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Introduction.
Our retail centres have faced 
the challenges of the 2008 
recession and the ongoing 
impact of online shopping. 
This has led to a clearly 
demonstrable reduction in 
retail space requirements. In 
recent years we have seen the 
resulting loose space taken up 
with cinema and restaurant-led 
leisure and we believe the next 
wave of retail repurposing will 
increasingly include food-led 
market halls.

Much has been published about the 
model - on the trends, the offers, and the 
economics however we, as architects, 
are specifically interested in the design 
of a physical environment that nurtures 
vibrancy, experience and success. This 
document summarises our research into 
the food hall phenomenon driven by live 
projects.

1. Timeout Market, Lisbon © Pedro Ribeiro Simoes  
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In traditional 80’s and 90’s malls, 
the food offer was considered 
a poor cousin to retail - lower 
revenue and a necessary evil. 
As a result, food “courts” 
were placed on the edge of the 
centres and often hidden on 
upper levels away from the main 
thoroughfare. This has clearly 
changed as we re-invent our 
retail environments to focus on 
providing an experience beyond 
retail.

The Market Context.

Today F&B (food and beverage) is 
often clustered around the glowing 
portals leading to multiplex cinemas 
that continue to make their way out of 
peripheral edge of town locations and 
into our centres. Yes, certain sections 
of the market are struggling but F&B is 
definitely front and centre in the retail/
food/entertainment mix that will keep 
centres relevant.

Now we have this new wave of “close-
grain” food led markets that, when 
conceived and delivered successfully, 
draw on contemporary Scandinavian 
market halls while understanding the 
“edgy” vibrancy of markets in Shoreditch 
and Hoxton. What we have found is that 
there is a wide spectrum in the food hall 
type; from temporary stall street food 
to a more sophisticated chef-led offer 
similar to Time Out. 

But the sophisticated model is still fairly 
rare in the UK and, typically, we see a 
mix of street food and artisanal goods 
of varying ethnicity that, for many 
operators, is the next step up from a food 
truck. There is often an accompanying 
complementary non-food craft based 
and specialist retail element that adds 
to the mix. The model is beloved by 
local authority regeneration officers, 
as a well-run food hall is an incubator 
for fledgling businesses. It creates an 
affordable opportunity for vendors who 
will gain access to a wider market, and, 
on occasion, their success takes them to 
the next level requiring a greater lease-
holding. It’s a win-win scenario.
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...the texture of these 
food halls are the 

perfect antidote to 
the homogeneous, 

often sterile 
environments of last 

century’s malls.

A Retrofit

This new model brings the opportunity 
to amplify the cultural experience of our 
centres, becoming the theatre for events, 
promotions, cook schools, product 
launches and performances. Successfully 
executed, food halls become the 
destination and will drive footfall, attract 
new groups and stimulate a greater night 
time economy. 

With their visual richness 
and variety, the texture of 
these food halls is the perfect 
antidote to the homogeneous, 
often sterile environments 
of last century’s malls.  

Sounds like a no-brainer? It is, but you 
need to ensure the right conditions not 
least of all a new approach to leasing 
often on a month to month basis. This 
flexibility not only stimulates vendors to 
take the leap but allows the landlord (or 
managing operator) to curate the mix and 
offer to maintain interest (being mindful 
however that businesses take time to bed 
in and position themselves). Beyond that, 
the environment must be considered; 
placing a few units into a uniformly lit, 
sterile mall with a cathedral height ceiling 
won’t fool anyone - you need to bring the 
scale down and create a level of intimacy.
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1. Malmo Saluhall, Malmo © Maria Eklind   2. Mercado San Juan, Palma de Mallorca © Threesixty Architecture  
3. Tivoli Food Hall, Copenhagen © Threesixty Architecture   4. Mathallen, Oslo © Brent Rostad
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A Sense of Place

If introducing to an existing asset e.g. a 
shopping centre, a unique and distinct 
architectural identity may not be so 
readily achievable but it is worth striving 
for. It may be a struggle to attempt a food 
hall in an available unit on a straight run 
of mall but it would more readily succeed 
adjacent to a “public” space within 
the centre and don’t underestimate 
the value of daylight and visibility out 
(and in). Beyond that, our feelings are, 
where possible, a food hall should be 
at street level. This possibly relates 
to the evolution from street food but 
is also simply about visibility, identity 
and accessibility. Obviously the street 
level/facing units are prime and it may 
not always be possible which makes it 
important to focus on the design of the 
route/journey from the street.

