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“First life, then spaces, then buildings”
-Jan Gehl
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Markets, since time immemorial, have been a vital component of any city. 
Besides being viable for economic developments of the city they are also the 
loci of social and cultural cohesion of its people. 

A marketplace is recognized by its Social components i.e., the society and all 
surroundings influenced in some way by humans: relationships, institutions, 
culture, and physical structures., Economic components i.e., the local and 
foreign commerce of the area and the Cultural components, the people, their 
interactions and spaces that augment this interaction. For any public space 
to be successful the aforementioned components must be of paramount 
importance while designing the built and unbuilt of the area. Hence, this 
thesis is an attempt to keep in mind the various dimensions of a public realm 
and formulate a design for a historic marketplace, Shahgunj in the city of 
Aurangabad.

Shahgunj, was founded in the 1700s as a market for royalty, where grains and 
vegetables were sold for local people as well as traders from other places. Owing 
to its location at the heart of the city, it soon became a market for the confluence 
of the royals, commoners and traders. Through time, it has now developed into 
an urban area with vibrant markets, commercial and mixed-use infrastructure 
and residential localities. Besides being geographically located at the centre 
of the city it is also socially the heart and soul of the city’s public character. It 
is a good illustration of an urban centre that follows the values of vibrant city 
neighbourhood with mixed-use buildings, commercial centres, predominant 
local markets and residential areas. 

However, the site has spaces that are underutilized due to several factors like an 
increase in population, infrastructural demands, lack of proper management, 
negligence by locals and government etc. These spaces have a potential 
of becoming vibrant public spaces: where people can have a cohesive and 
interactive environment. The aim of this thesis is to understand the tangibles 
and intangibles that make a community and their wellbeing, improve their 
quality of life, create new economic pportunities for them and to enhance the 
existing functions and programs on site. 

Keywords: Social, Economic, Culture, Heritage, Interaction

A B S T R A C T
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Project Background

Aurangabad is a city that houses numerous monuments and heritage sites, and 
hence is the heritage capital of Maharashtra because of its rich and vast history. 
In the 17th Century under the rule of the Mughal emperor, there were 38 bazaars, 
named after the principal articles sold in them, and held in the streets leading 
to the several gateways. The main market of them all was named Shahgunj.

Historically, markets have been centres for the origin of public life as sites for 
socio-cultural encounters and not just places of commerce. This has been 
largely possible due to the inclusivity of commerce: the formal and informal, 
catering to the needs of people across sections of societies and ethnicities at 
the consumer level as well as providing them with opportunities of commerce. 

The site chosen for this thesis is one such marketplace that was the first market 
to be established in the city of Aurangabad in the 17th Century by Malik Amber 
of the Nizam Shahi Dynasty of Ahmednagar. Shahgunj, which reads as Shah-
Royal and Ganj-Market, was founded as a market for the royalty but owing to its 
location at the heart of the city, it soon became a market for the confluence of 
the royals and commoners alike. The site chosen has a heritage precinct as well 
alongside the market: Masjid Kala and Clock Tower.  

Through time, Shahgunj has now developed into an urban area with vibrant 
markets, commercial and mixed-use infrastructure and residential localities. 
It is a place where residents, local retailers, tourists and daily visitors come 
together and perform various functions and activities that make it an active  
public realm.

C H A P T E R - 1

INTRODUCTION
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Context Overview

The City of Aurangabad

The history of Aurangabad, a city in Maharashtra, India, dates to 1610, when 
it was founded by Malik Ambar, the Prime Minister of Murtaza Nizam Shah 
of Ahmadnagar, on the site of a village called Kharki. In 1653 when Prince 
Aurangzeb was appointed the viceroy of the Deccan for the second time, he 
made Fatehnagar his capital and called it Aurangabad. 

In the times of Malik Ambar, he had established a water channel system to 
supply water to the entire city of Kharki. He built a mansion known as Sabz 
Mahal for himself near a huge water reservoir in Shahgunj. The Sabz Mahal was 
converted into a mosque by Aurangzeb and named Masjid Kala. 

Later, in the early 20th century, the Nizam of Deccan, Mehboob Ali Pasha built 
a Clock Tower to mark the significance of the pre-existing monumnets in the 
area. The Clock Tower, now, has become another significant monument on site 
creating a heritage precinct with the other structures of history.

Shahgunj: Site Details
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Site Components

Shahgunj Market: 
The market at Shahgunj has a variety of shops from small scale street-side 
vendors to large scale cloth showrooms. There is also a sabzi mandi and a fruit 
market in the area.

Sabzi Mandi:  
The Shahgunj mandi, in the past, had a well-established system of sale and 
purchase with daily and weekly auctions of commodities. It had a built structure 
where the vendors could store their produce as well as take shelter from the 
varied weather conditions. 

