloon, most of the users in Yiiziincii
Y1l Shopping Center and Begendik during the week days
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salon+2 odali, hafta sonu salon+3 odali konutlarda
oturmaktadirlar. Bu sonuglar, gelir dagilim bulgularim
dogrulamaktadir.

- Oturulan konutun miilkiyeti ile ilgili soruya verilen
cevaplardan tiim merkezlerde hafta i¢i ve hafta sonu
kullanicilarinin -~ ¢ogunlukla oturduklart  konuta kira
6demedikleri tesbit edilmigtir.

- Konutun sahiplilik durumu degisken olup Real
hafta sonu kullanicilar1 diginda tiim merkezlerde miilkiyet
cogunlukla sahsa aittir. Real hafta sonu kullanicilarinda ise
bu durumun anne-baba miilkiyeti olarak agirlik kazandig:
anlagilmigtir. Real kullanicilarinin ¢ogunlugunun 6grenci
olmalar1 bu sonuca yol agmistir.

Mekana Ait Bilgiler:

- Merkezlere ulasim konusuna iligkin soruya verilen
cevaplardan ilging bir sonug ¢ikmigtir. Merkezler arasinda
servis olanagi olan 2 merkez Migros ve Real’dir. Ancak
Real’de diisiik oranda kullanici servisi tercih etmektedir.
Segenekler arasinda yer alan “yiiriiyerek” cevabi sadece
Real’de anlamimi bulmustur. Real hafta i¢i ¢ogunlukla
yakin ¢evreden tercih edilmektedir. Merkezlerde hafta igi
kullanicilart agisindan ¢ogunlukla tercih edilen ulasim
bigimi toplu tagim iken, hafta sonu kullanicilar1 agisindan
ozel oto, Begendik diginda tiim merkezlerde tercih edilen
ulasim bi¢imi olmustur. Begendik’te ise, merkezde olmasi
nedeniyle, Ankaray ve metro ile ulasim agirhik
kazanmistir.

- Merkezlere gelis sikhig: ile ilgili degerlendirmede
hafta i¢i ve hafta sonu kullanicilar1 tarafindan Atakule ve
Yiiziinci Y1l Carsisi’nin ayda bir ve pek seyrek
kullanildig1 ortaya g¢ikmistir.Bu sonug¢ her iki merkezde
gida iizerine bir kullanimin olmamasia baglanmaktadir.
Real’de hafta ici; haftada bir ve onbes giinde bir kullanim
yogun iken, hafta sonu; ayda bir kullanim yogunlagmustir.
Real hafta i¢i ¢ogunlukla yakin ¢evreden kullanicilarin
tercih ettikleri bir merkez konumundadir. Migros ve
Begendik ise hafta i¢i ve hafta sonu kullanicilar
tarafindan onbes giinde bir tercih edilen merkezlerdir. Her
iki merkezin de kolay ulasilabilir olmalar1 bu sonuca yol
agmistir.  Merkezlerin  haftalik  kullanim igin tercih
edilmemeleri kullanicilarin  toplu  aligveris  yapma
istemlerinin bir sonucudur.

- Merkezlere gelis durumu ile ilgili soruya verilen
cevaplardan hafta sonu Atakule ve Real kullanicilarinin
neredeyse tamaminin merkeze yalmz gelmedikleri,
Yiiziincii Y1l Carsist , Migros ve Begendik’te ise bu oranin
yar1 yartya distiigii tesbit edilmistir. Hafta i¢i oranlar
degisse de tiim merkezlerde yalniz kullamimin ¢ok tercih
edilmedigi anlagilmaktadir.

- Merkezlere kimlerle gelindigi sorusu hafta i¢i tiim
merkezlerde, hafta sonu Yiiziincii Y1l Carsisi disinda diger
merkezlerde ¢ogunlukla es olarak cevaplanmis, Yiiziincii
Y1l Carsist hafta sonu kullaniminda arkadas tercihi agirlik
kazanmistir. Bu sonu¢ merkezlerde, aligverigin
cogunlukla aileler tarafindan gerceklestirildigini ortaya

and at the weekends live in residences with 2 rooms and a
saloon, the users in Migros during the week days and at
weekends live in residences with 2 rooms and a saloon.
These results corroborate the findings related to the
income distribution.