Another key design driver 
is enhancing a unique sense 
of place – many successful 
examples celebrate location, 
a view or an inherited 
structure of character. 

Most European food halls are housed 
in repurposed, unique buildings of 
architectural quality and importance 
and many are held in some affection 
by the local communities. Where it 
is of a certain quality, the identity of 
the building itself is a key contributor 
to the brand of the food hall.
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When it comes to the interior, it’s 
tempting to “buy the look” and 
manufacture an edginess that’s straight 
out of Shoreditch where it evolved 
organically and honestly but this is likely 
to grate when delivered en-masse in an 
existing commercial environment. Care 
also needs to be taken not to be seen to 
appropriate a youth culture to target a 
younger demographic – it’s very likely to 
be “seen through” and not only alienate 
the target demographic but make other 
groups uncomfortable. There’s no one 
size fits all solution – The design needs 
to be a unique and authentic response to 
the specific sense of place.

...the identity 
of the building 

itself is a key 
contributor to the 

brand...

1. Mercado San Juan, Palma de Mallorca © Threesixty Architecture
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There’s a pleasing irony that social media 
has made possible the environments 
that respond to the needs of a digital 
society aching for physical interaction, 
authenticity, provenance and craft. If you 
can throw in a carefully staged Instagram 
backdrop – all the better.

A recurring feature that seems successful 
is a balance between permanent and 
temporary operators where, much like 
museum curation, there is a permanent 
exhibition and “loose space” that 
accommodates temporary or travelling 
exhibitions. In the food hall context, 
this can be seasonal or travelling events 
(e.g. the annual mulled wine festival/
competition at Torvehallerne, Christmas 
markets, jewellery fairs, etc.) In both 
instances, the permanent defines the 
values, quality and character and the 
temporary offers a constant refresh 
driving return visits and exposure to new 
customer groups.

Curation

Once you have the right setting, 
it doesn’t stop there. You 
have to curate the space, the 
music, the lighting- it needs 
to change with the time of day 
and the day of the week - a 
place for a business breakfast, 
a family dinner and then a 
club night with DJ. As you will 
expect, social media is key 
and perhaps the popularity 
of food halls could only have 
happened in a time of rating 
sites such as Trip Advisor, Yelp 
and, of course, Timeout. 
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1.  Pop-up craft market © Yeshen  2. Vintage Market, No Copyright  3. The National Whisky Festival 
© Threesixty Architecture  4. Christmas Market, No Copyright  5. Wedding Fair, No Copyright

“loose space” that 
accommodates... 

seasonal or travelling 
events.
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Analysis of precedent
projects.
We have undertaken an analysis of selected food hall developments 
predominantly in Europe to investigate layout, density, proportion of retail 
to food and beverage units and different approaches to providing common 
seating areas.

1.    Bikini Berlin - Berlin 
2.    Timeout - Lisbon 
3.    Manlleu Market -Spain 
4.    Tivoli Food Hall - Copenhagen
5.     Mercado San Juan - Palma de Mallorca
6.     Malmo Saluhall - Malmo 
7.    Mathallen - Oslo
8.    Torvehallerne - Copenhagen 
9.    BOXPARK - Croydon
10. Public Market - Boston

4,950 sqm
16 units

7,500 sqm
44 units

2,150 sqm
29 units
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F & B UNITS  (77%)

RETAIL UNITS (23%)

SEATING  (27%)

4

F & B UNITS  (100%)

RETAIL UNITS (0%)

TIVOLI, COPENHAGEN

F & B UNITS  (100%)

RETAIL UNITS (%)

MERCADO DE SAN JUAN, PALMA DE MALLORCA

5

F & B UNITS  (50%)

RETAIL UNITS (50%)

MALMO, SWEDEN

6

4,400 sqm
38 units

850 sqm
66 units

1,300 sqm
66 units

1,400 sqm
66 units

10,800 sqm
100 units

2,650 sqm
49 units

2,600 sqm
39 units
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This is considered the exemplar. It is the archetypal high-end food hall in a stunning 
refreshed 19th century market building showcasing the best in Portuguese cuisine – 
it is a stunningly successful attraction in a top tourist city. The look is simple, elegant 
and uniform – all the branding fascia above the units is in the same style and font 
and this is a recurring element in many food halls which must offer benefits of parity 
between established brands and new-comers. Top restaurants from around Lisbon 
have bought into having a satellite unit here and it is busy, noisy and ideal for large 
groups to stay together and taste a variety of regional offers. 