Clock Tower: 
The Clock Tower was built between May 3rd 1901 to Oct. 30th 1906 and is a fine 
example of neurotic style of architecture. It was built during the period of the 
6th Nizam Mehboob Ali Pasha to celebrate his Silver Jubilee from 1899. It has 
been taken under consideration for restoration under the Aurangabad Smart 
City project.
 
Shahganj Masjid: 
Shahganj Masjid was built around 1720 and is one of the finest edifices of its 
class. It was built during the Nizam Asif Jahs period. The huge Reservoir was 
built by Syed Hussain Khan the Viceroy of the Deccan. And the mosque was 
built by Ivan Khan. It is built in the Indo-Sarcenic style of Architecture. 

Gandhi Putla:
The Gandhi statue is the first statue to be put up in the city of Aurangabad 
in 1952. The white coloured statue was brought from Jaipur and placed at 
Shahgunj and inaugrated by former president Rajendra Prasad.

Project Brief
Aim: 
The aim of the project is to create a liveable locality, improve quality of life of the 
locals, give a unique shopping experience to the users, enhance the essence of 
the heritage buildings and improving the local economy. 

Objectives:
•   To enhance quality of life and living standards by optimal designing of the 
built
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•   To create a unique shopping experience for the users by creating active spaces 
and public infrastructure
•   To increase the economic viability of the area through commercial, cultural 
and social activities
•     To create an efficient movement of pedestrians, vehicular traffic and vendors

Methodology

The method of the project and research would be accomplished by carrying 
out the following steps:
1. Project Selection and understanding the research base
2. Literature Study through seminars and research papers
3. Site Study through primary data collection by visits to the site 
4. Case Studies, secndary data collection from research papers, online sources 
and newspapers
5. Concept Development
6. Architectural Design Development
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Seminar 1: Design Principles in Local Markets 

Marketplaces have contributed massively to the trade and commerce of an 

area. A market is generalized as a place where people come for the purpose of 

sale and purchase, however, a market should be a place that allows community 

integration as one of its main functions. Public market spaces are sites where 

various dimensions of urban life unfold. In order to improve urban life, an 

effective and open public space offers power to create safer and inclusive 

neighborhoods, minimize spatial inequality, build local economies and bring 

nature back to the community. This paper is a study of design strategies that 

help to analyze a market’s capability to function as a commercial as well as a 

community base. A primary case study of Shahgunj market in Aurangabad has 

been taken and analyzed based on principles by PPS (Project for Public Places): 

Access and Linkages, Uses and Activities, Comfort and Image and Sociability.

bA market should be a place where neighbors can be proud of their history, 

traditions, people, and society, opposed to what is presumed.

Generally, markets are considered as commercial spots rather than network/

community places. While all business sectors have a centre financial design, it’s 

their social coherence and integration that helps them prosper.

C H A P T E R - 2

LITERATURE STUDY
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The products and prices of a market are both essential to customers, but 

research also shows that the experience of engaging with their neighbors is a 

significant motivation behind why individuals like to visit markets. The busiest 

and best market is such that integrates the economical as well as social aspects.  

Similarly, a place where people want to hang out - a place where they can easily 

meet and an environment where other interactions in the community can take 

place.

The aim of this study is to lay out the design principles and strategies that are 

essential for a market space to become a social commercial hub, that may 

improve the community living around in various ways through placemaking. 

Scope of the Study

The study will analyse strategies, through case study of Shahgunj Market 

in Aurangabad – that would result in an analysis showing factors for a well-

planned market which is socially and economically integrated. The purpose of 

this paper is to study the community inclusion and pattern of organization and 

space usage in local markets.

Successful markets:

1.	 Attract shoppers to a commercial location in the neighbourhood. 

2.	 Providing farmers and small businesses with affordable retailing 

opportunities. 

3.	 In the region, preserve agriculture or farmland. 

4.	 Supply access to healthy, fresh food to a community. 

5.	 Create an attractive, safe and lively public place that attracts a wide range 

of individuals
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History of Markets in India

Market places have existed from ancient times. Any place that is used as a 

place for purchase and sale of products was termed as a market. The Indian 

marketplaces first arose during the Chola Dynasty (approx. 850 -1279CE) during 

a period of favorable economic conditions. Distinct types of markets were 

evident; nagaaram (streets of shops, often devoted to specific types of goods; 

angadi (markets) and perangadi (large markets in the inner-city districts). (Yang, 

1998)

In the Middle East, market places were found on the perimeter of the city prior 

to the 10th century. Markets were most often linked to the caravanserai, typically 

located just outside the city walls, along established trade routes. In the 10th 

century, the concept of covered marketspaces was introduced in India from 

the Arabian Peninsula through the trade routes. The caravanserai and covered 

market structures, known as suqs, first began to appear along the silk routes 

and were located in the area just outside the city perimeter. (Yang, 1998) 
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During the 16th century, when the Mughal empire was established in northern 

Indian, covered bazaars became the city center. They was located in a place 

amidst the important structures of the city that gave the market its own identity 

as well as a means of placemaking. This saw the beginning of an era with markets 

being the main source of trade and income to the people of the city, the city 

flourished and the markets became a point of integration for the community. 

