Bilag

HENVENDELSER
MODTAGET |
HORINGSPERIODEN

FORSLAG TIL LOKALPLAN
WILDERS PLADS 9-11

Haringssvar

Indkommet via Bliv Hart nr. 1-21 aNNy,
O :entlig hgringsperiode fra den 25. juni til den 22. september 2025. -* é ). c:(_
iNi
% ':.:-E.: 'S
= <3



Haringssvar opsummeret

lalt: 21 svar
Borger: 19
Virksomheder: 1
Medarbejdere: 1

Kgbenhavns Kommune

Svar afgivet pa vegne af andre: 4

4 af 107



Oversigt over hgringssvar

ID Indsendt af Virksomhed / P& vegne af Vejnavn Post nr. By Andret
organisation
1 Borger Prinsessegade 1422 Kgbenhavn K
2 Borger Mikkel Vibes Gade | 1417 Kgbenhavn K
3 Borger Dronningensgade 1420 Kgbenhavn K
4 Borger Sofiegade 1418 Kgbenhavn K
5 Borger Sankt Annee Gade 1416 Kgbenhavn K
6 Borger Strandgade 1401 Kgbenhavn K
7 Borger Segndre Fasanvej 2000 Frederiksberg
8 Medarbejder Christianshavns
Lokaludvalg
9 Borger Strandgade 1401 Kgbenhavn K
10 Borger Overgaden Neden 1414 Kgbenhavn K
Vandet
11 | Borger Christianshavns 1406 Kgbenhavn K
Kanal
12 | Borger Mikkel Vibes Gade | 1417 Kgbenhavn K
13 | Borger Ejerforeningen Strandgade 1401 Kgbenhavn K
Strandgade 48
14 | Borger Prinsesse Maries Wildersgade 1408 Kgbenhavn K
Hjem for Gamle
Semeend og
Sgmeends Enker
15 |Borger Wildersgade 1408 Kgbenhavn K
16 Borger Wildersgade 1408 Kgbenhavn K
17 | Borger Andreas Bjgrns 1428 Kgbenhavn K
Gade
18 Borger Krystalgade 1172 Kgbenhavn K
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19 Borger Wildersgade 1408 Kgbenhavn K

20 |Borger Overgaden Oven 1415 Kgbenhavn K
Vandet

21 | Virksomhed/ SOMANDSFORENINGHNsgmandsforeningen Wildersgade 1408 Kgbenhavn K

organisation

AF 1856

af 1856
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Haringssvar vedrgrende: Wilders Plads 9-11 - forslag til lokalplan

Svarnr.: 1 Borger

Vejnavn: Prinsessegade
Postnr. og by: 1422 Kgbenhavn K

Haringssvar:
Det vil veere trist at ogsa denne del af det gamle christianshavn skal fiernes.

Svarnr.: 2 Borger

Vejnavn: Mikkel Vibes Gade
Postnr. og by: 1417 Kgbenhavn K

Hgringssvar:

Omradet Wilders Plads 1-15 er et af de mest bevaringsveerdige miljger pa Christianshavn, og
isaer bygningen Wilders Plads 11 bidrager hertil. Denne bgr derfor bevares. Endnu en arsag
hertil er, at bygningen er valgt som Byens Sjeel.

For savidt angar bygningerne pa Wilders Plads 9, kan man diskutere. At erstatte disse med
en 4 etagers bygning vil dog ... uanset hvor meget den nye bygnings facadeudtryk matte
veere i trad med lokalplanen ... gdeleegge det samlede udtryk. Der bgr maximalt bygges i
hgjde som hgjeste eksisterende bygning pa Wilders Plads 9, sa hgjden ikke overstiger
omkringliggende bebyggelse.

Svarnr.: 3 Borger

Vejnavn: Dronningensgade
Postnr. og by: 1420 Kgbenhavn K

Hgringssvar:

Bevar de fine bygninger! Benyt dem via nyindretning og ikke nedrivning. Christianshavn har
et seerligt look og dermed en seerlig atmosfeere som fortjener beskyttelse. Mvh Mads
Rasmussen

Svarnr.: 4 Borger

Vejnavn: Sofiegade
Postnr. og by: 1418 Kgbenhavn K

Hagringssvar:

Jeg synes, at det er et meget fint forslag, som vil understgtte det fine miljg langs kanalen og
tilfare nye aktiviteter til en grund, som pa nuveerende tidspunkt fremstar uden synlige
aktiviteter og forfaldent

Svarnr.: 5 Borger

Vejnavn: Sankt Annee Gade

Postnr. og by: 1416 Kgbenhavn K

Haringssvar:

Haringssvar vedrgrende forslag til lokalplan for Wilders Plads 9-11

Jeg skriver som forsker med speciale i byrum og atmosfeerer, med saerlig interesse for,
hvordan omgivelser pavirker menneskers oplevelse og brug af steder. | forbindelse med
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etnografiske studier har jeg i perioden 2020...2025 foretaget feltarbejde i omradet omkring
Wilders Plads 9-11. Studierne viser, at bygningernes skala, de abne mellemrum, sollyset,
fravaeret af trafik og naerheden til vand spiller en afggrende rolle for omradets stemning og
veerdi som opholdssted.

Jeg vil derfor udtrykke min bekymring over forslaget om at nedrive bebyggelserne pa
Wilders Plads 9-11 og erstatte dem med nye og hgjere bygninger. Omradet udger et
enestaende kulturmiljg, hvor bygninger, kanaler og pladser tilsammen skaber en szerlig
atmosfeere, som er bade stedsspecifik og veesentlig for hele bydelen.

Bygningerne indgar i en harmonisk helhed med deres omgivelser og bidrager vaesentligt il
Christianshavns identitet. Den lave skala, det solrige kajrum og de visuelle kig til og fra
kanalerne skaber et byrum, der er karakterfuldt og anvendt til rekreativt ophold ... noget, der
er sjeeldent i en teet by som Kgbenhavn.

Jeg opfordrer derfor til, at bygningerne pa Wilders Plads 9-11 opgraderes i
bevaringskategori, fredes og restaureres, sa deres arkitektoniske og kulturhistoriske veerdi
bevares for eftertiden.

Min forskning har vist, at netop sddanne omgivelser ... med lav bebyggelse, historiske
bygningselementer, grgn beplantning, sollys og ro ... er afggrende for, hvordan borgere
bruger og veerdsaetter byens rum. Flere af de egenartstreek, som lokalplanen selv fremhaever
risikerer at ga tabt ved en realisering af projektet.

Jeg haber derfor, at Kgbenhavns Kommune vil revurdere nedrivningsplanerne og i stedet
beskytte dette unikke miljg som en del af byens feelles kulturarv.

Litteraturhenvisninger:

Minster, M. B. (2025). Neighbourhood Consumption. | The Future of Retail and Service
Design. Routledge. https://library.oapen.org/handle/20.500.12657/102972

Munster, M. B. (2024). Adaptive Reuse: Atmospherics in Buildings Repurposed as Coffee
Shops. Sustainability (Switzerland). https://www.mdpi.com/2071-1050/16/4/1585
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new occupants’ requirements to the conditions of existing spaces. He suggests renovaion 44
as a backup preference and recommends extading buildings—for example, by adding 45
extensions or new stories—as a third option. According to Kuittinen, co nstructing new 46
buildings should be a last resort. To avoid construction, collaboration between clients, 47
designers, constructors, and building and planni ng authorities is essential [4,5]. Moreover, 48
alternative uses and users for existing spaces should be explored. Ideally, Kuittinen 49
suggests, clients’ initial briefs should never state whether renovation or construction is 50
required. Instead, designers and developers should begin any project by exploring 51
alternative options for fulfilling spatial needs and identifying relevant use rs for existing 52
spaces. 53

The retail and hospitality sectors are known for stipulating specific spatial 54
requirements regarding the buildings that host their businesses. Retail and hospitality 55
projects, such as stores, cafés, and restaurds, are known to be particularly resource- 56
intensive [6]. Their interiors often have short lifespans, ranging from a few days for 57
exhibitions and pop-up shops to a few years for stores or restaurants. Additionally, they 58
often have significant technical and operational requirements for the spaces in which they 59
operate [7]. This sector is also intensely competitive, placing a strong focus on aesthetics 60
and the deliberate use of atmospheric components to attract and retain customers [8,9]. 61
Consequently, stores, cafés, and restaurants ofta change their interiors to remain relevant 62
[7]. This creates tension between the objectives of commercial servicescapes and the 63
growing imperative for sustainable practices [6,10]. 64

Establishing new stores in old buildings addresses sustainability goals while 65
simultaneously offering aesthetic benefits. In harmony with the current trend toward 66
industrial-style design, abandoned industrial buildings are being redeployed for v arious 67
purposes to great effect. As one researcher put it, “No longer is seedness ugly, it is now 68
a sign of authenticity” [11] (pp. 727). This trend is observable in various parts of the world. 69
In Copenhagen, for example, the former meatpacking district has been transformed from 70
a collection of slaughterhouses into a cultural hotspot with restaurants, stores, art 71
galleries, bars, nightclubs, and cafés [12]. Elsewhere in the city, Villa Copenhagen occupes 72
a former post and telegraph office, while Hotel NH Collection resides in the former 73
headquarters of shipbuilder Burmeister & Wain. Many of these buildings have been 74
renovated so extensively that the old and new features are barely separable. But there are 75
also projects with less-extensive changes tahe existing structures—projects in which the 76
building is reused largely as it is. For example, coffee shops have opened inremote, 77
abandoned buildings with minimal changes to the existing structures. Such shops give 78
new life to abandoned buildings and often to the surrounding areas, thereby becoming 79
excursion destinations for tourists and residents alike [13,14]. 80

Opening stores in existing buildings not originally intended for commercial use 81
could accelerate the paradigm shift described by Kuittinen. However, this approach isat 82
odds with how many businesses currently design their shops—by demanding specific 83
features in the spaces theylease rather than adapting their needs to existing spaces. 84
Therefore, this approach may create difficulties for the stakeholders involved in store 85
implementation. Furthermore, repurposing buildings not originally design ed as stores 86
raises issues regarding government control, restrictions on physical adaptation, and lack 87
of technical installations, which can make businesses hesitant to adopt this approach 88
[7,15]. 89

Most research on repurposed buildings has been based on expert evaluations; few 90
scholars have investigated how user perceive these environments. Furthermore, most 91
studies have focused on repurposing buildings that are listed as worthy of p reservation 92
or protected by authorities, while non-listed buildings have received less attention [16,17]; 93
few researchers have examined the repurposing of buildings for commercial purposes [18] 94
or the atmospheric effects of repurposed buildings on consumer experience. This indicates 95
a need to explore the opportunities and benefits of repurposing buildings, which may be 96
absent in conventional commercial constructions. 97
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To fill this gap, this paper investigates the emergence of coffee shops in buldings
originally intended to serve other purposes. We also seek to inform and inspire
stakeholders in retail and hospitality regarding the possible benefits— beyond improved
sustainability—of locating stores in repurposed buildings. This study do es not focus on
environmental benefits but takes them as a starting point for a necessary paradigm shift.
We identify factors beyond sustainability that storeowners and consume rs describe as
valuable in the context of a specific type of store: coffee shops in Copenhage. The
aesthetic and experiential virtues of this small category of stores are discussed in the hope
of inspiring retailers, storeowners, policymaker s, designers, and developers to explore the
potential of using old buildings for new purposes. Thus, this study is guided by the
following question: What benefits, apart from sustainability promotion, can repurposed
buildings now used for coffee shops create for contemporary users in Copenhagen?Based
on observations and interviews, old and new atmospheric components are identified, and
four themes characterizing the atmospheres that arise through the combination of these
components are outlined: capacious and accommodating environments, uniqueness,
synergy between old and new, and appealing neighborhoods. Finally, we show how thes e
atmospheres impact user responses, such adingering, revisiting, sharing narratives,
influencing neighborhood development, and building communities.