1.  Marketplace shared eating area © Threesixty 
Architecture

2.  Marketplace © Threesixty Architecture
3. Marketplace with central units denoting size

• 7,500 sqm
• 24 restaurants, 8 bars, 12 shops
• Cook school
• High-end chefs – incl. Michelin star
• Regional offer led

• Communal & dedicated seating and 
external terrace seating

• Slightly peripheral location 
• Top attraction in Lisbon with 3million 

visitors 2017

7,500 sqm
44 units
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1. Marketplace © Bernt Rostad   
2. Marketplace © Threesixty Architecture  
3. Marketplace with central units denoting size   

Mathallen was developed as a catalyst in the 
regeneration of a former industrial district 
north of Oslo city centre. Housed in a former 
Iron foundry, Mathallen celebrates the industrial 
aesthetic of the historic building through the 
exposure of services and works with the large 
vaulted volume to create a central market 
hall flanked on three sides with mezzanines 
containing larger F&B, a cook school and 
function rooms, all addressing the main space. A 
predominantly black painted ceiling and the use 
of a consistent signage ribbon keeps the scale of 
this space human.

Larger perimeter units sit beneath the 
mezzanines and a number of flexibly sized island 
stall ‘clusters’ inhabit the main space. A large 
communal seating area lies at the heart of the 
space, containing long bench tables and smaller, 
more intimate clusters of soft seating. 

• 4,400 sqm
• 24 stalls of 9 sqm
• 14 perimeter units from 16 - 70 sqm
• F&B units account for 65% of overall units
• Retail units- 35% 
• Flexible clusters of 4/6 stalls with service 

core with option to combine
• Shared central seating area for dining

4,400 sqm
38 units
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1. Marketplace shared eating area © Heather Sperling
2. Marketplace shared eating area © Threesixty Architecture
3. Marketplace with central units denoting size

Torvehallerne, Copenhagen

Torvehallerne is formed from two simple hall structures 
with an open area flexible market between. The 
architecture is humble and straightforward – the real 
stars are the vendors and the spaces between that are 
effortlessly connected to the street (if you get there 
before 7pm). It inhabits a previously run-down urban 
square to the north of the city and has contributed 
greatly to the localised regeneration. Listed below 
is some basic data from when the development had 
started but, as discussed previously, success has 
intensified uptake and along with peripheral growth 
of freestanding restaurants, much of the previously 
flexible space seems more permanently inhabited and 
there seems far less prepared food on offer (with an 
increase in retail) and less seating than other food halls. 
Nevertheless it is busy, fascinating and well worth a 
visit.

• 10,800 sqm (7,500 sqm enclosed)
• 76 permanent stalls (55% retail, 45% F&B)
• 24 temp stalls
• Two halls either side of flexible street market
• Traditional Danish focus and wine speciality
• Central location
• Communal seating
• Seasonal events (eg. mulled wine competition)

10,800 sqm
10 units
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Bikini Berlin is a hybrid market containing 
design, fashion, retail and F&B. Where it 
has food hall elements, it does them well. 
It is a pleasing scale of development and 
the stall/box design adds a great deal to 
the feel of quality in the space. For its size, 
it is complex yet legible with a dynamic 
structural glazed roof giving views and 
connection to the roof terrace (overlooking 
the monkey enclosure at the zoo). This is 
a concept mall that offers a rich variety of 
established brands with new cutting-edge 
design.  The pop up ‘boxes’ located in the 
middle of the main hall allow for flexible 
and modular market space that can house 
different brands at different times. 

1. Typical central retail offer © Threesixty Architecture
2. Marketplace from above © Threesixty Architecture
3. Marketplace with central units denoting size

• 4,950 sqm
•  16 stalls of differing areas 
•  Stall sizes available are 19 to 39 sqm. 
•  Flexible clusters of 2 to 4 stalls in 

different arrangements 
•  F&B units account for 12% of overall 

units 
•  Retail units - 88% 
•  Shared central seating area for dining

4,950 sqm
16 units
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This is a metropolitan food led market opened in 
2011 and conceived to provide a physical, social 
and economic hub to the local community which, 
by all accounts it has achieved.

It is a striking and unique contemporary 
structure exquisitely detailed in zinc, timber 
and glass and sitting in an equally contemporary 
(albeit a little stark) landscaped square. Internally, 
it is spartan, elegant, crisp and cool (in many 
ways) with a great quality of light through the 
hovering mass of a textured timber clad ceiling. 
The design encourages movement through 
providing shortcuts connecting the district. 
Although predominantly a food market with 
elements of food hall, it demonstrates clearly 
the benefit of a unique architectural form and 
identity.