History of Markets in Aurangabad

The city of Aurangabad was founded in 1610 by Malik Ambar, on the site of a village 

called Khirki in the time of Murtaza Nizam Shah II. The name was changed to 

Fatehpur when Fateh Khan, the son of Malik Ambar succeeded him to the prime 

ministership upon his deathin1626. In 1653 viceroy of the Deccan, Aurangzeb, 

made Fatehpur his capital and called it Aurangabad; but the historians of his 

reign also occasionally style the city Khujista Bunyad. Since then, the city came 

to be known as Aurangabad. (Maharashtra, 1977) Under the rule of the Mughal 

Emperor Aurangzeb in the 17th century, there were 38 bazaars, named after the 

key items sold in them, kept in the streets leading to the various gateways. Rang 

Mahal, Azamnagar, Dalai Bari, Taksal, Ram Ganj, Fakirwari, Shah Ganj, Khadim 

Bazaar, Chauk Baldar, Shah Bazaar, Urdu Bazaar, Raja Rambaksh Bazaar, Guru 

Ganj, Juna Bazaar, Gul Bazar were the chief bazaars.

After Malik Ambar (the Prime Minister of Nizam Shahi Dynasty of Ahmednagar) 

won a victory against the powerful Mughal ruler Jehangir in Khadki Malik Ambar 

considered this an auspicious omen and planned to develop a beautiful city. 

The city was built between 1604 and 1621. Some of the earliest structure was 

Bhatkal Gate soon followed by Sabz Mahal a palace complex for the Sultan of 

Ahmednagar and his Court. To cater to their daily needs just outside the palace 

gate a market for the royalty came up called Shahganj (Shah-royal and Ganj 

-Market) It was a huge grain and vegetable market.
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Theory of Placemaking

The process of creating quality places in which people want to live, work, play, 

and learn is placemaking. Specialized placemaking is comes in three types: 

Strategic Placemaking, Creative Placemaking, and Tactical Placemaking.

1.	 Strategic Placemaking: In addition to the production of quality sites, 

strategic placemaking is aimed at a specific 

purpose. It can seek to create places that are uniquely appealing to talented 

employees, attract companies, and catalyze significant job development and 

growth in income. This adaptation of placemaking explicitly targets knowledge 

workers who can choose to live anywhere because of their abilities and who 

can tend to pick quality places offering certain amenities. 

2.	 Creative Placemaking:

Focuses on artists’ museums and orchestra halls and housing and modern 

cultural events such aas exhibitions of public art, outdoor concerts, park films, 

and installations such as art-themed transit stations.

3.	 Tactical Urbanism:

“Incremental, smallsscale improvements” used to “stage more substantial 

investments” are characterized as Tactical Urbanism. This strategy enables a 

host of local actors to test new ideas before making major political and financial 

commitments. A phased approach that can start quickly, often at low cost, 

is tactical placemaking. It targets public spaces and can be implemented 

continuously in neighborhoods with a mix of stakeholders. Projects may include 

the temporary paint-based road diet, the pilot construction of a new type of 

community dwelling, or the temporary transformation of a storage facility into a 

business. Activities include conversions to parking spaces, self-guided historical 

walks, and outdoor music activities in city squares. (Steuteville, 2014)
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What makes a Great Public Space - Project for Public Spaces(PPS)

Markets should be a place where people can be proud of their history, community, 

individuals, and society. Because of the kinds of food and products that are for 

sale, a market space is specific to the region. The architecture of the market 

plays a very vital role in order to strengthen this.

Access and Linkages

By its links to its surroundings, both visual and physical, you can determine a 

place’s accessibility. It is easy to get to and get around a successful public space; 

it is visible both from a distance and up close. Also important are the edges 

of a space: a row of shops along a street, for example, is more interesting and 

typically better to walk by than a blank wall or empty lot. Accessible spaces have 

a high parking turnover and, ideally, are convenient to public transit. (Project for 

Public Spaces(PPS), 2019)
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Comfort and Image

The secret to its success is if a room is comfortable and presents itself well - 

it has a good picture. Comfort involves expectations of protection, cleanliness 

and the availability of seating places - the value of giving people the option to 

sit where they want is typically underestimated. (Project for Public Spaces(PPS), 

2019)

Uses and Activities

Activities are the essential building blocks of great places: they are the reasons 

why, in the first place, people visit and why they want to return. They are what 

makes a place unique or distinctive as well. It will remain empty and unused 

when there is nothing to do in a place, a sure sign something needs to change. 