- It has been observed in the answers to the question
related to the ownership of the residence that most of the
users in all centers during the week days and at the
weekends do not pay rental fee for the residence they live
in.

- The ownership of the residence is variable and in all
centers except the users in Real at the weekends usually
the persons own the residence. It has been observed with
regard to the users in Real at the weekends that the parents
of the users have the ownership of the residences. The fact
that most of the users were students has led to this result.

The Information Related To ThePlace

- An interesting result has been obtained from the
questions regarding the means of transport to the centers.
Two of the centers, Migros and Real, have service
vehicles but only a minority prefers to use the service
vehicle of Real. The choice of “walking” was only
meaningful with regard to Real. Real will be preferred
during the week days by the persons living in the vicinity.
Most of the users in the centers during the week days
prefer the public transportation vehicles but at the
weekends private car replaces the public transportation
and will be preferred by the users in all centers except for
Real. Ankaray and underground were the preferred means
of transportation for Begendik because it is centrally
located.

- It has been observed in the assessment with respect to
the frequency of visits to the centers that Atakule and
Yiiziincti Y1l Shopping Center will be used once a month
and rather seldom. This result is connected with the fact
that in both centers food is not sold. While visits once a
week or every two weeks are intensive for the week days
in Real and once a month for the weekends. Real is a
center that will be preferred by the users in the vicinity
during the week days. Migros and Begendik are centers
that will be visited both during the week days and the
weekends once every two weeks. The location of these
centers has led to this result. The fact that the centers will
usually not be used once a week means that the consumers
make large scale purchases.

- It has been observed from the answers given to the
question related to how the user s come to the centers that
almost none of the users of Atakule and Real at the
weekends were not alone but half of the users of Yiiziincii
Yil, Migros and Begendik were alone. The proportions
change somewhat for the weekends but coming as a single
will not be preferred in any of the centers.

- The question related to the persons accompanying the
users was mostly answered as the spouse in all centers
except in Yiiziinci Y1l Shopping Center during the week
days and the friend was the preferred accompanying
person in Yiiziincii Y1l Shopping Center at the weekends.
This shows that the shopping activity will usually be
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koymaktadir.

- Merkezlere gelis amaci ile ilgili soruya verilen
cevaplardan Yiiziincii Yil Carsisi, Real ve Begendik’in
hafta i¢i ve hafta sonu aligveris ; Migros’un hafta ici
dolagsma, hafta sonu aligveris ; Atakule’nin ise diger
merkezlerden ayri olarak hafta igi ve hafta sonu dolagma
amach kullanildigr anlasilmigtir. Yiiziinci Y1l Carsisi,
Real ve Begendik’de var olan yeme-igme, sergi, sinema-
tiyatro, bulusma v.b kullanimlar ikincil aktiviteler olarak
kalmustir. Begendik ve Yiiziincii Y1l Carsisi’nin bu agidan
kullanicilara sunduklari olanaklar sinirlidir. Ancak Real
kullanicilar1 sunulan tiim olanaklara karsin merkezi
aligveris oncelikli tercih etmektedirler.

- Merkezlerin mekansal etkisi kullanici yorumlarinda
cesitlilik gostermektedir. Ancak, tiim merkezlerde hafta igi
ve hafta sonu kullanicilarinin cevaplart olumlu mekansal
etkiler iceren —rahatlik verici, degisik ve heyecan verici,
keyif verici ve toplayict —yanitlarda yogunlagmustir.

-Merkezlerde yeni iliskiler kurulamamaktadir.Hafta
ici ve hafta sonu kullanicilarinin neredeyse tamaminin
merkezlerde herhangi birisi ile tanmigmadiklar goriilmiistiir.
Merkezlerin kullanicilar tarafindan ¢ogunlukla “aligveris”
icin tercih edildikleri, herhangi bir iletisim ortami olarak
degerlendirilmedikleri anlagilmaktadir.