• 1,690 sqm 
• 24 stalls of differing sizes 
• F&B and food retail units account for 75% of 

overall units 
• Retail units - 25% 
• 7 permanent stalls of various sizes 
• Flexible clusters of 4 stalls in different 

arrangements 
• Shared central seating area for dining -26% 

(316 sqm F&B, 85 sqm seating) 

1. Typical central retail offer © Jordi Comas and Pere Tordera  2. Marketplace with central units denoting size   
3. Exterior of Market hall © Threesixty Architecture

1,690 sqm
24 units
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2Primarily constructed out of refitted shipping 
containers, BOXPARK Croydon offers a two storey 
event space fringed by an impressive and diverse 
array of food and drinks operators. By its nature, 
it is architecturally and structurally repetitive 
but it works. It clearly has a unique identity and it 
feels simple and elegant yet textured and human 
scale. It is a highly functional and successful venue 
hosting movie screenings, performances, club 
nights, sports and kids activities. It is an exemplar 
in driving footfall through curation of events.

• 2,600 sqm
•  59 flexible/modular ship container units of 

the same size 
•  F&B units account for 84% of overall units 
•  Retail units - 16% 
•  Flexible clusters of 5-6 stalls in similar 

arrangements 
•  Shared central seating area for dining 

(flexible for events)

1. Marketplace seating area © Hzh   
2. Typical retail unit © Threesixty Architecture   
3. Marketplace with central units denoting size   

2,650 sqm
49 units
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Public Market, Boston

This is conceived as a food-based community civic 
space with a focus on food education and local 
sourcing. It is a showcase for New England grown 
produce with several local farms represented. It is 
considered the heart of the regenerating market 
district and, with seven entrances forms a permeable 
block well connected to its neighbourhood.
Internally, the vendors have a great deal of branding 
and display flexibility and it is wonderfully complex and 
rich but held together with defined routes, “squares” 
and overhead lighting. It is of particular interest as, 
unlike the transformation of Torvehallerne, this is a 
food market under pressure to transform into a food 
hall with increasing demands for additional seating 
from the prepared food vendors and the public.

• 2,600 sqm (retail area)
• 39 stalls of differing sizes 
• F&B units account for 66% of overall units 
• Food/fresh produce retail units - 33% 
• Flexible clusters of 2 to 7 stalls in different 

arrangements 
• Shared central seating area for dining -22% 

(1296m2 F&B, 290m2 seating) 

1. Typical retail offer (no copyright) 
2. Marketplace circulation route © NewtonCourt
3. Marketplace with central units denoting size

2,600 sqm
39 units

19

F & B UNITS  (50%)

RETAIL UNITS (50%)

MALMO, SWEDEN

4

3

2

1

M
al

m
o 

Sa
lu

ha
ll,

 M
al

m
o

This food hall is part housed in a previously derelict Victorian 
engine shed and located in the emerging docks district 
(“Malmhattan”). The original brick structure is celebrated 
throughout with the contemporary extension housing ancillary 
areas and services. The interior is Scandinavian elegance with 
matt black structure contrasting with the textured red brick and 
the extension clad in pre-rusted Corten steel. It is a comfortable 
sequence of intimate internal and external spaces with bespoke 
chunky industrial furniture and a giant squid sculpture hovering 
over the anchor seafood tenant. Architecturally, Saluhall has 
a distinct and intriguing old and new double gable identity set 
against the starkly monumental concrete silos behind.

1. Marketplace circulation route © Threesixty Architecture
2. Exterior of Malmo Saluhall © Maria Eklind
3. External seating © Threesixty Architecture
4. Marketplace with central units denoting size

• 1,400sqm
• 11 food and 4 food retail 

units
• Variety of distinct seating 

areas including mezzanine 
and external terraces (and 
“pocket park”)

• Opened 2016

1,400 sqm
15 units
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Housed in the central wing of a repurposed 
110 year old abattoir complex, this is a jewel 
of a food hall. For a small number of units, the 
offer is varied and the main space compact 
and elegantly Spanish (Catalan) in texture. The 
layout is straightforward with units along both 
sides – all with equal profile and engaging with 
the central seating. The proportions ensure it 
doesn’t often feel empty and, being positioned 
at the heart of the neighbourhood with an 
adjacent cinema, it seldom is. The main long hall 
space expands to contain larger bars in the wings 
and a mezzanine complete with a community 
cook school and toilets. Moving to the end of the 
hall, you enter into a large courtyard with seating 
at the heart of the wider complex.