2. Background
2.1 Strategies for the Adaptive Reuse of Buildings as Stores

As an alternative to the production—consumption paradigm dominant since the
industrial revolution, and as a solution to the challenges this paradigm has created, the
circular economy (CE) has been proposed as an approach that is “restorative and
regenerative by design and aims to keep products, components, and materials at their
highest utility and value at all times” [19] (pp. 2). A CE decouples economic g rowth from
resource consumption by keeping materials in circulation. When appropriately
implemented, a CE offers a means of reduchg reliance on material extraction as a
condition for maintaining our current way of life [20]. The rubric of the three Rs—red uce,
reuse, and recycle—is considered a core principle in the CE [21]. In the construction
industry, efforts are underway to develop ma terials and systems that can be reused and
recycled. However, research suggests that our environmental challenges, coupled with
urbanization and a growing population, are so significant that a fully circular economy
might actually be impossible [4,22]. Recent studies reveal that urgent action is needed to
achieve rapid and substantial reductions in global carbon emissions and to develop robust
strategies for addressing climate-related events. Consequently, scholars suggest avoiding
new construction and using existing spaces as they are [4].

Brooker and Stone outlined three strategies for building renovation: intervention,
insertion, and installation [23]. These strategies, originally formulated t o describe the
adaptive reuse of heritage buildings, ignore retail stores. However, Plevoets and Van
Cleempoel applied these strategies to retail projects, thereby highlighting their relevance
in this context, and added a fourth category: “confirmation” [24]. In the first strategy,
intervention, the existing building is transformed such that it can no longer exist
independently of the store. The old and new become inextricably intertwined. In the
second strategy, insertion, new and autonomous elements are installed within the
confines of the existing building, but their dimensions are dictated by the existing
structure—the new elements are built to fit the existing space. In the third strategy,
installation, the old and new elements remain independent. New elements are placed
within the boundaries of the old building. Th e design or arrangemert of these elements
may be influenced by the existing structure, but the fit is not exact. Should the installation
be removed, the building would revert to its original state. This strategy req uires few or
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no new construction materials, and if the tenant leaves the space, the furniture and
decorative elements can often be reused elsewhere if not custom-made for the site. In the
fourth category, confirmation, the new owner takes over an existing shop as it is, with the
existing fixtures, and reuses the shop to sél new products. Projects that adopt the third
and fourth strategies can, depending on how they are managed, be accomplished with
minimal resource consumption. Thus, these approaches come closest to Kuittinen's
recommended strategy: using available spaces by adjusting users’ needs to fit them [4].

2.2 Atmospherics in Store Design

It is widely acknowledged that our physical surroundings affect us emotiona lly in
diverse ways and shape our perceptions of objects and experiences therein [25-27]. In
1973, Kotler began to explore the subtler aspects of service environment design, drawing
attention to what he called “atmospherics,” to describe “the conscious designing of space
to create certain effects in buyers” [8] (pp. 51). Kotler believed that a store’s atmosphere
can be even more important than the product, particularly in industri es in which price
differences are very small. Following Kotler, diverse scholars have studied the spaces in
which products are bought or consumed [9,28-31]. These studies frequently employ
Mehrabian and Russel's stimulus—organism—response (S-O-R) paradigm, which
originated in environmental psychology (see Turley and Milliman, 2000, pp. 193), to
explore how sensory stimuli (S), such as lighting and color, influence consumers'
emotions and assessments of the consumption environment (O), affecting aspects such as
pleasure and leading to subsequent behavioral responses (R), such as spending behavior
or dwelling time.

Turley and Milliman [9] identified 57 atmospheric variables—or components, as we
call them—that influence consumers. They divided them into five categories: human,
exterior, general interior, layout and design, and point-of-purchase and decoration. Since
variables such as location, architectural style, surrounding area, and spatial design and
allocation are included in these categories, it is reasonable to conclude that a repurposed
building can influence the atmosphere of the shop it hosts.

While Turley and Milliman’s table of variables summarizes the elements of store
design, it does not indicate how individual variables are assessed. However, Rafaeli and
Vilnai-Yavetz [32] proposed a framework fo r evaluating atmospheric variables based on
instrumentality, aesthetics, and symbolism. Instrumentality refers to the function of the
element, aesthetics pertains to its form and appearance, and symbolism alludes to the
meaning or significance that users attribute to the element. These three dimensions have
been used to provide conceptual frameworks for several studies on atmospheric
components and their impacts on users [33,34].

2.3 Design and Atmospherics $tores in Repurpsed Bildings

Reusing and reinventing existing spaces are key objectives for many contemporary
designers [35]. While there is extensive research on the synergies between historic
buildings and sustainable design, the attention to these synergies in interior and retail
design has been limited in scope [7,10]. Tucker advocated for a stronger relationship
between historic preservation and sustainability in interior design. She encourages
designers to draw inspiration from existing contexts and emphasizes that history can
serve as a valuable source of information and inspiration for designers [10]. Even less
research is available on store design in repurposed buildings [7]. Plevoets and Cleempoel
argue that retailers often adopt a problem-based approach to dealing with heritage
buildings. However, an opportunity-based approach holds significant pote ntial for
retailers and designers since the design quality, materials, structures, and atmospheres of
heritage buildings can make them timeless and adaptable across generations and
purposes. The design of such buildings can inspire contemporary storeowners and
designers to look beyond fleeting trends and create spaces that transcend time while
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captivating new occupants [7,36]. Plevoets and Cleempoel describe how certain retailers 202
can leverage the historic buildings they occupy, using both tangible aspects, such as 203
physical characteristics, and intangible aspects, such as narratives and atmospherics, to 204
distinguish themselves from others [7]. Kent explained that architecture can be a means 205
for retailers to create unique experiencesin both new and repurposed buildings [36]. 206
Regarding reuse, he highlighted the importance of a rich, deep dialogue between the old 207
and the new—one that integrates and expresses each site’s history. Kent calls for further 208
research on the connection between the newand the old, including store environments 209
and atmospherics. 210
3. Methods and Analysis 211
3.1 Research Approach 212
Given the study’s exploratory nature, a qualitative approach was adopted [37,38] to 213
understand the rationales behind store locations and redesigns and assess their impact on 214
users. Our interest spanned spatial designs and user experiences, leading us to adopt a 215
multi-methods approach that encompassed observations, media documentation, and 216
semi-structured interviews. 217
The shops were first identified based on media documentation and field observations 218
(see Section 3.3). Place and environment observations [39] and participant observations 219
[40,41] were then conducted (Section 3.4), followed by 26 on-site semi-structured 220
interviews with store representatives and consumers (Section 3.5). The observations and 221
interviews were conducted between April 2022 and October 2023. 222
Allowing subjects to express their thoughts, intentions, and actions in their own 223
words provides insight into how they experience and derive meaning from spaces rather 224
than merely documenting specific responses or their frequency [38]. We adopted an 225
inductive approach, which fosters the discovery of new concepts rather than reinforcing 226
existing ones and avoids imposing predetermined constructs or theories on informant 227
responses [42]. 228
This approach allowed us to identify the factors that new occupants find valuable. 229

By asking specific questions about atmospherics, we could determine which components 230
in repurposed buildings contribute to their perceived value. Prompting informants to 231
reflect on the differences between a café in a repurposed building and other 232
establishments indicated that repurposed buildings have virtues that conventional 233
commercial constructions lack. 234
By combining on-site semi-structured interv iews with field observations, we could 235
pinpoint the atmospheric components mentioned by informants and observe users’ 236
behavior in the spaces chosen. This helped us develop a holistic understanding of he 237
environments rather than studying their comp onents in isolation. To control outcomes, 238
many studies of atmospherics have examined the relationships between a single 239
atmospheric component or a few components and a certain outcome. However, 240
atmospherics are experienced holistically. Each component is part of a complex fabric, and 241
its effect depends on its interplay with other components. Researchers increasingly 242
advocate for a holistic approach to studying atmospherics [43,44]. 243
244

3.3 Case Selection 245
To identify all cafés in repurposed buildings in Copenhagen, social media posts, 246
websites, and articles were studied to identify cues in text and photos that would indicate 247
that the café was located in a building not originally intended for commercial use . 248
Casual observations [39] were conducted for the locations identified, and the 249
surrounding neighborhoods were explored to identify other potential cases. We started 250
conversations with locals and staff members, expressing interest in identifying cafés in 251
repurposed buildings. The city’s tourist agency, Wonderful Copenhagen, was also 252
contacted. 253
21 af 107
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Using this snowball method, cafés in repurposed buildings were identified. S hops 254
about which uncertainty existed regarding whether the original building wa s intended 255
for commercial use were excluded. 256

Cafés were found in many old buildings in the city center. If the ground floors of 257
these buildings were always intended for commercial use, they were excluded. However, 258
shops in industrial buildings in older, mixed-use residential areas neart he city center were 259
included, as their original purpose was not commercial but industrial use. 260

Only cases in which we could confirm through media documentation and 261
conversations with locals that the building’s original purpose was sign ificantly different 262
from its use as a coffee shop were included.Using this approach, we identified 21 coffee 263
shops in repurposed buildings (Figure 1). The names of the cafés and the original 264
purposes of the buildings are listed in Table 1. 265

266
Figure 1. A map depicting the cases studied: coffee shops in repurposed buildings in Copenhagen 267
(created by the author). 268
3.4 Place and Participant Observations 269

Observational research methods can be employed to study both people and physical 270
environments [39]. Observations of all 21 shops were conducted, with a focus on 271
observing each place’s location, building, interior, and participants. 272

In the place observations [39], the focus was on atmospheric components. The table 273
of atmospheric variables created by Turley and Milliman [9] was used as a guideline to 274
ensure that attention was directed toward the components known to influence 275
atmospheres in shops. These observations provided insights into the character of each 276
place. Additionally, studying surfaces and materials provided some indication of the 277
remodeling strategies employed in each case. 278

The participant observations revealed how each place was used and how the users 279
behaved, including their activities. The focus was on identifying which areas of the shops 280
were most used, which seats were most frequently occupied, and how guests interacted 281
in the space and with the design features. Additionally, these observations enabled casual 282
interviews with staff and customers and helped identify interviewee s. 283

To counteract the risk of reanimating old habits or developing selective and 284
predetermined ways of seeing the environments [41], all shops were visited several times 285
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at different times of the day and different days of the week by at least two researchers. 286
Field notes were taken during the observational visits, and photos and videos were 287
captured both inside and outside the shops. 288
Case # Name of the coffee shop Original Purpose
#1 Absalon Church
#2 Badklubben Car repair shop
#3 Café Sandg Office
#4 Coffee Collective Factory
#5 Coffee Collective (in telephone kiosk) Telephone booth
#6 Flere Fugle Garage
#7 Hart Meersehuset March house
#8 H15 Freight terminal
#9 Kafferiet Pavilion
#10 Kampot at The Audo Merchant house for shipping
#11 Kanalhuset
23 af 107