- Merkezlerin tamisma olanagi saglamas: konusunda
hafta i¢i ve hafta sonu kullanicilari ¢ogunlukla olumsuz
diistinmektedirler. Yiiziincii Y1l Carsisi kullanicilari bu
acidan en tutucu gruptur. Diger merkezlerde ise olumlu
diistinen kullanicilar da énemli bir oranda ¢ikmustir.

- Merkezlerde tamisma iliskisi olmali bi¢iminde
diisiinenler var olan aktivitelere ek bazi aktiviteler —miizik,
eglence, spor, sergi vb.— onermislerdir. Migros hafta igi
ve hafta sonu kullanicilarinin istemleri ise yaslilara
mekan, a¢ik mekan, oturma mekani bigiminde
cesitlenmektedir. Pek cok farkli aktiviteye olanak saglayan
Migros, kamusal kullanim agisindan diger merkezlerden
farklilagmaktadir.

- Merkezlerin olanak sagladiklar: aktiviteler katilim
agisindan tiim merkezlerde smirhidir. Aligveris disinda
merkezlerde yer alan sergi-konferans, sinema- tiyatro,
yeme-igme vb. bir ¢ok aktivite birbirlerinden yalitilmig
mekanlarda gergeklestirilmekte ve bu durum kullanici
katilimini sinirlandirmaktadir.

- Merkezlerde diisiiniilen farkh aktiviteler ile ilgili
soruya verilen cevaplardan tiim merkezlerde hafta i¢i ve
hafta sonu kullanicilarinin aktivitelerin ¢esitlenmesi
konusunda goriis birligi i¢inde olduklar1 anlagilmstir.
Onerilen aktivitelerden oncelikli olam spordur. Ardindan
Yizinci  Yil Carsisi  kullanicilart diginda, tim
merkezlerdeki kullanicilarin ortak istemi olarak yazlik
sinema gelmektedir. Kahvehane, Begendik hafta ici
kullanicilari hari¢ tiim merkezlerde kullanicilarin ortak ve
yogun istemidir. Begendik kullanicilar i¢in merkezde pek
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carried out by the families.

- It has been observed from the answers given to the
question related to the purpose of the visit at the center
that Yiizincii Yil, Real and Begendik are used for
shopping during the week and at weekends, Migros will
be used for looking around during the week and shopping
at the weekend, unlike the others, Atakule will be used for
looking around during the week and at weekends.

- Activities such as eating, exhibitions, movie, theater,
meeting with other people are secondary activities with
regard to Yiiziincii Y1l Real and Begendik. Begendik and
Yiiziincii Y1l Shopping Center do not offer many such
opportunities. However, the visitors at Real still do not
make much use of these opportunities although they are
offered there and prefer in the first place shopping in Real.

- The interpretation of the visitors with regard to the
effect of space in the centers deviates. However, the
answers given by the visitors in all centers both during the
week days and the weekends are fraught with positive
space effects — comforting, different and exciting,
pleasant.

- When the centers are evaluated with respect to human
relationships, it can be observed that almost none of the
visitors both during the week days and at weekends has
met anybody new in the centers. Obviously the centers are
used and preferred by the visitors mainly for “shopping”
are not considered to be a place conducive for
communication.

- Most of the visitors during the week days and at
weekends have a negative opinion with regard to the
centers as providing opportunities for meeting new people.
The visitors of Yiiziincli Y1l Shopping Center constitute in
this respect the most conservative group. A relatively large
group has emerged in the other centers that has a positive
opinion in this respect.

- Those who think that it should be possible to get to
know new people in the centers have suggested additional
activities such as music, entertainment, sports, exhibition,
etc. The desire of the visitors during the week days and at
weekends in Migros was diversification such as places for
elderly people, open spaces, sitting places. Migros that has
a lot of activities has differentiated itself from the others
with respect to public utilization.