(Project for Public Spaces(PPS), 2019)

Sociability

The integration of a community through direct communication. When people 

see friends, meet and greet their neighbors, and feel relaxed communicating 

with strangers, they appear to feel a greater sense of place or connection to their 

group and to the place that promotes these kinds of social activities. (Project for 

Public Spaces(PPS), 2019)

These four parameters laid out by Project for Public Spaces(PPS) are the 

principles based on which a public space can be categorised into a great space 

where all users have their balance of activities and intangibles. These were kept 

in mind while designing the various Urban and Public components of the site.
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DESIGN PRINCIPLES FOR LOCAL MARKETS IN AURANGABAD 

Analysis 
A questionnaire was surveyed among the users of the Shahgunj sabzi mandi area, to 
know their opinion on the condition of the mandi, the rating is done according to the 
current situation with majority results from survey. The results are as follows: 
S.No. Questions On a scale of 1(like) 

to 3(dislike) 
Remarks 

Access and Linkages 
1 Do you feel that the marketplace 

has a clearly visible entrance and 
exit? 

Yes, Rating: 2 2 main entries to the 
mandi are clearly 
visible, rest are 
accessible from 
residential areas 

2 Do you think that the buildings 
surrounding the marketplace 
have a good contact with the 
market? 

Yes, Rating: 1 The occupants do not 
use the space for 
recreation although 
their windows open up 
towards the market. 

3 Is the walkability through the 
market hindered by moving 
vehicles? 

Yes, Rating: 1 The area is at a 
walkable distance from 
the main bus stop as 
well as the auto stand. 

4 Do you think there is a need of 
sidewalks and footpaths? 

Yes, Rating: 3 There is no provision of 
sidewalks 

5 Does the place cater to the 
specially abled? 

No, Rating: 3 The area does not have 
any universal design 
implementation 

6 Does the place and lanes allow 
easy navigation? 

Yes, Rating: 1 There are multiple 
lanes that connect 
different areas through 
the market 

7 Do you think the means of 
transportation – bus, taxi, trains 
etc. are easily available? 

Yes, Rating: 2 The area is at a 
walkable distance from 
the main bus stop as 
well as the auto stand. 
Although, there is not 
enough space inside 
the market for 
commotion. 

Comfort and Image 
1 Is your first impression of the area 

good? 
No, Rating: 3 The place is very 

unorganised and in 
rainy season it gets 
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DESIGN PRINCIPLES FOR LOCAL MARKETS IN AURANGABAD 

dirtied with mud. There 
is also a huge garbage 
dump area.  

2 Do you think that more women 
visit the marketplace? 

Yes, Rating: 1 The shopkeepers are 
mostly male. 

3 Are there spaces where people 
can sit and rest? 

No, Rating: 3 There is no provision of 
seating 

4 Is the area litter free? Who takes 
care of cleanliness of the area? 

No, Rating: 3 There is a big garbage 
dump in the backside 
of the market 

5 Does the space feel safe, who 
takes care of the security in the 
area? 

No, Rating: 3 The police visit the area 
in the evenings and at 
nights for patrolling. 
But during the day the 
area may be prone to 
thievery.  

6 Are there spaces where people 
would like to click pictures? 

No, Rating: 3  The area is not at all 
picturesque. 

7 Are there many vehicles 
hindering the walkability of 
pedestrians? 

Yes, Rating: 3 Inside the market only 
two wheelers and 
cycles are seen, they 
hinder the pedestrian 
movement 

Uses and Activities 
1 Do you feel the space is always 

active with people? 
Yes, Rating: 1 For the purpose of 

selling and buying 
2 Are there people of different age 

groups? 
Yes The customers as well 

as the vendors vary in 
age from 10 to 70+ 

3 Do you prefer going in groups to 
the marketplace? 

Yes, Rating: 1  Since the area is not 
considered safe people 
tend to go in groups of 
2 or 3.  

4 Is there a scope of different 
activities that can be performed 
in the area? 

 No, Rating: 3 Walking, sale and 
purchase and loading 
and unloading 

6 Do you feel there are choices of 
different activities to do? 

No, Rating: 3 Buyers tend to buy 
vegetables quickly and 
leave: due to poor 
hygiene. Vendors only 
come to sell.  
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DESIGN PRINCIPLES FOR LOCAL MARKETS IN AURANGABAD 

7 Is there a personnel responsible 
for management? 

No, Rating: 3 The AMC had 
demolished the area in 
2012 to rebuild the 
ground but no work 
has been seen since 

Sociability 
1 Would you organise get 

togethers or small informal 
meetings in this area with your 
friends? 

No, Rating: 3 The market although 
connects major 
residential localities 
and commercial areas 
but is not ideal for 
meetings 

2 Do people greet each other and 
talk to each other when they 
meet here? 

No, Rating: 3 People generally just 
come for the purpose 
of purchase of 
commodities 

3 Do people feel a sense of pride for 
the area? 

No, Rating: 3  The area although is of 
a great historic 
importance, but the 
current state is not 
something to be proud 
of. 

4 Do people visit the area by choice 
or is it a necessity? 

Yes, Rating: 1 For daily needs 

5 Does a mix of ages and ethnic 
groups that generally reflect the 
community at large? 

No, Rating: 2  The area does get an 
influx of different ethnic 
groups, but it does not 
reflect the community. 

