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The analysis of several different city marketplaces put fogether with the observed changes in
consumer trends forces us to reflect on the possibility (but also the necessity) of redefining the
functions a marketplace can fulfill in the city. Mono-profile city marketplaces can no longer
attract clients. There is an increase in the role (and customer interest) of marketplaces that
offer a wider range of services as well as different functions depending on the day of the
week. The arficle is part of the studies conducted at the University of Technology in Katowice
regarding the historical and cultural legacy, the potential, and the socio-spatial changes
presently occurring in the city, thus anficipating “the city of tomorrow”.

he need to meet and exchange goods
has always accompanied humanity.
Throughout centuries it manifested itself
as the crossroads of trade routes. It then
evolved in the direction of town squares. Mar-
ketplaces (as town squares, and later also as
other areas designated for commerce) played
a significant role in the spatial development of
cities and civilizational development as
a whole [1]'. In post-Communist countries
since the end of the XX century due to an in-
crease in the scale of trade connected with
the availability of goods and also an increase
in purchasing power the traditional com-
merce function of town squares was often
moved to more remote locations, which be-
came specialized areas (marketplaces, fairs).
This occurred under the pressure (which was
in itself positive) of raising the quality of cen-
tral areas in cities [2]. Furthermore, it was
caused by the increase in the size of such fa-
cilities and the need to provide the appropri-
ate infrastructure (e.g. parking, deliveries).
When such a niche developed in the cent-
ers and downtowns of Polish cities it was
quickly filled by shopping malls offering the
opportunity to "meet", and "exchange" in more
prestigious and exclusive conditions. This ful-
filled (perhaps the vain but justifiable) needs
of society after decades of limited access to
premium brands. It also lessened the partici-
pation of marketplaces in commerce, while at
the same time the society became wealthier2.
A part of the share of the marketplace was
taken over by e-commerce often leading to
questioning the need for their presence at all.

City marketplaces today

As a result, the role of many marketplaces
diminished, although it has stabilized in some
cases, based on a good ,everyday" location
in the surrounding city context, accessibility,
as well as price competitiveness. The surviv-
al of such marketplaces is a result of the devel-
oped brand, interpersonal relations, and social
ties. Frequently they support social activity.
This, in turn, helps them develop a recogniza-
ble brand, the atmosphere of the place [3, 4].
In such a context inner-city marketplaces both
large and small have maintained their eco-
nomic and social status [5]. These are places
of local significance, although sometimes be-
cause of their well-known brand, they gain na-
tional and even international renown. They are
accessible “along the way” and offer distinc-
tive goods and services “here and now”. That
is why their offer is so unique and so difficult to
replicate in shopping centers. These market-
places target certain people as suppliers, ven-
dors, as well as clients. Sometimes the suppli-
ers (farmers/importers) are also the vendors.

The role of the marketplace in

the city as a scientific problem

The scientific problem in question is the
role of marketplaces inside the city structure
as places that build and support local social
relations. This is important both for the elder-
ly as well as for the younger generations, al-
so people who follow hipster trends. On one
hand, marketplaces play a significant role in
the functional and spatial structure of the city
and shape local centers. On the other hand

due to not adapting to demand trends and
social expectations marketplaces are becom-
ing less and less attractive which directly af-
fects their standard and available offer. As
a result, the quality of these places is often
substandard, which further influences the
quality of city space in their close proximity
and frequently the whole district.

The coronavirus pandemic has hurt so-
cial behavior and consumer activity. The role
of the marketplace takes on a particular sig-
nificance within the context of the more than
a year-long collapse of the social function-
ing of central areas in cities and their dis-
tricts, public spaces, as well as main pedes-
trian routes. In this context marketplaces as
a mostly open spaces appear as a kind of al-
ternative to commercial buildings. Even if it
is rather psychological factor than Covid-19
transmission factor [6].

The study aims to determine the possible
role of the marketplace in the ,city of tomor-
row", often its change, the improvement of the
present role.