Bilag 9 af 10 for Svarnr. 5:
7_2024.pdf - Side 8 af 34

20250716T21-44 sustainability-2585078_Final February

Sustainability2023 15, x FOR PEER REVIEW 8 of 34
315
316
Case # Name of the coffee shop No. of interviews with No. of interviews
store representatives with customers
#1 Absalon 1 (Manager) 2
#2 Bédklubben 1 (Partner) 2
#4 Coffee Collective 1 (Construction project manager) 3
#6 Flere Fugle - 2
#12 La Banchina 1 (Founder & owner) 2
#13 Lille Bakery - 3
#14 Prolog Coffee Bar 1 (CEO & co-owner) 3
#19 Béden 1 (Co-owner) 3
26 interviews in total 6 20
317
Table 2. The shops in which the 26 semi-structured interviews were conducted. 318
319
320
For the customer interviews, patrons were randomly approached in the stores and invited 321
to participate in a study on in-store experiences. Those who agreed to participate were 322
first asked to share information about their café habits and reasons for visiting that specific 323
café. They were prompted to describe what they liked about the café environment and 324
identify atmospheric components that caught their attention. We also sought comments 325
on their awareness ofthe building’s history and how it influenced their experience. This 326
approach enabled the respondents to expresgheir thoughts and experiences in their own 327
words. These interviews lasted between 4 and 15 minutes. Twenty-six interviews were 328
conducted: 20 with customers and 6 with store representatives (Table 2). 329
330
3.6 Data Analysis 331
The interview transcripts, images of the shops, and field notes were analyzed using 332
NVivo. Initially, the data were carefully reviewed, terms and codes were applied, and a 333
comprehensive compendium of categories was compiled [38]. We then identified 334
similarities and differences between these cateyories and structured the data accordingly. 335
The data structure that best fit the topic consisted first of individual atmospheric 336
components and then of groups of components under themes that described the 337
holistically perceived atmospheres. Afterwards, observed and expressed consumer 338
responses were linked to these atmospheric chaacteristics. To explain how an atmosphere 339
was created through the combination of components from the original building and new 340
features added with the coffee shop, these components were classified as old or new. 341
Additionally, following Turley and Milliman tables of atmospheric component s [9], we 342
categorized the components as interior or exterior. In this process, human variables were 343
excluded, as the study focused on the physical environments and not staff and consumer 344
characteristics. The general interior, layout and design, and point-of-purchase and 345
decorative variables were combined into the “interior” category. These atmospheric 346
components can be equated with sensory stimuli (S) in the S—O—-R modé[9]. Relationships 347
were then built with descriptions of the perceived atmospheres, which can be equated 348
with the organism (O) in this model. Finally, we determined how the emerging them es 349
might help explain users’ responses (R) to the shop environments (Figure 2). 350
351
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352
353
354

Stimuli (S) Organism (O) Response (R) 355

356

Figure 2. A perceived atmosphere is created through the combination of old and new components, 357
which can be interior or exterior. These atmospheric characteristics impact users’ respnses. 358
359

360

Three researchers familiar with the study analyzed and interpreted the data. When 361
agreement on terms or connections was lacking, the data were revisited and discussed 362
until a consensus was reached. Presenting bth informant and researcher perspectives 363
offers a qualitatively rigorous demonstrat ion of the connections between data and 364
emerging terms, themes, and responses [38].This iterative process involved multiple 365
rounds with ongoing adjustments to the organization of the components, atmospheres, 366
themes, and responses. Initially, adjustments were made through manual sketching, and 367
subsequently—as discernible paterns emerged—through digital sketching, ultimately 368
yielding the data structure presented in Tables 3 and 4. 369

4. Presentation of Findings 370

In this section, the virtues of coffee shops in repurposed buildings (apart from 371
sustainability promotion) are presented. The first column of Table 3 shows interior and 372
exterior atmospheric components further classified as either old (meaning originally 373
present in the building before the café was implemented), or new (meaning added with 374
the café). The second column presents tle perceived atmospheres created by these 375
components. 376

Table 4 repeats the perceived atmospheres in the first column, but this time, they are 377
categorized according to first-order themes (second column) and then divided into four 378
aggregate themes: capacious and accommodating environments, uniqueness, synergy 379
between old and new, and appealing neighborhoods. Only themes that could be 380
attributed to the café’s presence in a repurposed building were included . For example, we 381
excluded the theme of “a welcoming atmosphere,” which some users referred to, since it 382
was not possible to argue that the welcoming feeling was related to a synergy between 383
old and new components. 384
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ATMOSPHERIC COMPONENTS

PERCEIVED ATMOSPHERES

(CREATED BY ATMOSPHERIC COMPONENTS)

INTERIOR

OoLD

NEW

x The building features high ceilings, large
windows, and spacious interiors

xNot too crowded

xLess noisy than in commercial areas

xLess crowded than in commercial areas

xOld building structure preserved

xFloors/surfaces preserved

x Objects preserved (such as ceramics

produced by former occupants)

x Spacious café area

xAdded activities beyond coffee
consumption

xThe café has various seating options

xVisible old and new elements

xOld surfaces preserved for functional or
decorative purposes

xOld components used as decorations

xInstallation of new furniture and
equipment in existing settings

x Preservation of existing structures:

installation over intervention

x The cafés in former industrial buildings are often spacious

xThe café is welcoming, and customers stay longer than expected
xThe café is a versatile gathering spot for all ages and families
xThe café is flexible, hosting work, study, events, and socializing
xThe place is different than other cafés/has its own character

xThe place feels authentic

xItis fun to introduce the place to others

xItis a “hidden gem” (not known to everyone)

xResonance of heritage: captures the atmosphere of the former use

x Peaceful and quiet environment

EXTERIOR

OoLD

NEW

x Industrial buildings or other buildings
with significantly different former uses

x Facades with large windows/doors

xModerate building density

x Less traffic than in the city center

x Visit-worthy surroundings/location

xLocation outside the commercial district

x Spacious, sunlit areas

x Lighting, signage, and outdoor furniture
attracts customers

xOpenness between interior and exterior

x Seats offering a view of the surrounding
area

x Installation of outdoor seating area

X Location and outdoor arrangement encourage spending time outside the shop
xAppealing/pleasant/interesting destination

x Remote yet rewarding neighborhood

x Integrates the local character and existing community

x Presence of stories about the building’s history

X The environment highlights the former use

xFacade design based on the origir

reuse of windows, roller shutters, doors

xBuilding: its/surfaces makes you feel a touch of the past.

xPeaceful and quiet surroundings

Kgbenhavns Kommune

Table 3: Data structure, Step 1. In the first column, the atmospheric components we identified are

classified as either interior or exterior and old or new. In the right column, the atmos pheres resulting
from the mix of old and new components are listed. These descriptions of atmospheres are carried
over to the first column in Table 4, which completes the data structure.

389
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394
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409
410
411
412
PERCEIVED ATMOSPHERES FIRST-ORDER AGGREGATE CONSUMER
(CREATED BY ATMOSPHERIC COMPONENTS) THEMES THEMES RESPONSES
The cafs in former industrial buildings are often spacious
Peaceful and quiet environment Spaciousness Capacious/
The café is welcoming, and customers stay longer than expected Accommodating
. xLingering
The café is a versatile gathering spot for all ages and families Environment
Multifunctionality . X
The café is flexible, hosting work, study, events, and socializing xWorking/Studying
The place feels authentic g
Authenticity xSocializing
The place is different than other cafés/has its own character
Uniqueness xRevisiting
It is fun to introduce the place to others
Distinctiveness . X
It is a “hidden gem” (not known to everyone) xSharing Narratives
Buildings/elements/surfaces makes you feel a touch of the past xInfluencing
Traces of the Past Neighborhood
Resonance of heritage: captures the atmosphere of the former use eighborhoof
Synergy Between Development
The environment highlights the former use
Presence of Narratives Old and New xBuildin
Presence of stories about the building’s history 9 -
Communities
Integrates and embraces the local character and existing communty
Locati 4 outd ding de the sh Local Integration xNeighborhood
ocation and outdoor arrangement encourage spending time outside the shop Consumption
Appealing//interesting destination Appealing
Remote yet rewarding neighborhood Inviting Surroundings Neighborhood
Peaceful and quiet surroundings

Table 4: Data structure, Step 2. The first column shows the perceived atmospheres (defined in Table 413
3). As some of these atmospheres are both interior and exterior, they are organized hematically. 414
The themes in the middle columns articulate categories of design features, while the rightmost 415

column presents consumer responses resulting from the perceived atmospheres. 416
417
5. Presentation and Discussion of Themes 418

In this section, the themes identified and corresponding user responses are presented 419
and discussed. The four aggregate themes serve as headings in the presentation of the 420
findings: Section 5.1 reports on capacious and accommodating environments, 5.2 on 421
uniqueness, 5.3 on the synergy between old and new, and 5.4 on appealing 422
neighborhoods. The first-order themes serve as subtitles. In addition, the remodeling 423
strategies identified are discussed separdely in Section 5.3. We discussed whether 424
remodeling strategies should have their own subsection at the beginning or end of this 425
section, but we concluded that the presentation and discussion of remodeling fits well 426
within Section 5.3, as this synergy is precisely what the remodeling process creates in 427
practice. Therefore, we decided to introduce a subsection on remodeling strategies at the 428
beginning of Section 5.3 to lay a foundation for understanding and transitioning to the 429
following sections. 430

Kgbenhavns Kommune 27 af 107



Bilag 9 af 10 for Svarnr. 5:
7_2024.pdf - Side 12 af 34

20250716T21-44 sustainability-2585078_Final February

Sustainability2023 15, x FOR PEER REVIEW 12 of 34

Kgbenhavns Kommune

All the themes overlap in some respects. However, we have attempted to describe 431
them separately wherever possible. The subtheme“local integration” could fit in Sections 432
5.3 or 5.4, but it is introduced in Section 5.4 (“appealing neighborhoods”). 433

The responses are listed in the last column of Table 4. As the responses also overlap 434
across different themes, the responses are highlighted in bold and italicized rather than 435
described separately. This was done to make the descriptions of the themes more cohesive 436
and avoid the repetition associated with listing responses separately. 437

Original quotes from the informants and photos are used to provide examples of the 438
links between atmospheric components and perceived atmospheres. The rationale for 439
presenting both quotes and images derives from differences between user perceptions of 440
the atmospheric components and of the holistic atmospheres. Interviewees tended to 441
describe the atmosphere in their café holistically to the point that they found it diffic ultto 442
describe or account for individual atmospheric components. Even when asked to mention 443
specific components that created or contributed to the atmosphere, many struggled to 444
answer, referring instead to an overall “vibe.” They used adjectives such as “nice,” “cozy,” 445
“welcoming,” or “comfortable,” often in connection with the word “vibe.” For example, 446
“Yeah, it has a modern, open vibe to it,” or “It has a bit of a hipster vibe.” By presenting 447
both photos and user expressions, we aim to provide a holistic representation of the 448
environments while suggesting how these atmospheres are created by specific 449
components. 450

451
5.1 Capacious and Accommodating Environments 452

Most of the shops were in former industrial buildings outside the busier comme rcial 453
districts, and these premises were larger than those available in the city center. The data 454
demonstrate how such spaciousness shapes users’ perceptions of a welcoming 455
environment that facilitates prolonged stays and accommodates additional activities 456
besides drinking coffee. 457

458
5.1.1 Spaciousness 459

Spaciousness was commonly mentioned in reference to both outdoor seating areas 460

(Photo 1) and interiors (Photo 2) as a source ofpleasure: 461
a lot of spaceThe ceilings are high. Like, you can breathe.” 462

Exteriorly, some mentioned views of the surroundings and outdoor areas: “There is 463
a big window area where you can sit and look out over the water,” and “I prefer a place 464
where you can also sit outside. And they have a lot of space, so you can be sure that you 465
find a table . . . Sometimes in cafés, they only have, like, two or three tables outside. So, 466
it's very nice to know that they have a big terrace.” 467