6 Do people clean and pickup any 
garbage they see on 
roads/grounds? 

No, Rating: 3 Ill-maintenance makes 
it look like there is litter 
everywhere so there is 
no motivation for 
people to keep it clean 
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Seminar 2: Third and Fourth Space in Urban Areas

Urban spaces usually take shape outside of the existing built structures of the 

city. The classification of urban spaces is typically based on the activities the 

space holds: commercial, institutional, residential, public, etc. that forms the 

urban spatial structure. The category of “third spaces” defines an urban space 

to be one where a middle ground between home and work can be found, 

where people can be comfortable outside their sphere. These are spaces where 

people come together and collaboratively create an urban environment, for 

instance spaces like cafes, libraries, corner shops, open air memorials etc.; these 

are generally privately owned, and not very freely used. Hence the concept of 

“fourth spaces” comes in limelight: spaces that consist of the informal leisure 

in an urban area and are the mobile features of the public realm, like waiting 

areas, parks and seating areas, plazas, streets etc. These are spaces that provide 

a resting comfort for the habitue, locations where exchange of ideas takes 

place, a good time is spent, and relationships are built. Both these spaces play 

a vital role in the social as well as economic well-being of a city. A marketplace 

especially with its varying characteristics and its urban structure unfolds 

opportunities for comprehensive use of third spaces.

This research examines the importance of third and fourth spaces as a means 

of improving quality of life, sense of place and providing interactive spaces to 

transform a precinct into a public realm where all can live cohesively and with 

better standards of living. The research further explores into identifying third 

spaces and applicable intervention areas that can be contextualized in the 

Shahgunj.



Redevelopment of Shahgunj as a Socioeconomic and Cultural Hub Page 25

The designing of urban spaces is generalized to be following a certain type of 

function that it caters to, for instance, residential, commercial, institutional, 

public etc. However, in recent times a theoretical representation of an urban 

space called the “third space” has become popular as a place that is neither 

home nor work, but a place for the people to be comfortable in otherwise. Third 

spaces are intended to promote social interaction, establish unique ephemeral 

zones, facilitate communication and creativity, and make use of spaces that 

would otherwise go unused. (Peter , 2016) The term “Urban Spatial Structure” is 

defined as “the arrangement of public and private space in cities and the degree 

of connectivity and accessibility”. The connectivity between the urban spatial 

structure and third spaces would be critical in the social and economic well-

being of the society and hence seeking innovative and creative ways to create 

spaces that spontaneously draw people together for better social experiences 

must be at the forefront of designing an urban area. Furthermore, there are 

spaces in the public realm that create a buffer between the first, second and 

third spaces: the fourth dimension of urban design. These are informal spaces 

that devise more lively and inclusive public spaces. In terms of social and 

behavioral traits, ‘fourth places’ are similar to ‘third places,’ requiring a radical 

deviation from home and work routines, inclusivity, and social comfort. On the 

other hand, the activities, users, places, and spatial conditions that sustain them, 

are somewhat differing. In terms of spaces, tasks, time, and management, as 

well as a great sense of publicness, they are defined by their ‘in-betweenness.’

Aims and Objectives

The aim of this paper is to identify the gaps in the social dimension of urban 

design by integrating ideas and approaches from both urban design and 

sociology to get the two bodies of knowledge in cohesion and to provide a better 

understanding of how such uniquely built public and semi-public spaces work 

socially. 
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Understand the theory of “third spaces” and “fourth spaces” in an urban area 

and identify a basis to devise optimal design interventions for such spaces in 

Shahgunj, Aurangabad. 

•	 To research on various values and characteristics of third spaces

•	 To understand the social embeddedness of third spaces in urban structure

•	 To identify potential third spaces in Shahgunj and provide a basis for 

optimal design 

What are Third and Fourth Spaces?

A “Third space” is a term that was first coined by Ray Oldenburg in his book ‘The 

Great Good Place’ in 1991, he identified “third places” as the public places on 

neutral ground where people can gather and interact. In contrast to first places 

(home) and second places (work), third places allow people to put aside their 

concerns and simply enjoy the company and conversation around them. Third 

places host the regular, voluntary, informal, and happily anticipated gatherings 

of individuals beyond the realms of home and work.” In layman terms, third 

space is a setting beyond home and work where people can often relax in good 

company or on a regular basis. (Swapan, 2013) Such a space provides a spatial 

politics of inclusion that “initiates new signs of identity, and innovative sites of 

collaboration and contestation.” (Bhabha, 1994) Third spaces serve as anchors 

for public life, allowing for more accessible and innovative communication. Thus, 

the third space is a mode of articulation, a way of describing a productive, and 

not merely reflective, space that engenders new possibility. It is an ‘interruptive, 

interrogative, and enunciative’ (Bhabha 1994) space of new forms of cultural 

meaning and production blurring the limitations of existing boundaries 

and calling into question established categorizations of culture and identity. 