The following thesis was put forth: in the
context of social and technological changes®
as well as consumer attitudes in the first two
decades of the XXI century, marketplaces

1 A symbolic proof of the influence on the life of society but also
the world, in general, is the marketplace in Wu-Han (China) the
source of the SARS CoV-2 virus, assuming that the role of this
marketplace in the coronavirus pandemic is as big as is com-
monly believed in the Western world.

2The advertising industry has played and still continues to play
a significant role in the creation of needs and demands.

3e.g. the dynamic development of online services (including
purchases)
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Fig. 1. Comparison of the studied marketplaces with other selected examples. Source: Own study
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Fig. 3. Jemaa el-Fnaa in Marrakesh at night. Source: Photo P. Butawa, 2017

take on a particular significance in shaping
local communities, local centers, or simply
the public/semi-public city space [7, 8]. At the
same time, their present functioning based
on a relatively cheaper form of commerce
(in rather modest architectural conditions) is
threatened since the demand for such ser-
vices is decreasing. Therefore, we must pose
the question regarding the possible trends of
development and transformation of market-
places. Both in the context in the changes on
the market as well as the post-Covid-19 re-
ality of functioning in common, public space
(social need for meeting and interaction inter-
twined with the fear of close contact with oth-
er people in a crowded place).

Methods

The research is in the form of a case
study [9]. The subject of the study is 6 se-
lected marketplaces that differ from one an-
other in location (Table 1.), size (Fig. 1.), the

extent of their impact, available goods (Ta-
ble 1). The analyzed marketplaces also dif-
fer in quality. The different factors affecting
it were described for each location in the fol-
lowing order:
-strengths,  brand,
atmosphere,
— architectural and technological quality,
- social and cultural significance,
- characterization of vendors and buyers,
- cycle of activity, model of impact on the
city.

recognizability,

Materials

Diverse marketplaces were selected as the
subjects of the study, ones that have global,
continental, domestic, regional, or local im-
pact and similar recognizability. Limits: The
marketplaces in question were not analyzed
in the economic dimension. Furthermore, the
study was limited to marketplaces that are
connected with the inner-city structure (Ta-

ble 1). Those that were separated from the ur-
ban tissue were not analyzed. In addition, ar-
eas with only a few stalls, as well as periodical
and holiday markets were not analyzed.

Results

The study results concerning the quality pa-
rameters of the marketplaces were present-
ed within the context of their potential role in
the "city of tomorrow". Each of the marketplac-
es fulfills a slightly different social, cultural, and
brand-creating role in their respective cities,
which shows the wide range of potential roles,
which a marketplace can play within a city, de-
pending on the size of said city (district) (Table
1), its community, wealth, and culture.

Jemaa el-Fnaa Marrakesh

The marketplace is a part of the UNE-
SCO Intangible Cultural Heritage Lists [10].
Its strength is neither architectural nor tech-
nological quality of the facilities, but the prev-
alent atmosphere. Thanks to this the market-
place is recognized around the world. It is
a tourist attraction and a place for meeting
and interactions of multiple cultures. It boasts
a multi-ethnic character. The vendors are
generally local inhabitants while the buyers
are tourists from all over the world. During the
day the place is rather inactive (Fig. 2.), com-
ing alive in the evenings (Fig. 3.). The mar-
ketplace and its protection as intangible her-
itage is an example of building place brand
(and city) not only thanks to material value but
above all due to the activity of the users. It is
an especially valuable example in the context,
that marketplaces are generally spaces of rel-
atively low material quality.

Naschmarkt, Vienna

It is the biggest city marketplace in Vien-
na, boasting long traditions. The strength of
the place is both architectural and technologi-
cal quality of its facilities, as well as its renown
among the inhabitants of Vienna, as a place
not only for shopping but currently most of all
a meeting place. Thanks to this, it is a place
which is appropriate for lunch, for social as
well as business meetings. The predominant-
ly commerce function (Fig. 4.) has given way
to gastronomy (Fig. 5.). Exclusive groceries
can be purchased in the stalls. The place is
active during working days, on Sundays, its
activity is limited to restaurants. The structure
is an example of brand building as a result of
maintaining tradition and offering high-quality
products. At the same time, the marketplace
shows the connection between the quality of
space (Fig. 1., Fig. 6.) and the attractiveness
of the marketplace.