• 1,300 sqm
• 17 prepared food units and coffee shop
• Cocktail bar and stage
• Community cook school / demonstration area
• Connects to courtyard and cinema

1. Marketplace seating area © Threesixty Architecture
2. Marketplace with central units denoting size
3. Marketplace © Threesixty Architecture 

1,300 sqm
17 units
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Tivoli Food Hall, Copenhagen

2

3 F & B UNITS  (100%)

RETAIL UNITS (0%)

TIVOLI, COPENHAGEN

1

850 sqm
18 units

Tivoli food hall is owned by and connected to the world 
famous and eternally busy Tivoli Gardens amusement 
park in the city centre. This association and the proximity 
of Central Station guarantee a massive footfall and, in 
many respects, a captive audience. However, there’s no 
complacency and despite its small scale, this is a well-
executed, well-run and pleasingly complex space. The 
seating bleeds out to a terraced garden - a comfortable 
oasis from the intensely busy surrounding streets and 
a welcome rest from the amusement park. Externally, 
a mirrored curving elevation hovers over the shopfront 
of the food hall space – an identity for the wider 
development rather than the food hall.

• 850 sqm
• 14  prepared food units and 1 

wine bar 
• Limited internal seating with 

some bar seating at units
• Large courtyard seating facing 

gardens

1. Entrance to Tivoli Food Hall © Threesixty Architecture   
2. Marketplace with central units denoting size 
3.  Typical food offer © Threesixty Architecture
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The Physical Design, 
Lessons Learned

We were keen to get a feel for the sizes 
required, the movement through the 
space and the relationship of seating 
(communal and dedicated). We wanted 
to analyse and benchmark the recurring 
elements that led to success and allow 
them to inform our design response. We 
quickly realised that many aspects vary 
wildly across the spectrum of food hall 
types. Nevertheless  we list below some 
of our key design suggestions/findings 
– some are admittedly “a bit technical” 
while others are clearly subjective.

The case studies identify the 
specific physical attributes 
of a number of food halls. It is 
clear that some sit between 
market and food hall and 
the distinction is difficult to 
establish but where we have 
included markets (Bikini Berlin 
and Boston) it is because they 
have a successful element of 
the food hall typology within. 

Celebrate Uniqueness

We describe the advantages of 
uniqueness above and the advantage 
of a distinct architectural presence and 
identity reinforcing the brand.  Many 
food halls offer a stimulating diversity of 
ethnic cuisines but the most successful 
have a healthy measure showcasing the 
local/regional cuisine and produce (e.g. 
Timeout Lisbon is a clear celebration of 
Portuguese food culture). There is very 
seldom any sight of a global or branded 
chain in a successful food hall.

Micro Urban Design
 
A great part of the charm of a successful 
food hall is the small-scale nature 
and variety of the units creating an 
environment that is both visually rich 
and human scaled. Beyond this, there 
are elements to most markets that have 
a sequence of routes and spaces that 
intrigue and invite discovery – akin to a 
souk or bazaar. We have approached the 
layouts we have designed as we would an 
urban design masterplan in as much as we 
have a clear hierarchy of routes and place 
with a pleasingly complex yet legible 
feel. There is, of course, a careful balance 
to be achieved to avoid units being 
compromised by visibility or location but, 
done well, the benefits will be obvious.
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Urban Design and legibility

Brandtexture

Artwork Opportunity

Activity Space

Primary Routes

Secondary Routes

Legibility of the marketplace is achieved through the 
introduction of a hierarchy of ‘streets’, which act as guiding 
routes through the plan. Intriguing glimpses of intimate 
spaces pull patrons into the centre of each cluster of stalls.

Seating and dining areas of varying scales create key 
‘public’ spaces while a consistent introduction of the brand 
texture, only at each entrance to the marketplace help 
legibility and self-orientation within the space. 

Savoy Urban Market, Glasgow The Internals

100

1

3

2

4

1. Concept food hall, Glasgow  2. Blackdog Food Hall, Aberdeen  3. Manlleu Market, Spain © Jordi Comas and Pere 
Tordera   4. Market Halls Fulham © Cat Morley

3,800 sqm
66 units

5,000 sqm
51 units
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Take advantage of phasing

In the food halls we are designing, we are 
always mindful that the full take up of 
space is unlikely to be immediate and it is 
important to phase the development to 
avoid pioneering operators being lost in 
the scale of a space. In most instances, 
this allows us to create adjacent “loose 
space” that takes advantage of the 
phasing to accommodate an enhanced 
approach to the curation described above 
to house art shows, whisky festivals, 
wedding fairs, etc.