According to Bhabha, this hybrid third space is an ambivalent site where cultural 

meaning and representation have no ‘primordial unity or fixity’. (Bhabha 1994)
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Values of Third Spaces and Fourth Spaces in Urban Design

For understanding third spaces we must first understand the values of a third 

space and how these are reflected in Urban terms

Character: A place with its own identity. Character in the townscape and 

landscape is ensured by responding to and reinforcing locally distinctive 

patterns of development, landscape and culture.

Continuity and Enclosure: A place where public and private spaces are clearly 

distinguished. The continuity of street frontages and the enclosure of space by 

development define private and public areas.

Public realm: A place with attractive and successful outdoor areas. The public 

spaces and routes that are attractive, safe, uncluttered and work effectively for 

all in society, including disabled and elderly people.

Ease of Movement: Accessibility and local permeability by making places that 

connect with each other and are easy to move through, putting people before 

traffic and integrating land uses and transport.

Legibility: A place that has a clear image and is easy to understand. Legibility is 

ensured by development that provides recognizable routes, intersections and 

landmarks to help people find their way around.

Adaptability: A place that can change easily. Development that can respond to 

changing social, technological and economic conditions and context.

Diversity: A place with variety and choice can be promoted through a mix of 

compatible developments and uses that work together to create viable places 

that respond to local needs.

Social Learning: Interactive skills of Social Learning: Openness, Trust, Willingness 

to appreciate other points of view, Search for ways of accommodating all 

interests, Planners act as challenging intermediates between communities 

and powerful structures of the society.

Significance: Importance of a space and its association with history. Spaces that 

have a historic characteristic to them become very valued in terms of public 

character: emotions and intangibles. (Carmona, 2001)
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UNDERSTANDING THE THIRD AND FOURTH SPACE IN MARKETS 8 

Characteristics Third and Fourth Spaces 

Third Spaces Fourth Spaces 

Departure from the routines of home 
and work. 

Departure from the routines of home 
and work. 

Neutrality and levelling: 
Neutral ground, very public and 
inclusive, accessible places. 

Neutrality and levelling: 
Neutral ground, very public and 
inclusive, accessible places. 

Primary activity: 

Conversation. 

Primary activity: 

In-between activities such as: ‘people-
watching’, walking, waiting, or killing-
time. 

Social familiarity: 

Character determined mostly by its 
regular clientele (more regulars than 
strangers; socially homogeneous group: 
locals, neighbors, friends, 
acquaintances) 

Social/ psychological comfort of a good 
home. 

Publicness (Public and anonymous 
character): 

Heterogeneous character (broad 
spectrum of users and strangers); 

Socially open (spatial novelty, no fixed 
uses, habits and/or regular users). 

Spatial familiarity: 

Simple and homeliness character; 

Old and traditional spaces (nostalgic 
view for old places); 

 
Small-scale spaces. 

Spatial ‘novelty’ and complexity’: 

Novelty: unprecedented new 
generation of emerging typologies, 
designs and building practices of public 
space; 

Complexity: design diversity and 
indeterminacy. 

Spatial distinctiveness (function, form, 
and uses): 

Limited types of functions and forms 
(mainly private businesses: cafes, bars, 
or shops). 

Spatial ‘in-betweeness’ (function, 
form, and uses): 

Flexibility and adaptability of uses; 

Indeterminacy of form and function. 

Partially public accessible private 
owned and managed spaces 

Public accessible public and semi-
public spaces (public and private owned 
and managed spaces) 

Table 1: Characteristics of Third and Fourth Spaces (Aelbrecht, 2016)
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Impact of Third and Fourth Spaces in Urban Areas.

“A community life can exist when one can go daily to a given location at a given 

time and see many of the people one knows,” Philip Slater, author of a book on 

loneliness.

When a city has lovely areas for people to walk around, loiter in, or catch up 

with friends—and, most particularly for our senior citizens, when these places 

are close to home—the need for one’s home to be big and nice enough for 

entertaining lessens. And if you have opportunities to meet your neighbours by 

chance, you can get to know them without feeling obligated to invite them over, 

hence third places are neutral grounds: no one has to play host and everyone is 

at ease. (White)

Hence the impact of third spaces in an urban area, where there is a mix of 

commercial: formal and informal, residential and public becomes very crucial 

in the social and economic functioning of the area and the quality of life of the 

community directly involved with it.

1. Quality of Life through environmental, physical, mobility, social, psychological, 

economical and political improvements in the urban precinct.

2. Economic Developments that are interdependent on how the public uses a 

space and urban spatial structure, land economics and various other factors.

3. Physical and Mental Health in third and fourth spaces comes through 

communication, cohesive interactions and activities that take place in the 

space. 

4. Community Interactions in these spaces for publicness provide a base for 

exchange of ideas, sharing stress and happiness, strengthening relationships 

through social cohesions.