Targowisko Bakalarska Warsaw

The roots of the marketplace stretch back
to the cultural landmark that was the "Sta-
dion 10-cio Lecia" (10th-Anniversary Stadi-



Table 1. Basic geographical information concerning the research subject

Name City/ population Location in relationto | Location in relation to Commercial ’
of Marketplace Country (circa) the city center the district center assortment Range of influence
Name Name / n. of inhabit. Description Description Description Contractual level
Jemaa el-Fnaa Morocco Marrakesh /911 000 In the city center In the center of the Food, local artists, Global
district mix
On the formal border
. . of the downtown
Nashmarkt Austria Vienna /1911 000 Adjélife/nctntoégﬁtg]rner district; it has a E\?v(l)(?e ?:;t?)nmi Continental, domestic
yrety downtown / central ge),
nature
. In the center of the ;
Targowisko Bakalarska Poland Warsaw / 1794 000 Ina d|§tar]t urban district; it has no Fasmpn, foold, Domestic, regional
district central nature cosmetic services
. . . On the edge of the . .
City marketplace / Outside/adjacent to P Fashion, handicraft, ’
Jarmark Poland Nowy Targ / 33 000 the city urbagef:lttr):lcr,];%urlzs no food, livestock, mix Regional
. Between the center
City marketplace Poland Cieszyn /33 000 Ina dé?;?rr}lcrrban an?tsh“aguggageﬁ'ﬁgl'ct Fashion, food Regional, local
nature
) ; On the edge of the
City marketplace Poland Swidnik / 39 000 Ina dé?;?ﬁtcfrban city center; it has no Fashion, food Local
central nature

um), from which after its demolition, part of
the marketplace was transferred to the ar-
ea around Bakalarska St. (Wtochy District).
The strength of the place is price competi-
tiveness. At the same time, the marketplace
is being modernized transforming itself into
a high-quality space [11]. The goods availa-
ble for sale are of a mixed variety with cloth-
ing being the dominant product. The market-
place boasts a multi-cultural, intercontinen-
tal character, it is a place where many cul-
tures and nationalities meet and interact. As
opposed to the Jemaa-el-Fnaa presented
above it is the vendors who are members of
foreign societies and cultures, while the buy- < ‘
ers are mostly residents of nearby Warsaw  Fig. 4. Naschmarkt in Vienna — street view. Source: Google Earth Pro, Accessed on 05 May
districts. Some of the stalls are open 7 days 2021

a week, while the work of the marketplace is
for some of the vendors a part of their life-
style. Despite technological deficiencies (pri-
or to modernization) (Fig. 7.), the marketplace
developed a brand that allowed it to be seen
as a place that is not only beneficial because
of low prices, but also one which has cultur-
al significance. An interesting part of the mar-
ketplace is "Nail Street' | its part which spe-
cializes in very popular cosmetic services,
but one that is also a setting for popular mu-
sic videos®. This shows the potential of such
places in the construction of place brand and
shaping central areas.

4 https://www.architekci.pl/pl/aktualnosci/architektura-cienia-
-wyklad-aleksandry-wasilkowskiej-w-toruniu [accessed on 9
May 2021]. g
5 eg. https://www.youtube.com/watch?v=ehXRvig09CY [ac- B

cessed on 19 May 2021]. Fig. 5. Naschmarkt in Vienna during the day (Sunday). Source: Photo M. Boszko, 2021
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Fig. 6. Naschmarkt in Vienna — aerial view. Source: Google Earth Pro, Accessed on 05 May 2021
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Town marketplace Nowy Targ