- The participation in the activities offered by the
centers is of a limited nature in all centers. The activities
other than eating such as exhibition, conference, movie,
theater, gastronomy locations are all insulated from each
other, which is a limiting factor regarding the participation
of the visitors in these activities.

- It has been observed from the answers given to the
question regarding the opinion of the visitors on the
different activities in the centers that there is a consensus
among the visitors both during the week days and at the
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cok kahvehane olmasi bu istemi sinirlamistir. Diger
Oneriler azalan oranda TV izleme ve kitap okuma,
ardindan sergi bigiminde cesitlenmektedir. Ortaya ¢ikan
bu sonuglar, merkezlerin kamusal kullanim olanaklari
acisindan gozoniine alinmasi gereken 6nemli verilerdir.

Table 2. The activity desires
Cizelge 2. Aktivite istemleri

weekends related to the diversification of the activities.
The activity suggested most is sports. This is followed by
summer movie house in all centers except Yiizlincii Yil
Shopping Center. The establishment of cafes is the
common and intensive desire of all visitors in all centers
except in Begendik. The presence of a large number of
cafes in the vicinity of Begendik has limited this desire.
Among the other suggestions in diminishing numbers are
watching TV, reading books and exhibitions. These results
are important data, which should be taken into
consideration with respect to the public utilization of
centers.

x

457

40 1

B Atakule B Yiiziincii Yil Carsist O Real O Migros 8 Begendik

Cinema/Yazlik Sport/Spor Reading/ Kitap

sinema okuma

TV watching/Tv

izleme

Cafe/Kahvehane Exhibition/Sergi Other/Diger

- Benzer merkezlere gitme durumu ile ilgili soruya
verilen cevaplardan hafta i¢i ve hafta sonu kullanicilariin
neredeyse tamaminin benzer merkezlere gittikleri
anlasilmigtir. Merkezler bu anlamda  “belirli”bir kullanici
profiline sahip degillerdir.

- Merkezler arasinda en yogun kullamlan merkez
Begendik’dir. Begendik ulasim olanaklari nedeniyle
oncelikli tercihtir. Ardindan , Migros, Real, Atakule ve
Yiiziincii Y1l Carsist gelmektedir.

5.SONUC

Aligveris merkezleri kentsel-kamusal mekan 6zellikleri
ile giiniimiizde kentte yasayan farkli gruplarin en 6nemli
iletisim  ortamlaridir. Ankara Orneginde, 5 aligveris
merkezi Ozelinde gergeklestirilen arastirma sonuglari bu
yaklasgim agisindan ilging bulgular ortaya koymaktadir.
Farkli kullanim olanaklarma sahip olmalarina karsin
merkezlerde  oOncelikli  aktivite aligveristir.  Belirli
araliklarla- merkezlerin ziyaret edilme zaman aralifi en
erken on bes giindiir- ve cogunlukla ailece yapilan
aligveris “amacl’” bir eylem bi¢imidir. Hafta sonlarinda,
6zel otolart ve genellikle aileleri ile gelen kullanicilar
toplu aligverisi tercih etmektedirler. Aligveris kisa bir
sirede  gerceklestirilmekte ve  ardindan  merkez
terkedilmektedir. Kullanicilarin ¢ogunlugu merkezlerde
gerceklestirilen  diger  aktivitelere  katilmamaktadir.
Merkezlerin aligveris agirlikli  olarak kurgulanmalari

- It has been observed from the answers given to the
question related to going to the centers that almost all
visitors during the week days and at weekends go to
similar centers. The centers do not have in this meaning a
“certain” user profile.

- Obviously, Begendik is the shopping center that will
be used most compared to the centers. Begendik will be
preferred as a result of the means of transport followed by
Migros, Real, Atakule and Yiiziincii Y1l Shopping Center.