Interiorly, some referred to specific architectural elements, such as windows or the 468
height of the room. For example, “The ceiling, it's pretty high compared t o other places,” 469
and “There is a big window area where you can sit and look out over the water.” 470

Others referred to spaciousness as pleasant because it is less crowdedWhat | like 471
about it is that it is actually quite spacious. This is what | realized in other ca fés that | went 472
to, because | went to some that were very, very, tiny, very crowded, very loud, and very 473
noisy. It was not a nice atmosphere to just chill and just be. So, | think it is really nice here 474
because one has so much space.” 475

476
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Photo 1. An example of a large outdoor seating area outside a café in an industrial building. The 478
seats are arranged so that customers can overlook the neighborhood, while plants and awnings are 479
used to frame the outdoor seating area. Large windows and doors create a seamles transition 480
between the café’s interior and exterior. 481

Photo 2. An example of a spacious interior. The building’s high ceiling has been preserved. On the 483
back wall, the room’s height is complemented by new full-height curtains and large, decorative 484
branding elements. Within the space, large pendant lights are suspended, and plants are aranged 485
on ledges. These new additions help create intimacy in an otherwise very large room. 486

Many interviewees explained how they tend ed to stay longer in the café than 487
expected because they felt that the spaciousness encouragelingering: “One of the things 488
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about this place is that, of course, there is a café, but it is spacious enough, so it's ok that
you just camp here and do your thing for whatever time. It's great,” and “You can just do
whatever you want. You can leave after five mi nutes, or you can sit here for a long time.

| think it's a really comfortable place.” Ot hers expressed how the pleasant atmosphere
made them forget about time: “We planned to be here for like an hour and then go
climbing. But then we've been here for like three hours, four hours now, so | don't think
we will go climbing anyway. Yes, we are on our second round now.” Another inf ormant
said that had she visited another place, she might not have stayed as long.

Storeowners explained that they did invite people to linger: “You should feel like it's
your extended living room.” They pointed out that customers use the cafés for various
purposes, such assocializing , working , and studying . However, some also expressed that
they did not want people to use the shop as a home office only—"We don’t want this place
to just be an internet café because it's not very social’—thereby differentiating between
people who come to work alone and those who come for group work: “Study groups, for
example . . . That's nice that, instead of being at university or at someone’s home, they
decide to come here to work in a group.” They also mentioned that if the venue was
suddenly full of people sitting and working with headsets on, they would have to do
something about it. Another store representative said that they welcomed customers who
want to work as long as they also contribute to the social atmosphere of the café.

5.1.2 Multifunctionality

In several cases, informants mentioned that spaciousness let them engage in
additional activities apart from drinking coffee as a motivation for visiting the specifi ¢
café. They mentioned individual activities, such as working or studying, as well as
socializing through activities such as partying, music bingo, readings, workshops,
concerts, yoga, and weekend markets.

When describing their reasons for using the cafés to work or study, informants
pointed out that it felt acceptable to stay longer and use the location, largely due to the
spaciousness: “It's obvious that people use this as a flexible workspace in the day hours.
It's great,” and “There's not a lot of flexible, free spaces in the city, and | like the
community feeling of it.”

A sense of socializing and community building was mentioned in several
interviews. Some explained how they attended events planned by the café or the
community: “It's a great place . . . It's also very versatile. So, in the evening, it becomes
more, sort of a community place—like, a cultural spot to go where people go for concerts.
We were actually here last night for a poetry reading. | like the diversity of it, " the
participant said, indicating that added activities encourage revisiting a place. Several
interviewees referred to an inclusive atmosphere that attracts people from different age
groups: “There are people who have retired and hang with friends. There are peo ple with
babies, like mgdregruppgmom’s groups] . . . and people who do yoga . . . Everyone is
welcome.”

We also recorded testimonies demonstrating how added activities might facilitate
meeting new people: “I got to talk to some really cool people that | would not have gotten
the chance to know otherwise.” Social interactions were also observed during the
participant observations. The layout of the seats, particularly outdoor seats, was often
arranged so that seated guests could interact with arriving guests or passersby (Photos 1,
3).
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537
Photo 3. This café, located in a former garage, features a large opening in the form of a garage dog 538
allowing for a seamless transition between the outdoor and indoor areas. Indoors, the tables are 539
smaller, creating a more intimate space, while outdoors, the long tables invite guests from different 540
parties to sit together. For events that require a performance, the benches and tabés are moved to 541
the side to make room for a stage in the center. 542

Our observations revealed that the more spacious cafés could often offer comfortable 543
lounge chairs, dining chairs, stools, and benches. Some store owners also mentioned that 544
spaciousness allows for multiple seating options: “We have space for people to bring 545
children and dogs, and we also intend to accommodate older individuals, for example, by 546
having some comfortable armchairs,” a store owner said. Additionally, baskets with 547
blankets, toys, water bowls for dogs, books, and children’s bikes were observed at 548
numerous cafés (Photo 4). 549

Most furniture was movable and could be arranged according to the size of the party. 550
Some cafés had long community tables (Photo 3), which, according to interviewees, 551
provided a welcoming atmosphere: “It's so big, and you are sitting by these long tables 552
with other people close to you. So, it is very welcoming in a way.” 553

554
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555

Photo 4. An example of a café that set up a basket with blankets for guests to use and offered 556
children the option of borrowing toys, books, or small bicycles. 557
5.2 Uniqueness 558
The unique characteristics that emerge when new shops are opened in old buildings 559
make these locations inherently distinctive. Regarding the use of the word “unique,” it is 560
noteworthy that most of the cafés were situated in industrial buildings that are not listed 561
as historically preserved. They are not extravagant, and aesthetically, they are relatively 562
anonymous. Therefore, the term “unique” should not be understood to mean extravagant 563
or luxurious but rather distinctive. 564
565

5.2.1 Authenticity 566
The word “authentic” was used by several informants to describe the atmosphere in 567

the shops. Sometimes, it was used to describe an atmosphere that emerged from the 568
heritage of the place: “It feels very authentic . . . because of or due to the heritage of the 569
buildings.” More often, however, the term was used to convey the perception that an 570
environment was different from that of other cafés: “It's so different from the sta ndard 571
cafés in Copenhagen. | would say it's authentic. They have their own style. Like, nowhere 572
else can you find a place like this,” or “It is more authentic than an impersonal location 573
somewhere else in the world.” Other informants used the words “more real” or “true to 574
nature” to describe how the integration of th e shop’s original doors and preservation of 575
the room height affected them: “It feels a little bit more, | don’t want to say authentic, but 576
it kind of feels a bit more real, | guess. Like, that you don’t mess up the grounds that you 577
have,” and “I think it's very true to its nature . . . | think it's quite nice to sort of keep the 578
environment, high ceilings, and this kind of garage place. So, I think it stays true to its 579
nature,” suggesting that the preservation of original structures can create engaging 580
customer experiences. 581
582

5.2.2 Distinctiveness 583
It is widely recognized that corporate brands often adopt standardized store concepts 584
across various locations to ensure uniformity in the shopping experience [30]. However, 585
it is also a global trend to differentiate shop designs locally [45,46]. The cafés we studied 586
32 af 107



Bilag 9 af 10 for Svarnr. 5:
7_2024.pdf - Side 17 af 34

20250716T21-44 sustainability-2585078_Final February

Sustainability2023 15, x FOR PEER REVIEW 17 of 34

Kgbenhavns Kommune

reflected this trend, as the homogeneity of such projects was less obvious than the effort 587
to create distinctive and unique environmen ts. The buildings were created for purposes 588
entirely different than hosting a café and often stood out as different—for example, as 589
expressed by this interviewee: “It's very distinct, and it does pop into your eye.” Despite 590
a few of our cases being associated with smaller coffee shop chains, there were minimal 591
similarities in the in-store experiences between these cafés and their other outlets, apart 592
from products, services, and branding. 593
The shops’ distinctive manifestations appeared to be actively promoted by the 594
brands. A store owner put it this way: “We really enjoy that there is something unique 595
about this.” The distinctiveness was also appreciated by users: “| think it is quite cool 596
because a lot of cafés in Copenhagen are very similar, and | think it's nice to explore places 597
that are a bit more alternative.” Certain consumers emphasized the distinctiveness of their 598
shop and expressed a desireto share their experiencesand recommend the place to 599
friends. As such, distinctiveness inspires customers to recommend particular shops and 600
revisit them with others. 601
Others pointed out that their shop, situated away from the main streets, was 602
attractive because it was not widely known: “Tourists . . . would often go to [a corporate 603
brand in the city center], whereas for me, [the corporate brand in the city center] is nothing 604
special,” indicating a distinction between guests familiar with these caf és and those who 605
are not. “Here, we feel that we are more a part of Copenhagen than other people,” another 606
guest said, thereby demonstrating that there can be value in being part of a smaller 607
community that appreciates a local spot: “I just think that it's a great place, a little gem, 608
until it's found by everybody.” Being situated in a less frequente d or even remote location 609
can be perceived both positively and negatively. While lacking accessibility to the public, 610
these locations appear to transform this limitation into an opportunity for bu ilding 611
communities with individuals familiar with and invested in the places. 612
613

5.3 Synergy Between Old and New 614
Attempts to achieve some kind of synergy between the buildings’ original structures 615

and the new cafés’ identities were noteworthy. This was manifested in interviews with 616
store representatives and customers. Several gire representatives conweyed that the space 617
was intended to have a positive impact on the brand. They mentioned aesthetic aspects— 618
for example, by referring to a “cool atmosphere "—or functional aspects, such as the size 619
of the building being aligned with spatial needs: “When we first got this place, it was 620
because we needed a bigger production facility. So, we needed space® we could roast.” 621
Other examples indicated how the previous t enant’s installations had rendered the place 622
attractive for the current occupant, as described in a case in which the previous owner, 623
who ran a catering business, had incorporated an industrial kitchen into the building. 624
Some customers described how the building influenced their experience of the brand: “I 625
think it [the café] probably wants to convey a message of sustainability and show that 626
they pay attention to the history of the place.” Another customer contemplates whether it 627
was the building or the location that affected him—-“It could be that the location and the 628
synergies that | created with the building play a role in my decision to come back to the 629
place”—and thereby provoked a consideration of the experience of the atmosphere as a 630
whole, and not just as an interior in a buildi ng, as will be further discussed in Section 5.4. 631
In terms of establishing a respectful relationship between the café and the building, 632
some store representatives mentioned the symbolic value of their buildings and 633
emphasized the need for balancing the original and current purposes of the building—for 634
example, when a somewhat exreme difference between the original and current purposes 635
of a place was described: “So, buying a church is a big thing. And changing that [the 636
purpose] is a ballsy move. You can't . . . put a nightclub in here, even though it is the 637
perfect size for a nightclub,” indicating how respect for the former purpose and users was 638
taken into consideration before deciding on the future purpose of the space. This suggests 639
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that the creative dialogue between the old and the new that Kent highlighted [36] occurs 640

in such cases. 641
642
5.3.1 Remodeling Strategies 643

To understand how the stores were integrated into the existing buildings, the existing 644
buildings’ construction, materials, and surfaces were analyzed. Photos from stores and 645
testimonies from store representatives about the remodeling process were included in this 646
analysis. Specifically, we sought to identify Brooker and Stone's strategies: intervention, 647
insertion, and installation. 648
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for example, a hotel or a showroom—where the main purpose of the remodeling was 671
something other than the establishment of a café. 672

673

Photo 5. An example of a café with fixtures, such as furniture, lamps, and decoration, that can be 674
removed without leaving any marks, except holes in the walls, thereby classifying it as an 675
installation. The floor, walls, and windows are original. It is unknown w hen the recessed ceiling 676
grid was installed. It is not original and was not installed by the current shop owners. 677

678

Photo 6. An example of a shop in which furniture and glass walls have been implemented between 679
the café and roasting area to fit the size of the space. These walls are customized fortte café interior 680
but could be removed without changing the original structure of th e building, leading us to 681
categorize this case as a combination of insertion and installation. 682
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5.3.2 Traces of the Past

Storeowners had significant knowledge of their buildings’ past, the origin al purpose,
and the former owners, and they liked to shar e stories. When asked to characterize the
differences between shops integrated into repurposed buildings and those in newly built
spaces, the store representatives mentioned benefits such as added “charm” or “soul” and
the fact that their building had a history that could be built on in the new project. With
respect to implementation, benefits such as not having to begin from scratch were
mentioned, which made the projects more manageable and the implementation more
economically viable. For example, the buildings often had existing installa tions—such as
facades, kitchens, power and water supplies, and drainage facilities—that could be
reused. However, practical challenges were also mentioned (see Section 6.4).