The city fair in Nowy Targ, also known as
Nowa Targowica reflects the longstanding
commerce traditions of the town as well as
quite literally its name (Nowy Targ - New Mar-
ketplace). It has only been functioning since
2016 after being moved from its previous lo-
cation. The marketplace boasts new com-
merce facilities which architecturally refer-
ence the culture of the Tatra Mountains re-
gion, emphasizing its identity®. It is an exam-
ple of a trend described in the introduction —

¥ 7 A A o
Fig. 7. Bakalarska Market — aerial view. Source: Google Earth

Fig. 8. Market Square Fair, non-trading day. Source: Photo B. Butawa, 2021
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placing marketplaces outside the city cent-
er, with good transport infrastructure. How-
ever, the marketplace is so large and signif-
icant on the scale of Nowy Targ (spatially,
economically, and socially), that this is a jus-
tifiable solution, especially due to its supralo-
cal impact. Many of the suppliers and buy-
ers come from afar by car, a number of cli-
ents come from neighboring Slovakia. Due to
the size of the marketplace, it boasts a wide
range of services (outside of strictly being
a commercial center) and is open several

times a week. Outside of market days, it has
a spatial and functional potential that can be
used for different functions (Fig. 8.). Targowi-
cais an example of commercial space, which
is strategic for the town, continuing its brand
and building its contemporary image.

Town marketplace in Cieszyn

The marketplace in Cieszyn is a place
that is undergoing transformation. The times
of its greatness with a mass influx of buyers
from the Czech Republic and Slovakia have
passed along with the previous decade. Cli-
ents are no longer interested in Czech wick-
er baskets, folding accordion doors, and ar-
tificial Christmas trees bought regardless of
the season of the year. The industrial and
clothing zone is facing possible moderniza-
tion due to its low technological standard and
the ever-decreasing scale of trade (Fig. 9.). At
the same time, the role of and the demand for
the food zone is increasing and it was already
modernized last year (Fig. 10.). The vendors
are Poles, generally local merchants. The
buyers are residents of Cieszyn and nearby
towns, as well as clients from the Czech Re-
public and Slovakia. The trans-border and in-
ternational character of the marketplace has
remained but it is now limited to the afore-
mentioned clients from neighboring coun-
tries. The marketplace is open 2 days a week
on other days the space remains unused. It is
located adjacent to the city center (outside it),
which makes its stimulation difficult. The cur-
rent functional and spatial model of the mar-
ketplace shows that there is a need to devel-
op its functions, which is also an opportuni-
ty for Cieszyn to establish new, model areas
of activity and incorporating the marketplace
into city space (the quality of space and the
forms of user activity).

Town marketplace in Swidnik

The town marketplace in Swidnik is local
both in its character and range. It is charac-
terized by moderate architectural and tech-
nological quality (Fig. 11.), apart from a fair-
ly new market hall. The vendors are predom-
inantly local merchants, while the buyers are
residents of Swidnik and its surroundings.
The marketplace is open 2 days a week. On
other days it becomes substandard space.
Similar to Cieszyn, it is currently changing.
The essence of this change is the alteration
of the spatial context. Until the works on the
revitalization of the area behind the railroad
tracks [12] the marketplace was located on
the periphery — on the edge of the inner city,
immediately in front of the railroad and the
expressway (Fig. 12.). Within the context of
the revitalization of the area located behind
the railroad tracks, this space turned into a

6 http://www.targowica.eu/galeria [accessed on 19 May 2021].



link between the city center and the planned
recreational zone (behind the tracks). This
presents an opportunity to raise the stand-
ard of this space, connected with the scope
and time of its use. It can also be a catalyst
for widening the range of functions (adding
gastronomy and recreational zones), using
the space of the marketplace on non-trading
days - due to a larger number of users.

Disscusion and conclusion

On one hand, marketplaces are econom-
ically at risk because of the change in buyer
preferences as well as price competitiveness
from chain stores, but on the other hand, they
boast a unique offer and it is used to con-
vince subsequent young generations to fre-
quent them.