Critical Mass

There is no clear consensus on what is 
the minimum number of units to reach 
the variety and richness that gives a food 
hall a unique vibrancy and attraction. 
An average seems to be around 15 
units though there are successful 
developments with as little as 6 operators. 
Market Hall’s Fulham has 10 kitchens and 
a bar and feels right. In many instances, 
the scale is balanced with associated food 
retail that complements the prepared 
food order so 10 kitchens is arguably the 
right amount for a small vibrant food hall. 
Statistically, Torvehallerne opened with 
45% F&B, Timeout Lisbon 82% F&B and 
Mathallen 65%.

...the theatre 
for events, 

promotions, cook 
schools, product 

launches and 
performances.
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MATHALLEN,
Oslo

EXTERNAL UNIT

TORVAHLLEN,
Copenhagen

SCHRANHALLEN,
Munich

1

2

3

1. Schranhallen, Munich
2. Torvehallern, Copenhagen
3. Mathallen, Oslo

Balanced seating

As we were tasked with designing an 
emerging typology, we were keen to 
benchmark some statistical aspects 
to inform design decisions – one of 
the most important for food halls is 
the nature and amount of seating. The 
seating is predominantly shared central 
seating allowing variety of choice within 
a dining group but this is most often 

successfully balanced with dedicated 
perimeter bar seating or tables within 
the demise of larger units. Again, there 
is little consistency across the typology 
and it depends on the nature of the food 
hall (Timeout may be as much as 50% 
area given to communal seating whereas 
some of the more mixed market halls are 
20%). 
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Support Functions

With some notable exceptions, food 
halls fare better on one level, preferably 
ground. Some have seating at upper 
levels (e.g. Malmo) but these are for the 
most part left empty. To maximise the 
“prime pitch”, the majority of shared 
support and ancillary functions including 
customer toilets are most commonly 
found on other levels. These often include 
fully functioning management suites and 
business support that can help nurture 
fledgling businesses forward and give 
them “big business” benefits like staff 
changing, showers and lockers.  Although 
some operators will be self-contained, 
most will benefit from allocated remote 
storage – particularly chilled as it helps 
minimise the intrusion of deliveries 
and stock movement. All this keeps the 
main event space free other than the 
necessary back of house wash areas and 
waste management which will vary in size 
dependent on the operation e.g. the use 
of crockery or disposable plates.

Sensible Services

From our own experience, on certain 
scales of food halls, if you assume all units 
may be intensively cooking, you’ll need 
an electrical supply akin to a data centre 
and extract fans like aircraft engines. 
In short, you’ll probably kill the project 
financially. The trick is to understand the 
likely proportions of different unit types 
within a food hall which we choose to 
split as intensive food, light prep food 
and retail and plan in flexibility of where 
you can direct your services. Possibly one 
of the biggest technical challenges to 
flexibility is the need for multiple drainage 
points, particularly for mid-floor units. 
A well thought out strategy specific to 
the building (new build/refurbishment, 
ground slab/suspended floor) will need to 
be developed. M&E infrastructure  should 
be phased wherever possible.

White Box/Black Box

Another approach that we developed is to 
create a mix of “plug and play” operator 
ready units (white box – terminology 
from the retail sector) and shell units that 
are hoarded off (black box). This has the 
advantages of allowing operators to have 
immediate presence while fitting out a 
bespoke unit or simply just letting a new 
operator try the food hall environment 
out. It reduces initial investment and 
allows customisation. 
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We quickly 
realised that many 

aspects vary 
wildly across the 

spectrum of food 
hall types.

Designing for Change

The key to designing any layout is 
ultimately flexible unit use that can 
adapt and rebalance as the market 
dictates. It is also important to allow a 
variety of unit sizes – in some instances 
sufficient to grow businesses into full 
sized restaurants. As the food halls gain 
traction they will change e.g. Torvehallerne 
has dropped from 45% prepared food to 
c.20% and, has lost much of the loose 
space and has a reduced level of seating. 
It is still an impressive success story 
(particularly for local regeneration) but 
has become more market than food hall, 
closing at 7pm most days.

Cluster Variations 

13m2

6m2

6m2

6m2

5m2

5m2

9m2

6m2

6m2

6m2

13m2

12m2

12m2

19m2

16m2

23m2

23m2

28m2

21m2
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