When asked whether they generally preferred to locate coffee shops in repurposed
buildings, all store representatives answered that they appreciated the old buildings for

683
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688
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691
692
693
694
695
696

atmospheric reasons. Some described how they chose to preserve and expose elements of 697

the original building—often those that helped to convey narratives about its prior u se or 698
matched the intended brand identity, as in an example where the remodeling strategy and 699
open layout of the space were intended to reflect transparency as a brand value. This topic 700
will be discussed further in Section 5.3.3. 701
When describing the wish to preserve the buildings in their original condition, 702
owners referred to functionality—for example, by mentioning that the size matched their 703
needs: “We needed bigger production facilities.” They also referred to aesthetics, for 704
example, by explaining that the style of the building was considered consistent with 705
current trends:l‘l do like these old industrial windows, and it gives it an extra vibe that 706
you can't necessarily get if you build it from scratch.” 707
Some also mentioned how their building’s history added something mea ningful to 708

the in-store experience. For example, a stoe representative referred to a wall that 709
remained untreated and thus displayed marks from benches that used to be in the room 710
when the building was used as a waiting area for a ferry (Photo 7). In this example, 711
preserving the original wall served as both a decorative and narrative feature, conveying 712
a continuity from its former use to the current users. 713
Customers showed less knowledge about the history of the buildings. However, 714
most customers we interviewed were aware that the café was located in a repurposed 715
building. They often knew about the building’s origin or were able to provide informe d 716
guesses. Like the store representatives, cusimers expressed appreciation for preserving 717
the buildings: “I think it's nice to have a building that has kind of a history  behind it,” one 718
customer said. She added that she does not have this experience in a new café. However, 719
the interviews with consumers also revealed that the actual histories of the buildings did 720
not influence their decision to visit them. Fo r customers, the current atmosphere of the 721
shop was more important: 722
723

| think it's the integration that is more important. So, it's not because it has a history 724

... It's the way that they [the new shop owners] have embraced it and sort of made 725

it their own . . . So, it feels a little bit more, | don’t want to say authentic, but it kind 726

of feels a bit more real, | guess . . . You don’t mess with the grounds that you sort of 727
have. 728

729

When asked directly whether they preferred cafés in repurposed buildings or 730
modern buildings, many customers referred to a special “vibe” that they f ound in 731
repurposed buildings: “I think it's the vibe that | get, and the environment as well . . . We 732
[the local residents] don't like new commercial places as much as we like historical 733
places.” 734
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The fact that both store owners and customers referred to a particular “vibe” suggests 735
that, in addition to noticing spatiality and style, they also feel an emotional connection to 736
the locations. Andersen referred to this phenomenon as an “attunement,” which refersto 737
the idea that architectural qualities, characterized by a specific “mood,” convey values 738
and meanings through an emotional resonance with the space [47] (pp. 103). 739

Finally, the analyses also revealed that the preserved atmospheric components, 740
which were identified as elements that convey ed the buildings’ histories, originated not 741
only from the building’s original form bu t also from subsequent occupations. Each 742
building and its history was taken as a whole, and the stories that the build ings told and 743
the new users retold could come from different stages of the building’s life. In these cases, 744
it is not solely the building’s original structure but some of the layers of life that history 745
has imprinted on the building that stoke new users’ interest in the place. Th is exemplifies 746
Tucker's “palimpsest approach,” which suggests that this diverse layering over time 747
contributes to the current essence of a space [10] (pp. 383). 748

749

750
Photo 7. In this café, a wall was intentionally left untreated, revealing through variati ons in paint 751
that a bench once hung on the wall when the building served as a waitin g area for the ferry. 752
5.3.3 Presence of Narratives 753
One feature that emerged in many of the interviews and visits to the coffee shops, and 754
that is closely related to the traces of the past, was the presence of narratives about the 755
histories of the buildings or the areas in which they were located. Our analysis indicated 756
that storytelling takes place on different levels: through written or orally tran smitted 757
narratives regarding the history and characteristics of the location; through the 758
preservation of physical objects and surfaces, which tell the story of the building’s prior 759
use; and through the transmission of information and guidance on the current and future 760
state of the place and neighborhood. 761

One form of storytelling we identified was the presence of written or orally 762
transmitted narratives regarding the building’s history. Interviews with store 763
representatives consistently revealed that they had studied the building’s history and 764
were eager toshare narratives about previous occupants and function(s). The stories did 765
not have to be grand tales; even small testimonies regarding the buildings’ previous uses 766
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were appreciated by new users. Images were also occasionally used to convey the 767
building’s history to customers—for example, in a case where original construction 768
drawings and photos of the original workshop were used as wall decorations (Photo 8). 769

770

771

Photo 8. Framed original construction drawings and photos serve as wall decorations, narrat ing the 772
building’s history and former use as a garage. 773

Conversations with staff members who were not owners and had not participated in the 774
renovation process also revealed some level of knowledge. They could often point out 775
traces of the buildings’ previous lives. For example, a barista related that the former 776
occupant was a ceramic studio and that objects produced in that studio are now used as 777
decorative items in the shop (Photo 9). 778

779
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780

Photo 9. Ceramics from a previous occupant are showcased on café shelves as decorativpieces. 781
Another form of storytelling is the tr ansmission of narratives through the 782
preservation of atmospheric components, such as objects and surfaces. The interviews 783
with store representatives revealed that they endeavored to preserve traces of the 784
buildings’ previous uses and incorporate them into the new interiors. For exa mple, a store 785
owner highlighted a wall that was left untreated to show marks from the past (Photo 7); 786
another example was a floor that once belonged to a garage (Photo 5). Moreover, as 787
depicted in Photos 1, 3, 12, and 14, the shop often reused original facades. In these 788
examples, surfaces and building elements were used as visual reference points in the 789
retelling of the buildings’ histories. Another store representative express ed how their 790
brand expected that showcasing the original construction of the building would also 791
highlight the brand’s emphasis on transparency: “That was the most important part of the 792
rebuild,” he said, “to ensure that we [the brand] became more transparent. We value 793
transparency . . . and wanted to showcase what we do.” In this example, exposing the 794
original building structure and surfaces was utilized to reinforce the bran d values of the 795
current occupant of the space. A final form of storytelling we observed was related to 796
guidance, which—unlike storytelling regarding the place’s history and pas t—focuses on 797
sharing information about the place’s current and potential future position in the area. 798
Often, staff were able to provide information and guidance regarding th e surrounding 799
neighborhoods to customers. For example, a barista explained that their shop was one of 800
the first to open in the area and that there were now also a few restaurants, shops, and a 801
museum nearby. She proceeded to indicate the locations of a few upcoming shops that 802
had not yet opened. In another example, a café had a temporary lease in an old building 803
scheduled for demolition to make way for a new and larger structure. However, the 804
building was declared to have historical value, and the demolition was postp oned after 805
citizens initiated a debate over the building’s qualities and history. “I've heard thatitw as 806
one of our customers who initiated the petition drive, which led to the issue being taken 807
up politically,” said a store representative. Examples such as these illustrate that aw 808
occupants can act as neighborhood hosts, disseminating information about their own spot 809
as well as the surrounding neighborhood and thereby potentially influencing 810
neighborhood development. This supports previous findings that social values are among 811
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the aspects that decision-makers take into casideration when evaluating the effectiveness 812
of adaptive reuse [48]. 813
814

5.4 Appealing Neighborhoods 815
Many cafés were located in former industrial buildings situated outside comm ercial 816
areas. The locations themselves, as well as th journey to and from these places, proved 817
to be significant influences on users’ experiences of the cafés. This suggests that it was not 818
solely the coffee shop itself but also the characteristics of the entire neighborhood that 819
played a role in the visitor experience. Such statements support Steadman et al.’s research 820
from 2020, which indicated that the perception of an atmosphere is not only experienced 821
statically in space and time but also influenced by the consumer’s perception of the spot's 822
surroundings; this includes interactions beyond the confines of the consumption 823
environment, such as experiences on the way to and from the venue [49]. 824
825

5.4.1 Local Integration 826
In relation to the cafés’ placement and integration into the local environment, some 827
customers appreciate the unobtrusive integration of a café into already existing buildings, 828
as it seamlessly blends into the neighborhood: “It feels very natural for this place. It 829
doesn't feel forced at all . . . because of, or due to, the heritage of these buildings and where 830
we are [situated] locally and geographically. | think that makes a lot of sense.” 831
Store representatives described how the integration of businesses into existing 832
buildings can be valuable if the building is in an area that already has a commu nity: “So, 833
the huge benefit is that you are moving your business into a place that already has life. So, 834
you're becoming part of a community; you're becoming part of an area, a history.” For 835
buildings located in residential areas, the advantage lies in the fact that potential 836
customers already reside in the area: “You have people who have their daily lives there.” 837
Some highlighted how the presence of the cafépositively impacted the neighborhood and 838
supported community building : “I live nearby. In this area, in Nordvest [the name of the 839
neighborhood], there is not much that happens. So, | guess, whenever stuff opens, f's nice 840
to support local businesses.” On the other hand, remote locations make cafés harder to 841
reach, which results in additional transportation time but also adds an element of 842
exclusivity, as discussed in Section 5.2.2. 843
Some informants highlighted local integration: “We also have a lot of regulars that 844
interact. So, we start to know each other. It’s like when you go to a bar once a week, you 845
get to know people. In a way, they come for the coffee, but in some way, they also become 846
part of the community.” Others mentioned how an interaction between the café and the 847
community was already evident in the implementation process: “People approached us 848
along the way and mentioned that they had things they thought we might be able to use, 849
like old porcelain, for example.” We also fo und examples of cafés engaging with the 850
community through information boards presenting newspaper articles on the location, 851
drawings, messages (Photo 10), and narratives of the buildings’ pasts presented on the 852
café walls (Photos 8). This final remark expresses a desire to foster commnity building 853
through café design and indicates community engagement as the café owner’s intertion: 854
“Copenhagen does not need more f* cafés. We don’t need them. There are enough places 855
to get coffee. They need social hubs. They eed places that can give you a little bit more. 856
And some cafés do that. We need to create that community.” 857
858

859
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Photo 10. Example of a café engaging with the community through information boards pres enting
drawings, messages, and newspaper articles on the café.