5. Sense of Place is enhanced through the continuity and enclosure of urban 

spaces; it is the legibility of a space that makes one feel present in it.

6. Safety through concepts like eyes on street, presence of people around and 

openness of the spaces, all pointing towards the wellbeing of the community.
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Cultural values can serve as motivators for group interaction and social harmony. 

Cultural principles expressed in modern forms are crucial in making these urban 

spaces fit into the environment, in addition to creating physical links to the 

location in question. Third spaces are an atmosphere outside of home and work 

where people can regularly rest in good company. Shahgunj is an area that has 

the potential of transforming into a great public place which is a confluence 

of a diverse user type. It is also a space where hybridisation of informal with 

formal is manifested as well as an area that supports the kinetic festivities of 

the city. Hence the formulation of third spaces in Shahgunj becomes necessary 

to enhance the character and sense of place, improve the quality of life and 

augment community interactions.
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Essence of the Precinct

Macro Level

Aurangabad is a heritage capital of Maharashtra. It has a lot of tourist influx 

every year owing to the rich history that lies behind its foundation. 

The site is located at the core of the old city limits. It is well connected with 

access points at a distance of 3.8km to City Bus Stand, 6.8km to the Railway 

Station and 7.9km to the Airport.

C H A P T E R - 3

SITE CHARACTER
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Micro Level

Shahgunj is a market place that dates back to the 1700s. It was established by 

Malik Ambar of the Ahmednagar Sultanate to cater to the daily needs of the 

royalty and the commoners. 

The area today is a bustling market which supplies all kinds of commodities to 

the localites of Aurangabad.

It is mainly a commercial area and  is surrounded by residential areas and has a 

good connectivity with other marketplaces of Aurangabad through road.
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History and Chronology
Macro History

Aurangabad is the head quarter of the district and division. It is situated on the 

bank of river ‘Kham’, tributary of river “Godavari”. It is open towards east but on 

the west, the northern range deflects and curves in towards the city making it 

spur shape. Along the base of range the soil is shallow and rocky, while towards 

the center it becomes rich and fertile. The city occupies very uneven terrain.

Total area of Aurangabad Municipal Corporation is 138.50 sq.km. Whereas the 

area under development plan area under preparation is 10090.67 Ha. 
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NEHER SYSTEM
The Neher System for supplying Groundwater to Shahgunj Area was stopped and the water 
tower was demolished because of reducing groundwater table. Following the 1972 drought the 
authorities opted to invest in a supply from the Jayakwadi Dam & Reservoir.
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Micro History
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Tmeline
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Chronology Map

Building-Height Map
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Tourist Activities

Views through Site



Redevelopment of Shahgunj as a Socioeconomic and Cultural Hub Page 39

Building Typology Map

Open Space Structure Map



Redevelopment of Shahgunj as a Socioeconomic and Cultural Hub Page 40

Section Through Mosque and Clock Tower

Section Through Hazrat Nizamuddin Road

Section Through Sabzi Mandi

Site Sections
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Market Dynamics

Connectivity
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GANDHI PUTLA

STREET CHARACTER
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Activities through the day



Redevelopment of Shahgunj as a Socioeconomic and Cultural Hub Page 44

Movement
Vehicular and Pedestrian Density
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Ethnicities

Ownership
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Seasonal Activities

Religious processions 
of all ethnic group is 
taken through the 
site. These make 
the central heritage 
precinct important 
by making it a place 
of confluence of the 
three.

Procession Routes
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Microclimate Study
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Inferences
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C H A P T E R - 4

CASE STUDIES

Chandni Chowk, Delhi
Objectives
To study how redevelopment on a large scale effects 
a heritage precinct and the people associated with 
the place.
To study ideologies of the Architect to include historic 
essence in the project.

Pathergatti road, Hyderabad
Objectives
To study how redevelopment on a large scale effects 
a heritage precinct and the people associated with 
the place, , the issues that follow.
To study ideologies of the Architect to include historic 
essence in the project.

Orchard Street, Singapore
Objectives
To understand how a TDR could be done to create a 
public space.
To study placemaking strategies used for public 
integration
To study how pockets of public spaces can be 
connected along a road to increase commercialization

Redevelopment Projects
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Chandni Chowk Redevelopment, Delhi

Built by: Shah Jahan in 1650 AD
Redevelopment design by: Pradeep Sachdeva 
Associates
Executed by: Shahjahanabad Redevelopment 
Corporation (SRDC) 

Chandni Chowk is a historic market in Delhi. The 
market has evolved to where several different types 
of retailers, residents and religious ethnicities come 
together to celebrate the cultural tangibles.
The Chandni Chowk Road connects the Red Fort 
and the Fatehpuri Mosque linearly thus becoming a  
heritage precinct commemorative of its past.