5. CONCLUSION

The shopping centers with their public urban place
properties must be considered as the most important
communication environment of our time for the different
groups. In the example of Ankara, the results of the
research conducted on the basis of 5 shopping centers
have led to interesting findings with respect to this
approach. Although they offer different opportunities, the
important activity in the centers is shopping. This is a type
of activity with the aim of shopping carried out usually by
the family in certain intervals — the visiting interval of the
centers is 15 days or more. The visitors who come with
their own cars and generally together with families at the
weekends prefer shopping regarding their needs for a few
weeks. The shopping will be accomplished in short period
of time and the family leaves the center. Most of the users
do not take part in the activities. The activities are isolated
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nedeniyle aktiviteler birbirlerinden kopuktur ve aligveris
eylemi ile biitlinlesememektedir.
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and cannot be integrated with the shopping as a result of
the fact that the centers are considered as just shopping
places.

Table 3. The comparison of the purpose of the visit at the shopping centre and activities carried out
Cizelge 3. Aligveris Merkezleri Gelis Amaci Olanak Sagladig aktiviteler karsilastirmasi
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Merkezler kentlilerin bir arada olabilecekleri mekansal
donatilar agisindan da yetersizdir. Bu yetersizlik
kullanicilar tarafindan dile getirilmekte, ancak bu donatilar
araciligiyla gerceklesecek yeni iligkiler konusunda
cekimser bir tavir sergilenmektedir.Oysa merkezlerde
olmasi istenen yeni aktivitelerin yeni iligkilere yol
agmalar1 kagiilmazdir.

The centers are insufficient with respect to the place
equipment where the city dwellers can be together. This
insufficiency will be stated by the users but they exhibit a
hesitant attitude toward the new relationships to be
realized by this equipment whereas the new activities
desired to be carried out in the centers would inevitably
lead to new relationships.

Table 4. The comparison between the relationship of getting to know and the oppotunity to get to know

Cizelge 4. Tanigma iligkisi tanisma olanagi karsilagtirmasi
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Kullanim yogunlugu ve c¢esitlililigine iliskin sonuglara
gore merkezler sadece yakin ¢evre kullanicilar tarafindan
degil, kentin farkli yerlesimlerinden gelen kullanicilar
tarafindan da tercih edilmektedirler (Sekil-1). Kentte
yasamsal ve mekansal — ayrismayi giderebilecek
arayislarda aligveris merkezlerinin 6nemi bu sekilde ortaya
cikmaktadir. Farkli gruplar agisindan tiketim ortak
egilimdir ve egilimin kargilandigt mekanlar aslinda her
gruptan  insan  i¢in  Oncelikle bir iletisim

According to the results related to the insensitivity and
diversity of the utilization, the centers are not only
preferred by the users living in the vicinity but also by the
users coming from different settlements of the city (Figure
1). The importance of the centers for the elimination of the
differentiation of life and place in the city can be seen
from these results. The consumption is the common
tendency with regard to the different groups and the places
that satisfy these inclinations establish in the first place a
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ortamidir.Aligveris merkezlerinin tiim kentliler agisindan
kullanilabilir olmasi aragtirmada ortaya konulan savi
dogrulayan 6nemli bir sonugtur.

Kenti; ayrismanin degil, birarada olusun zenginligi
olarak ele alabilmek igin aligveris merkezlerinin kentte
birbirleri ile iletisim kurma olanagi bulamayan farkli
yerlesimlerdeki ~ niifusu bir araya getiren kamusal
kullanim niteliklerinin yeniden degerlendirilmesi zorunlu
ve gereklidir. Bu degerlendirme agisindan yukarida yer
alan bulgular olduk¢a 6nemli ve yol gosterici niteliktedir.
Bu tiir merkezlerin her biri birer paylagim mekani olarak
kurgulandiginda, “kent”, farkliliklariyla
zenginlesebilecektir.

4
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communication environment for the people from the
different groups. The fact that the shopping centers can be
used by all city dwellers is a significant result confirming
the argument put forward in the research.

In order to be able to consider the city as a place
exhibiting the wealth of integration instead of the
differentiation it is necessary and obligatory to reassess
the public utilization characteristics that bring together the
people in different settlements who do not have the
opportunity to communicate with each other. The findings
above are important and guiding with respect to this
assessment. When each of these centers is designed as a
place of sharing, the city will be richer with its diversity.
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