5.4.2 Inviting Surroundings

Some customers explicitly mentioned that the neighborhood influenced their wish to
visit the specific café, saying, for example,
environment in general,” and “| like the surroun dings. It's
near the water. If you want, you can sit outside, go swimming, or just enjoy the sun. Inside,
it is very nice that you have a view of the sea.” This supports Steadman et al.’s finding
that the perception of a place can be influenaed by users’ perceptions of the surroundings
[49].

Spaciousness and the fa
“The vibe is just very easygoing. It is very inviting,

calming, and easy,” a guest said, noting that it was relaxing even when sitting outsid e
because of the lack of traffic. All shops featured outdoor seating areas and established a
visual connection between the interior and exterior through large windows or doors
(Photos 1 and 3).

As they are often located in relatively remo te areas that may be new to visitors, the

860

861
862

864

874
875
876
877

design of these outdoor seating areas can be seen as a means of creating a safe haven froms7s

which customers can observe and gain confidence in the surrounding neighborhood
before exploring it further. This observation supports findings that café surroundings are
also consumed, giving rise to neighborhood consumption [14]. In other words, visitors not
only consume coffee but also visually absorb the essences of places and their
surroundings. Through the presence of a café, the neighboring area can unfold, extending
the café space into the surrounding environment. This concept finds support in recent
studies, such as one that indicated a tend toward implementi ng open, transparent
facades in coffee shops in older neighborhoods in Hong Kong [13]. Another study
presented outdoor seating areas as protectedspaces from which visitors can explore new
neighborhoods, adding to the unfolding of the café experience from a secure vantage point
[50].
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887
888
889
890
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891

Photo 11. An example of a canal-facing café in which bar tables and inside seats are strategically 892
arranged for guests to enjoy the neighborhood view. An outdoor seating area is imple mented just 893
outside the facade, nestled between the café and the canal. A sidewalk separates the outdooarea 894
from the canal, allowing pedestrians or cyclists to pass by. When the café’s chairs are occupied, 895
guests often order coffee and sit on the canal’s edge. 896

897

898

Photo 12. A café located in a former industrial building in a quiet area with minimal traffic. The café 899
itself is relatively small, but the outdoor area accommodates additio nal guests. The road in front of 900
the café is exclusively for pedestrian traffic, with no provision for car or bicyc le travel in the area, 901
resulting in a tranquil environment free from vehicular traffic and other noise . 902
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903

Another benefit of remote districts is that buildings are less densely packed, thereby 904
offering access to spacious, sunlit outdoor areas. Unlike in the city center, low-rise 905
buildings and the ample space between them allow sunlight to filter down between the 906
buildings: “There are not that many places in Copenhagen where you have this much 907
space,” a storeowner mentioned, explaining that his shop gets sunlight from eight in the 908
morning to late in the evening. “This is unusual in Copenhagen. Usually, other buildings 909
block the view or block the sunlight,” he said, and went on to explain that many of his 910
regular visitors enjoy sitting outside in the sunshine. 911
Every café we studied had outdoor seating. The seats were arranged so that 912
customers could look out onto the neighborhoods (e.g., Photos 11-13). Planters, parasols, 913
and other objects were used to frame the outdoor areas and create intimate, protected 914
outdoor spaces in the immediate vicinity of the cafés (e.g., Photos 1 and 13). 915
Observations at different times of the year revealed that outdoor furniture was often 916
present year-round, even in seasons in which the temperature made outdoor seating 917
unappealing. This suggests that the outdoor furniture was employed no t only for its 918
functionality but also to signal that the shop was open for business (Photo 14). 919
The option of sitting outdoors was mentioned as a virtue by most interviewees, while 920
access to a swimming spot was mentioned in cafés close to the harbor: “l think that 921
location is what matters and where you can sit in the sun and enjoy the water. | think 922
that's important for people.” The outdoor areas were also identified as a justification for 923
prolonging stays and lingering in these cafés: “Yes, definitely [| have spent more time than 924
planned]. But that is because one can swim. And it is in the sun.” And elsewhere, “So, 925
when | go here, | normally hang out for hours. In other cafés, | would normally stay maybe 926
one hour.” 927
928

929

Photo 13. An example of an outdoor seating area with a view of the neighborhood, where planters 930
and parasols are used to frame the café’s outdoor areas. 931
932
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933

Photo 14. An example of the all-year presence of outdoor furniture, even when the weather makes 934
outdoor seating unappealing. 935
6. Discussion 936
6.1 Main Findings 937
Our findings indicate that, in addition to being considered more sustainable, 938
repurposing buildings can offer various bene fits to contemporary business owners and 939
their customers. We illustrate how the combination of old and new element s generates 940
distinctive atmospheric characteristics: a spacious and welcoming environment, 941
uniqueness, synergies between old and new components, and attractive neighborhoods. 942
We also highlight user responses to these specific characteristics. Furthermore, our 943
research highlights that these atmospheres can be established with minimal or no 944
alterations to existing buildings, consistent with the recommended approach for 945
achieving climate goals [4]. 946
947

6.2 Implications for Theory 948
While there is a significant body of extant research on building adaptat ion, limited 949
attention has been devoted to repurposing buildings for commercial use and 950
understanding the atmospheric implications on users. 951
This paper makes several contributions to the literature on atmospherics in 952
repurposed buildings. The two main contributions are, first, the thematization of 953
atmospheres that contemporary users value and that are characteristic of cafés in 954
repurposed buildings. Second, the paper introduces an analytical model derived froman 955
applied data structure. This model explains how the relationship between old and new 956
atmospheric components creates novel atmospheres and demonstrates how these 957
atmospheres can be correlated with user responses. This represents a valuable 958
contribution to research in the fields of adaptive reuse, retail, and hospitality design. 959
While the model is introduced in this paper as a framework for analyzing our data, it can 960
also be applied as a conceptual framework for design processes or when exploring 961
potential matches between existing buildings and future users, consistent with Kuittinen's 962
recommendations [4]. 963
44 af 107



Bilag 9 af 10 for Svarnr. 5:
7_2024.pdf - Side 29 af 34

20250716T21-44 sustainability-2585078_Final February

Sustainability2023 15, x FOR PEER REVIEW 29 of 34

Kgbenhavns Kommune

The study conclusively affirms that the previously identified categories of 964
remodeling strategies [23,24] are also applicable to café design. However, by identifying 965
hybrids that fall between multiple categories, particularly in the realm of 966
insertion/installation, we highlight the necessity of further specificat ion of these 967
categories. Additionally, we identify a gap in the understanding of the impact of 968
consecutive remodeling on store atmospheres. 969

970
6.3 Implications for Practice 971

With the aim of inspiring stakeholders, including developers and designers, to 972
initiate projects in which user needs are aligned with existing spaces without resource- 973
intensive renovations or extensions, this study identifies a spectrum of atmospheric 974
benefits of repurposed buildings. Beyond the previously recognized sust ainability 975
aspects, these benefits are pertinent to creing engaging customer experiences and could 976
thus appeal to stakeholders in the retail and hospitality sector. As the study focuses on 977
values identified by actual consumers and store representatives, it is expected to serve as 978
an inspiration for the retail and hospitality industry. 979

In this industry, the typical focus revolves around whether store spaces are perceived 980
as visually appealing or aligned with current trends. However, this study demonstrates 981
that through the integration of new and old atmospheric components, seemingly 982
anonymous industrial buildings have the potential to both attract and retain 983
contemporary consumers. Many of the buildings studied were not officially recognized 984
as worthy of preservation or protected by authorities but nonetheless possessed spatial 985
potential for new purposes. This suggests that, if functional buildings are to be 986
repurposed, the future emphasis could shift towards values generated through, for 987
example, spaciousness, added activities, narratives, and local integration. In this context, 988
it is anticipated that the identified themes may assist in assessng which buildings hold 989
the potential for new purposes, even if this is not readily recognized. 990

The study also reveals that most café implementations primarily adopt the 991
“installation” remodeling strategy. This strategy involves reusing the existin g building 992
structures as they are and implementing the new business with minimal resource 993
consumption while still creating positive impacts for the new occupants. While w e 994
acknowledge that this may not be feasible in all project scenarios, we believe that these 995
cases can inspire developers and designers. 996

Beyond the buildings and the cafés themselves, the study indicates that users also 997
value locations. The experience of a café ahosphere, along with the experience of the 998
café’s surroundings, contributes to a holistic perception of the place as a whole. This 999
emphasizes the opportunity for dialogue and collaboration between business owners, 1000
urban developers, and local politicians. 1001

In our observations, interviewees tended to describe the atmospheres holistically and 1002
struggled to follow our encouragement to identify the individual components that 1003
contributed to these atmospheres. This validates findings from various previou s studies 1004
in the field of atmospherics [44,51], which emphasize that atmospheric components are 1005
experienced not in isolation but as integrated wholes. Consequently, provid ing specific 1006
recommendations on which buildings are suitable for new projects and which as pects 1007
should be retained to create an appealing atmosphere is challenging. 1008

Conversely, we propose that the ability to envision the final atmosphe re as a whole 1009
is crucial in the design process. We view the development of this skillset as important for 1010
future designers and decision-makers, constituting a key aspect of interior design 1011
education. The suggested structure (Figure 2) for analyzing atmospheres, which links old 1012
and new components on both the interior and exterior and connects them with overall 1013
atmospheres, can be considered a relevant framework for such education. Testing the 1014
effectiveness of this approach could be a logical next step in advancing both practical 1015
implementation and design education. 1016
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6.4 Limitations and Future Research

As with any research, this study has limitations. First, this study relies on data
derived from 21 cases and 26 informants. While these cases offer valuable ingjhts into the
considerations and motivations underlying the development and patronage of coffee
shops located in repurposed buildings in Copenhagen, the sample is not representative of
all coffee shops within repurposed structures. The observed trend in Copenhagen is
expected to be applicable elsewhere in the region, but further studies are required to
confirm this assumption and explore potential variations across geographic locations .

The study specifically delves into the advantages of placing coffee shops n
repurposed buildings, distinctly excluding other business types. N evertheless, it is
plausible that various forms of businesses cauld similarly achieve positive outcomes by
establishing themselves in existing buildings. For example, investigating the benefits of
introducing small boutique hotels or holiday accommodations in vacant retail spa ces in
provincial towns struggling with empty storefronts, or utilizing the unique e  xisting spaces
to create compelling user experiences for retail brands, could be deemed valwable. Future
research endeavors could shed light on whether and why the identified benefits extend to
other retail and hospitality projects.

Each case is inherently unique, making it challenging to formulate generaliz ations.
Even within the identified themes, notable di stinctions emerge. For instance, we introduce
“spaciousness” as a theme, considering its prevalence in most cases studied. However,
there were exceptions, such as Case #5, a compact telephone booth spanning only 1-22m
and Case #21 a small café in a train stationNevertheless, most cass were capacious. We
acknowledge that a building’s size also influences its dynamics, although this was not
explicitly addressed in this research. The presence of additional activities was also
primarily confined to larger establishments, wh ereas such activities were not observed in
smaller shops in central locations. These smaller shops predominantly catered to akeout
customers, and despite the unique features of these smaller shops, they do not necessarily
evoke the urges to linger and socialize, like their more expansive counterparts. It is worth
mentioning that these smaller establishments were all part of local chains and thus formed
integral components of the respective brands. Future studies could delve deeper into the
business models and strategies of brands with diverse outlets.

The focus of this paper was on already established and successful businesses.

However, we did not highlight the products, services, brands, or business models of the
cafés. Future research could delve into whether a specific type of business is likely to be
more successful in these locations by analyzing these factors.