Objectives
To study how an Urban Heritage precinct reacts to a 
massive change in its street character

To understand the ideologies of the Architect to 
enhance the historicity of the built forms

To take lessons from the Redevelopment project and 
its effects on the people associated



Redevelopment of Shahgunj as a Socioeconomic and Cultural Hub Page 51

Introduction - Landmarks
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Design Elements
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Charminar Pedestrianization Project, Hyderabad

Redevelopment Authority: Telangana Government
Architects: Vaastu Shilpa Consultants (Ahmedabad) in 1999 & Kshetra 
Consultants (Hyderabad) in 2007
Year: 2010 - Present

The Redevelopment plan was aimed at decongesting the Madina - 
Patergatti Road that leads to the pride of Hyderabad, the charminar. 
The project included conservation of Pathergatti Stone Arcade & the 
Four Kamans along with the Streetscape as the major components of 
the plan.
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Designed Sections
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Orchard Road Redevelopment, Singapore
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Project Aims:
To revive the publicness of Orchard Street
To bring back the very essence of the commercial market of the street
To make it greener like it used to be 
To give a unique identity and set an example for other commercial districts
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Traditional Market, Kolhapur
Objectives
To study connection between heritage and 
marketplace
To study how traditional markets can be translated 
to contemporary markets

Dandaji Market, Niger
Objectives
To study the connection between community and 
market place
To study the spatial layout of different spaces within 
a market

Dadad Market, Thailand
Objectives
To study the connection between community and 
market place
To study the temporality of market places and how it 
can be solved with a structure.

Aurangpura Mandi
Objectives
To study the connection between community and 
market place
To study the response of locals to the design of a 
market

Local Market Projects
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Traditional Market, Kolhapur
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Design Process
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Dandaji Market, Niger

Inferences
The plan its very linearly arranged, looking at the spatial analysis of the plan,  
the connectivity of the entrance with the shops from the right could have 
been given a plaza that would also overlook the apmphi theatre, it would be 
easier for wayfinidng. 
 
The second layer of shops could be relocated elsewhere so that each shop 
gets a clear view and direct connectivity to the amphitheatre.
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Dadad Market, Thailand

Inferences
Spatial Analysis 
Since there is a staggered plan there is no visual connectivity to the interiors, 
this can be confusing for someone new to the market 
 
The open spaces are not well connected, maybe the interior square boxes 
could be replaces, it would be easier for wayfinding 
 
All paths lead to cental court, since the other shops are staggered this could 
be an element of surprise for them
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Aurangpura Mandi, Aurangabad
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Mozzam Jahi Market, Hyderabad
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Jema el-Fna, Marrakech, Morocco
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Inferences
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Bowenpally Mandi, Hyderabad
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C H A P T E R - 5

CONCEPT DEVELOPMENT
The conclusions and inferences drawn out from Site Study and Case Study were 
analysed thoroughly. In the beginning of the design process, various maps and 
conclusions were drawn out from the literature study.
The following was a map that, based on the analysis in the previous sections of 
the report, was inferred and zoned according to various factors.
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Concept Drawings
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C H A P T E R - 6

DESIGN PROPOSAL

The progressive stages yet were studied, analyzed and creatively combined 
to a thinking process that led to the interventions that made the final design 
proposal. The proposal adresses the social, economic and cultural needs of the 
various user types, activities and the building typologies in the urban spatial 
structure of the precinct. 

Since it is an Urban Design and Architecture project, the various values, 
characteristics and dimensions of both were brought together on one platform  
to fully utilise the potential thresholds that the site had to offer.

The project has helped in creating an understanding towards the tangibles and 
intangibles that make a community and their wellbeing meanwhile developing 
and broadening pre-concieved design skills as an architecture student for public 
spaces and civic infrastructure with sensitivity towards socioeconomic dynamics.

The pages henceforth are the sheets that were presented during the final 
presentation. 

Please rotate the book/pdf  90° clockwise
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J U R Y  R E V I E W S

The jurors were impressed about the designing ability, skillset and amount of 

effort that was put into the formulation of the project. They were amazed to 

see how a project of such scale was achieved in just 14 weeks from study to 

finalization. 

The following points were mentioned by the jury that they found to be apposite 

to the site, users and context:

•     The loss of publicness and retrieval of publicness was very well revived 

through various third and fourth spaces

•     Redefining the clutter and traffic and introducing pedestrianization

•     Specific responses to specific situation, realism built into thinking. Did not get 

carried away by forms and dealt with the context well with no jargon buildings.

•     The was the site was stitched through the access routes and trails which 

showed both diversity and variety.

•     No excess functions were adjoined to the existing programs on site

•     All user types have been included and addressed well

•     The central spine has been creatively, symmetry, geometry of the space that 

the monument and city deserves to form a mental connection to the heritage

The critical reviews given by both jurors are as follows:
•     The platform of the sabzi mandi could have connected both sides of the 
roads
•     The traffic circulation through the site should have been more open to 

emergency vehicles giving them an easy access in case of urgencies
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