The center of a district or city of tomor-
row which is further and further bereft of
physical (non-virtual) functions will be divid-
ed between either large commercial facili-
ties (shopping centers) and symbolic and
gastronomic centers (often old towns) [13].
A strategically located marketplace provides
the opportunity for social integration and the
strengthening of social bonds. This can on-
ly take place under the condition that market-
places offer a unique character and will ful-
fill the demands of “their communities”, offer-
ing places to meet, interact, organize events,
and provide alternative forms of activity and
spending time. In being places of intercultur-
al interaction they become a magnet for sub-
sequent clients. That is why it is key to create
and implement a development strategy for
marketplaces.

The analysis of 6 very different marketplac-
es has given rise to the following general con-
clusions to be detailed after examining a larg-
er number of marketplaces:

1.The inner city marketplace provides
a broader offer of a city as a multi-func-
tional space (Jemaa el-Fnaa, Nasch-
markt, Targowisko Bakalarska). Market-
places are complementary rather than a
competitive element shaping “the city of
tomorrow” in relation to shopping centers
and malls. These functions do not com-
pete with each other for clients as their of-
fer varies (or their target clientele is differ-
ent). However, potentially they do com-
pete for physical space (location) with-
in the framework of the spatial policy of
acity.

2. City marketplaces with a longstand-
ing tradition (Jemaa el-Fnaa, Nasch-
markt, marketplace Nowy Targ) have
the potential to maintain/strengthen their
brand and shape the central character/
local center [13] based on the following
advantages:

—immaterial: "atmosphere of the place',
events, a wide range of services and ac-
tivities, social relations, interactions be-

e 4 s

’ N

tween vendors and buyers,

—location: physical surroundings by local
communities: city districts, settlements,
—transport:  accessibility, transport

infrastructure,
—material: technological and architectur-
al quality.

f/féE'{r s "*hw
Fig. 10. Market Square, Cieszyn: food zone, trading day. Source: Photo B. Butawa, 2021

Fig. 11. Marketplace, Swidnik: trading day. Source: Photo B. Butawa, 2017

3. The direction of development for threat-
ened marketplaces is widening the scale
of their functions, strengthening their
identity, and developing their brand. In
order to compete against large shop-
ping centers, they must offer different
forms of activities as well as a unique
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Fig. 12. Marketplace, Swidnik: aerial view in the context of the city and areas behind the tracks.

Source: Google Earth Pro, Accessed on 2 May 2021

'atmosphere" alternative to the afore-
mentioned malls (Targowisko Bakalar-
ska, marketplace Cieszyn). They may
for example organize breakfast fairs
during days/times which presently re-
main unused [14]. These will not always
be spaces of exceptional technologi-
cal quality. However, one must be care-
ful in tying the development of the mar-
ketplace solely with material aspects
(modernization, increase of standard).
In many cases, the brand and renown
are an effect of the behaviors and ac-
tivities of both the vendors and the buy-
ers (meaning marketplace management
as well), and not particular investments
or construction. Moreover, the simple
development of architectural and ma-
terial quality of marketplaces is insuffi-
cient, and at the same time, it constitutes
a barrier that is difficult to overcome in
the economic dimension. More impor-
tant is the role of development strate-
gy in marketplace management. In case
of municipal marketplaces it should be
a part of city development strategy.

4. Marketplaces based on local / regional de-
mand are dependent upon it, which at the
same time contributes to their success
(marketplace Cieszyn and Nowy Targ).
However, if the conditions change they are
no longer able to compete for the client (lo-
cal)’. The greater their range of impact the
more stable their economic position.

5. The problem of the marketplaces with
lesser renown, which base their activi-
ty on small-scale trade is limited activ-
ity, characterized by high amplitudes.
In the case of marketplaces open eve-
ry few days there remains the issue of
how to utilize this space on non-trading
days (marketplace Cieszyn and Swidnik
or even Nowy Targ). In the case of mar-
ketplaces open daily, the problem is the
emptiness prevalent here, after the hec-

tic morning hours®. In the city center/in-
ner city the area of the marketplace is
valuable, but one that during the lack of
activity (days, time of day) is not used
taking on a character of an empty, sub-
standard place, which can potential-
ly be used.