This study also does not delve into the legislation governing the use of buildings
originally intended for different purposes and legal categorizations of buildin gs based on
their uses. However, such considerations are crucial when assessing the feasibility of such
projects on a larger scale. Thus, further research is needed, especially at the local level.

Notably, this study does not include assessments of sustainahlity. Additional
research is required to gauge the actual sustainability impacts of repurposed shops.
Furthermore, local and contextual knowledge is essential to determine the genuine
sustainability of solutions in specific contexts.

Furthermore, establishing stores in repurposed buildings entails challenges. Practical
challenges were revealed in interviews with store representatives, encompassing issues
such as temperature regulation, high energy consumption, plumbing and drainage,
building size and condition, and acquired feat ures, such as entrance doors. For example,
one respondent explained that their shop’s existing doors were too narrow to meet the
current accessibility requirements. These challenges are acknowledged, and further
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research in this area involving experienced stakeholders with practical experience from 1069
such projects is encouraged to seek solutions. 1070

Additionally, old buildings often house various occupants and undergo multiple 1071
remodeling attempts, making the analysis of remodeling strategies complex. This study 1072
suggests that users do not pay much attention to whether atmospheric components result 1073
from a building’s original construction or from subsequent occupancies. The most crucial 1074
aspect appears to be that the current atmosphere is pleasant. Future studies could 1075
illuminate the effects of consecutive remodeling strategies on the overall atmospheres of 1076
such spaces. 1077
7. Conclusion 1078

Scholars have proposed that, instead of constructing new buildings or performing 1079
extensive renovations to existing ones, businesses with spatial needs should consider 1080
using vacant spaces by adapting their requirements to fit these spaces. This implies that 1081
designers and developers should begin exploring various alternative options to meet their 1082
needs or try bringing new users into existing spaces. To explore the potential benefits 1083
(beyond sustainability) that store owners and consumers can derive from spaces 1084
originally intended for different purposes, we examined user perceptions of coffee shops 1085
located in repurposed buildings. Based on observations and interviews, old and new 1086
atmospheric components were identified, and eight themes describing the atmospheres 1087
that arise through the combination of these components were outlined. Four aggregate 1088
themes were then identified: capacious and accommodating environments, uniqueness, 1089
synergy between old and new, and appealing neighborhoods. Finally, the following user 1090
responses generated by these themes were identified: lingering, working/studying, 1091
socializing, revisiting, sharing narratives, influencing neighborhood development, 1092
building communities, and consuming neighbor hoods. These responses were discussed 1093
in relation to the perceived atmospheres. 1094

The study confirms that cafés in repurposed buildings can attract new users through 1095
various virtues, even with minimal changes to the existing structures. The benefits of 1096
spacious and accommodating environments are manifest. A larger space invites 1097
customers to linger and use the space for various activities, such as working, studying, 1098
socializing, and additional social engagements. Uniqueness arises from the distinctive 1099
qualities of buildings and their locations and the unique integration of the café experience 1100
into these surroundings. The cafés’ distinctive characteristics influence how people 1101
perceive and treasure these places, promptingthem to share the expeience with friends. 1102
A successful synergy between old and new is achieved through the integration of old and 1103
new components and the presence of narratives, both of which link the café experiences 1104
with traces of the past. The power of opening a café in an appealing neighborhood 1105
emerged clearly because many of the studied cafés are situated in old industrial buildings 1106
in remote areas, which are often considered intriguing places to explore. Due to lower 1107
building density and reduced traffic, these loca tions are perceived as tranquil alternatives 1108
to urban areas, encouraging outdoor enjoyment and the exploration of new 1109
neighborhoods. The presence of café guests in such areas has given rise to what we term 1110
“neighborhood consumption,” or the attraction of increased attention to the surrounding 1111
area. This heightened awareness can lead cstomers to appreciate the site’'s unique 1112
characteristics, with some even participating in petitions to assess their favorite spot's 1113
historical value for preservation. 1114

Together, these benefits contribute to strengthening community bonds. Therefore, 1115
such spaces can be seen as fostering not only environmental sustainility but also social 1116
sustainability. This study contributes to theories of adaptive reuse, atmospheres in 1117
repurposed buildings, and remodeling strategies. By identifying key t hemes and 1118
establishing an appropriate analytic model, it encourages practitioners to apply and draw 1119
inspiration from the findings when exploring methods of meeting spatial n eeds and 1120
drawing new users to existing spaces. 1121
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8 Neighbourhood Consumption

The Impact of Neighbourhood
Atmosphere on the Co ee Shop
Experience

Mia Munster

Abstract

Co ee shops have been extensively studied from various disciplinary
and methodological perspectives. However, the in"uence of the host
neighbourhood on the café experience has received little gntion. To
illuminate the impact of neighbourhoods on user experiences, partici-
pant observations and interviews were conducted at co ee shops, and
the shopse social media posts were analysed. This research was centred
on speciality co ee shops in Hong Kong and Copenhagen situated in
neighbourhoods that had not previously hosted such establishments.
The results show that customerse experiences of these café visits are
holistic, transcending the café itself to include the atmosphere of the
neighbourhood. These shops and the services they o er are distinc-
tive in several ways: their location in neighbourhoods independently
perceived as interesting, the seamless design of the transitional spaces
between the cafés and their neighbourhoods, the integration of neigh-
bourhood atmospherics into the cafése interiors and social media
posts, and “nally, their locally in"uenced services. Overall, the “nd-
ings suggest that these establishments are not viewed as mere isolated
cafés but rather as essential parts of a greater consumer experience
that encompasses the surrounding neighbourhoods.

Introduction

Co ee shops are of central interest to researchers studying co ee consump-
tion from various disciplinary and methodological perspectives. They are
commercial establishments designed for the brewing, purchasing, and con-
sumption of co ee, yet they also provide a space for sociality in which people
can develop connections and, potentially, communities (Ferreira et al. 2021).
While cafés are typically located where people live, work, or shop, recent
research has identi“ed a trend of specialty co ee shops opening outside these
districts. In European cities, such as Copenhagen, co ee shops have started
to appear in abandoned buildings in remote, formerly industrial areas (Min-
ster 2024). A similar trend is observable in Hong Kong, where co ee shops

DOI: 10.4324/9781003507338-14
This chapter has been made available under a CC-BY-NC-ND 4.0 license.
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have emerged in retail spaces in older neighbourhoods previously dominated
by suppliers of industrial hardware and commercial goods (Barber and Miin-
ster 2023). Research indicates that these co ee shops introduce new demo-
graphics to neighbourhoods they might not otherwise visit and o er patrons

a desirable alternative to well-known commercial districts (Barber and Miin-
ster 2023; Munster 2024).

Research on retail formats commonly considers location to be a relevant
factor when evaluating stores (Kent and Petermans 2017). In contrast, research
on store atmospherics, which examines the ssensory qualities that the designer
of the arti“cial environment sought to imbue in the spacee (Kotler 1973, p. 51),
typically studies consumer responses to atmospheric components within store
interiors, overlooking the host neighbourhoodes in"uence (Turley and Milliman
2000). However, the external features surrounding stores, such as storefronts,
awnings, entrances, display windows, building architecture, and immediate sur-
roundings have been recognised as atmospheric components that can impact the
useres shop experience (Turley and Milliman 2000). Turley and Milliman (2000,

p. 195) argued that this aspect of store environments deserves greater attention,
since sthe exterior is the “rst set of the cues normally seen by a consumere.

Yet, a storess exterior is no longer the “rst thing consumers usually notice.
The rise of social media means that, today, stores are not always discovered
on the street and chosen based on visual appeal and proximity to the con-
sumeres home or work ... they are also selected on platforms such as Insta-
gram based on their visual presentation (Chen and Lin 2024). Thus, beyond
understanding the impact of neighbourhoods on consumerse experiences of
contemporary specialty co ee shops, it is important to study how neigh-
bourhood characteristics are, strategically or unconsciously, integrated into
storese physical designs and online representations.

This chapter explores the role of neighbourhoods in experiences of cof-
fee shops located in Copenhagen and Hong Kong ... two cities in which the
author has had the opportunity to conduct in-depth studies. It asks, How do
neighbourhoods in"uence userse experiences of cafés in those locations? How
are the cafés integrated into their neighbourhoods? And what neighbour-
hood characteristics are considered valuable by consumers? To answer these
questions, observations of people and environments were conducted, includ-
ing interviews with store owners and customers, and shop designs and social
media posts were analysed.

The research focused on cafés in areas that had previously lacked such
establishments. In such areas, patrons may have fresher memories of why
they chose to visit that particular café and neighbourhood and thus be&apable
of explaining their choice. In contrast, customers may visit well-established
cafés merely out of habit, making it harder for them to articulate their moti-
vations (Savin-Baden and Major 2013). Moreover, focusing on newer cafés
can uncover emerging trends in contemporary co ee culture and reveal
neighbourhood characteristics valued by users, thereby bene‘ting startups,
designers, and urban developers.
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Waves of Co ee Consumption

Originating in Ethiopia, co ee drinking spread to the Arabic world by the
15th century and Europe by the 17th. European co eehouses emerged soon
thereafter (Broadway et al. 2020) and continue to serve as informal gathering
places (Oldenburg 1989; Broadway and Engelhardt 2021). Habermas (1991)
traced the emergence of the concept of the epublic spheree to the co eehouses
of 17th-century London, where citizens debated current a airs and competed
for political and economic in"uence. Despite changes over the centuries due
to globalisation and other trends, co ee shops have retained their core func-
tion: facilitating co ee consumption and social interaction.

Co ee consumption has undergone an evolution sometimes described
in terms of swavese. In the “rst wave, co ee became an inexpensive, every-
day consumer item through products such as instant co ee and industrially
produced machine co ee. Typically consumed at home or in unembellished
cafés, it became a staple of day-to-day life around the world. The second
wave involved the success of what are now major brand-name co ee shops.
These brands ... Starbucks is a prime example ... capitalised on leisure aspira-
tions by o ering higher-quality products, a wider variety of drinks, and com-
fortable interiors in which to consume them. The third wave is de“ned by the
so-called specialty co ee market, whose purveyors o er an even higher level
of co ee exclusivity, including traceable beans, local and customised roast-
ing, specialised barista craft, and a design-conscious consumer experience.
Iterations of this stage can be found globally (Tucker 2017; Ferreira and Fer-
reira 2018), and their designs are central to their appeal.

Consumption of Place

In Consuming places,Urry (1995) describes how places were reimagined
as centres for consumption within which products and services are evalu-
ated, purchased, and consumed. The places themselves also become objects
of consumption ... particularly visual consumption. They are consumed by
locals as well as tourists, facilitating local enthusiasm, social and political
movements, repeat travel patterns, or simply the pleasure of hanging out or
strolling around in an interesting area (Urry 1995).

Urry calls for research that engages with relationships between social and
physical environments. This includes the interdependencies between the con-
sumption of products and services, on the one hand, and natural and built
environments, on the other. Co ee shops in remote areas, particularly those
with outdoor seating areas, o er an interesting perspective on this inter-
dependency. They attract outside interest and, conversely, o er a vantage
point on the neighbourhood (Barber and Miinster 2023; Miinster 2023). The
shops are crucibles in this sense, producing alloys of neighbourhoods, built
spaces, and consumption.
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Studies of user experiences in commercial spaces often highlight satmos-
phericse. First de“ned by Philip Kotler in 1973, eatmosphericse refers to
stimuli in commercial environments that can in"uence userse experiences of
services and products. In addition to internal atmospheric stimuli, includ-
ing the general interior, store layout, interior displays, and human variables,
there are external variables, such as the storefront, building architecture, and
surrounding area (Turley and Milliman 2000). Few studies have explored
how the broader surroundings of a place in"uence the atmosphere experi-
enced by visitors. Chloe Steadman et al. (2020), albeit focusing on football
matches rather than co ee shops, demonstrated that the perception of atmos-
phere is not con“ned to the consumption environment. It is in"uenced by
the planning of the event, the journey to and from the event, and memories
associated with the event (Steadman et al. 2020).