. Marketplaces have a great culture-cre-
ating potential, under the condition
that they develop their activities ex-
panding them to include not only com-
merce based on stall selling. In building
brand and making the multi-function-
al marketplace attractive for clients, its
internationality and multi-ethnicity play
a significant social role (Jemaa el-Fnaa,
Naschmarkt, Targowisko Bakalarska,
marketplace Nowy Targ and Cieszyn).
City residents expect a varied offer from
marketplaces. In the downtown/central
area — meaning in the area that has nu-
merous commercial facilities, market-
places are of interest to users but not on-
ly for shopping but also simply to meet
and take advantage of the available gas-
tronomic offer. These are the points of-
ten made during social consultations re-
garding the development of squares and
marketplaces in many cities [15]. Here
we see the trait which is the very nature
of marketplaces: their non-chain charac-
ter (as opposed to chain stores) builds
their local advantage and uniqueness,
which cannot be duplicated. Thus, the
mood and atmosphere of a given mar-
ketplace cannot be carried over else-
where, which may be the difference be-
tween success and failure.

The studies can be continued using the “re-
search by design” method with the inclusion
of an design expert team or study group. The
subject of a research and design experiment
would be the simulation of possible evolutions
or revolutions of actual marketplaces and spe-
cific areas where they should be located.
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Abstract: The role of the marketplace in
a city changes from decade to decade. They
lose their significance or followings clients’
demands they expand their range of servic-
es, creating a unique character and brand.
These are places of culture-creating potential,
not only of fulfilling basic shopping needs. Six
marketplaces of distinct character and impact
on the community have been analyzed in or-
der to present their development potential as
well as occurring problems. The challenge
for many marketplaces, especially smaller
ones and those in small towns is the effective
development strategy, taking into account
current social expectations and consumer
trends. When left without a clear vision of the
future they often succumb to the competition.
On the other hand, when properly developed
and transformed they influence the identity of
a district or city increasing its multi-functional-
ity. Marketplaces may play a significant role in
social integration processes and revitalization
of the urban environment in the post-Covid-19
city of tomorrow.

Keywords: marketplace, city of tomorrow,
city center

Streszczenie: ROLA TARGOWISKA W POST-
COVIDOWYM MIESCIE PRZYSZtOSCI.
Rola targowisk w miescie zmienia sie z deka-
dy na dekade. Tracg na znaczeniu albo po-
dgzajgc za potrzebami klientow, rozszerza-
ja asortyment i wachlarz ustug, kreujgc uni-
kalny charakter, marke miejsca. Sg to obszary
0 potencjale kulturotworczym, nie tylko miej-
sca zaspokajania podstawowych potrzeb
zakupowych. Przeanalizowano 6 targo-
wisk 0 wyraznie zroznicowanym charakterze
oraz skali oddzialywania w celu przedsta-
wienia zarowno mozliwosci rozwojowych, jak
i wystepujgcych problemow. Wyzwaniem dla
wielu targowisk, szczegdlnie mniejszych oraz
w matych miastach, jest skuteczna strategia
rozwoju uwzgledniajgca aktualne oczekiwa-
nia spoteczne i trendy konsumenckie. Pozosta-
wione bez wyraznej wizji na przyszio$¢, cze-
sto nie wytrzymujg konkurencji cenowej. Pra-
widlowo rozwijane i przeksztatcane wptywa-
jg na tozsamos$¢ dzielnicy, miasta, zwieksza-
jac jego wielofunkcyjnos¢. Targowiska moga
odegrac znaczacg role w procesach integra-
cji spolecznej i rewitalizacji w postcovidowym
miescie przysziosci.

Stowa kluczowe: targowisko, miasto przyszfo-
Sci, city center
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