This suggests that the impact of a venuess atmosphere transcends the
immediate vicinity, shaping the user experience on a more expansive scale ... a
point that takes us beyond extant conceptualisations in retail and service
marketing, where atmospheres are typically presented as relatively enclosed
and controllable.

Co ee Consumption in Copenhagen and Hong Kong

Despite very di erent histories of co ee consumption in Hong Kong and
Copenhagen, the specialty co ee wave is prominent in both cities, accompa-
nied by growing specialty café cultures with many similarities.

Denmark is among the worldes top “ve consumers of co ee (Dansk Kaf-
feinformation 2022). Since its emergence in the 17th century, co ee con-
sumption has been a social magnet for Danes. Interest in specialty co ee
has grown of late, inspiring specialty co ee shops, albeit mostly in larger
cities ... especially the capital, Copenhagen.

The co ee culture in Hong Kong is relatively young but has grown
remarkably in recent years, making it one of the specialty co ee industryss
leading centres. During the COVID-19 pandemic (2020...2022), Hong Kong
was isolated due to travel restrictions. Remarkably, specialty co ee shops
thrived during this period. This partly re”ects the conditions imposed by
the pandemic. Decreased economic activity lowered building rents, allow-
ing new entrepreneurs to enter the market, and travel restrictions moti-
vated Hongkongers to seek out local experiences and explore lesser-known
neighbourhoods within their own cities (Barber and Munster 2023; Siqi
and Magramo 2021). As other retail businesses struggled or were forced
to close, informal counts by local enthusiasts suggest that in 2021 alone,
somewhere between 220 and 300 new co ee shops opened in Hong Kong
(Barber and Munster 2023).

Compared with Hong Kong, the number of Danish shops focused solely
on specialty coee is limited, but several bakeries have introduced spe-
cialty co ee to supplement their pastry and bread o erings. Denmark has
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a tradition of high-quality baked goods, and the consumption of bread and
pastries brings people together (Moat 2018). Thus, specialty co ee is a natu-
ral addition to bakeries that specialise in exclusivity and craft. Bakeries serv-
ing specialty co ee also exist in Hong Kong, but they are rare and represent
a newer concept with no roots in Hong Konges culture. Nonetheless, Hong
Konges specialty co ee shops increasingly o er freshly prepared meals with
ingredients carefully selected to complement the co ee.

Co ee Shop Locations Outside Traditional Commercial Areas

While specialty co ee shops exist throughout Hong Kong and Copenhagen,
they are increasingly located outside traditional commercial areas (Barber
and Munster 2023; Minster 2024). Accounting for this trend is complicated.
The growth in small, independent specialty shops might re”ect pandemic-era
conditions or the desire to support local business, be part of a local commu-
nity, or create an identity distinct from those of larger chains (Ferreira et al.
2021; Sigi and Magramo 2021).

Specialty co ee shops are spread across Copenhagen. They are often
small and located in mixed-use residential areas or on side streets in com-
mercial districts. Recent research has identi“ed an ongoing trend of cof-
fee shops opening in buildings originally intended for purposes other than
housing a café ... for example, industrial buildings in outlying neighbour-
hoods (Figure 8.1) (Munster 2024). Interviews with patrons of these shops
have revealed that the new occupants value the buildings for their spacious-
ness, which accommodates lingering and other activities. The buildings
are also cherished for their distinctiveness and for displaying elements of
their past uses, creating synergy between the old and the new. Furthermore,
patrons value these shops for their presence in appealing neighbourhoods
(Minster 2024).

In Hong Kong, specialty co ee shops have opened citywide in recent
years. They are frequently found in older mixed-use residential areas ...
particularly in renovated ground-"oor spaces in buildings dating from the
1960s to the 1980s (Figure 8.2) ... inhabiting spaces formerly occupied by
industrial hardware suppliers, or grocery stores that sold herbs, fruits, or
tea. These co ee shops are typically small, independent, carefully designed,
and visually appealing. The stores are usually narrow and deep, with limited
frontage (Hong Kong Memory 2012; Barber and Minster 2023). Open or
transparent facades have traditionally been uncommon in restaurants and
older cafés in Hong Kong, but the reverse holds for specialty co ee shops,
where transparency and openness between the interior and exterior have
been identi“ed as key design elements (Barber and Minster 2023). This could
re”ect either inspiration from other countries or these shopse localisation on
quieter, less-tra cked streets, where surrounding noise and activity are mini-
mal. Transparency in facade design attracts interest from the street while
simultaneously o ering customers a vantage point from which to survey the
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Figure 8.1 A café in a repurposed building in Copenhagen. Photograph by the author.

Figure 8.2 A new specialty co ee shop next to an older hardware store in Hong
Kong. Photograph by the author.
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surrounding neighbourhood (Barber and Minster 2023; Waxman 2022). As
in Copenhagen, co ee shops in older neighbourhoods of Hong Kong are
de“ned by their presence in areas considered appealing by the specialty cof-
fee segment, and the surroundings inform the userse experiences (Mok 2022;
Barber and Minster 2023).

In both cities, the presence of co ee shops transforms neighbourhood retalil
landscapes, attracting individuals who might not otherwise venture there.
Unlike in the past, when cafés were typically stumbled upon bypassers-by
(Oldenburg 1989), newer establishments are often hidden gems not easily
glimpsed by pedestrians. Instead, they are predominantly promoted through
social media or word-of-mouth recommendations (Chen and Lin 2024;
Barber and Minster 2022).

Methodology

Since this study was exploratory, a qualitative methodology was employed
(Gioia et al. 2013; Crick 2021) to explore the cafése characteristics, integra-
tion into the local environments, and strategies for incorporating neighbour-
hood atmospherics into the café experience. Prompted by the focus on spatial
design and user experiences, a multimethod approach was adopted, including
observations of places and environments (Sussman 2016), participant obser-
vations (Saldafia 2013; Madden 2017), analysis of the cafése social media
posts, and semi-structured interviews. Observational studies were conducted
to examine the designs of the cafés and user behaviours within these spaces,
while supplementary interviews let participants express their thoughts, inten-
tions, and actions in their own words, providing insights into their experi-
ences and interpretations of the spaces (Gioia et al. 2013). To ensure that the
research would develop new concepts rather than con“rm existing ones, an
inductive approach was adopted, thereby avoiding the imposition of precon-
ceived constructs or theories on the participants (Glaser and Strauss 1967).

Data Collection

The initial dataset was collected during a larger study on contemporary café
design and co ee culture, which encompassed more than 200 cafés in Hong
Kong and Copenhagen. These data include social media documentation, “eld
notes, and videos and photos from observations, as well as interviews with
store owners and consumers. Collecting data from two di erent cities o ered
a broader perspective on the phenomenon than would be possible with a
single location and allowed for comparisons between them (Savin-Baden and
Major 2013). The researcher lived in and spent signi“cant time in both cities
during the study, giving her access to cases and time for data collection.

In the larger study, appealing neighbourhoods were identi“ed in both cit-
ies as one factor that makes cafés worth visiting (Barber and Miinster 2023;
Munster 2024). To better understand the signi“cance of neighbourhoods,
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12 co ee shops were selected ... six from each city ... in which interviewees
had identi“ed the host neighbourhood as in"uential on their café experience.
Further studies of these 12 cafés were then conducted (Table 8.1). These
shops were all outside commercial districts, in neighbourhoods that had not
previously hosted co ee shops. The shops shared a focus on specialty co ee,
but those o ering small meals or pastries were also included. In Copenha-
gen, these establishments were typically bakeries that sold specialty co ee
alongside their baked goods, while in Hong Kong, they were specialty co ee
shops that also served small meals. These shops were then revisited to speci“-
cally observe each sitess interaction with its neighbourhood. Further on-site
semi-structured interviews were conducted with store owners and customers,
incorporating additional questions on the respondentse relationships with
and experiences of the neighbourhoods.

The data discussed in this chapter thus consist of photos and videos from
inside and outside the shops; “eld notes from the observations, including
notes from casual interviews with sta and customers; and Instagram posts
by store owners and customers from the 12 selected co ee shops. This data-
set also includes 28 semi-structured interviews with customers and store
representatives recruited during the participant observations. The interviews
were scheduled in advance and lasted between 20 and 60 minutes. They were
recorded and subsequently transcribed. The interviewees were asked to share
their reasons for visiting the café and re”ect on their relationship with the
café and its neighbourhood.

To mitigate the risks of reviving old habits and encouraging selective, pre-
determined perceptions of the environments (Madden 2017), each shop was
visited multiple times, at various times of the day, and on di erent days of

Table 8.1 Specialty co ee shops included in the study

Case number Namé Location City

1 HW Sheung Wan Hong Kong

2 SA Sham Shui PO Hong Kong
3 MW Sheung Wan Hong Kong

4 TO Mong Kok Hong Kong

5 FP Sai Yin Pun Hong Kong
6 HA Mong Kok Hong Kong

7 LB Refshalegen Copenhagen
8 FF Nordvest Copenhagen
9 HB Holmen Copenhagen
10 LA Refshalegen Copenhagen
11 BA Christianshavn Copenhagen
12 CcC Ngrrebro Copenhagen
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the week. The least-visited shop was visited “ve times, and the most-visited
store 12 times. By combining interviews, “eld observations, and analyses of
social media posts, diverse café experiences and perspectives on their host
neighbourhoods were compared. This approach facilitates a comprehensive
understanding of the subject, transcending isolated studies of cafés alone.

The observational studies and interviews were carried out from March
2021 to June 2024. The sample is not intended to be representative of all
co ee shops, but rather to provide insight into the role of the host neighbour-
hood in the café experience and the motivations for visiting the shop.

Analysis

The interviews were transcribed and analysed using NVivo. Images and
“eld notes from the observational studies were coded and cross-referenced
with expressions from the interviews. Initially, the data were thoroughly
reviewed, and codes were assigned. As codes recurred, a detailed compen-
dium of “rst-order concepts was compiled (Gioia et al. 2013). Subsequently,
patterns and di erences were identi“ed, and terms were organised by group-
ing “rst-order concepts into themes. A pattern of “ve prevailing second-order
themes was identi“ed, along with one aggregate theme that encompassed the
trends described in the second-order themes (Table 8.2).

While the primary aim was to identify the overarching characteristics of
the selected specialty co ee shops and their interactions with their neighbour-
hoods, similarities and di erences between the two cities were also noted.
Thus, the themes describe general tendencies observed in both cities, but
within these themes, di erences between the cities are also articulated. Local
di erences were not the focus of this study, but the Conclusion includes sug-
gestions for future research on these local di erences.

Findings and Discussion

This section presents and discusses the identi“ed themes. The “rst theme,
*The neighbourhood is perceived as an attraction in and of itselfe, pertains to
the characteristics of the host neighbourhood. The second theme, «Seamlessly
designed transitions between interior and exteriore, concerns the cafées physi-
cal integration into its area, particularly the transition between the cafées
interior and the surrounding neighbourhood. The third theme, eIntegration
of neighbourhood atmospherics into the caféss environmente, concerns store
elements found in the neighbourhood or made locally. The fourth theme,
eIntegration of neighbourhood atmospherics into the caféss social media
postse, pertains to the use of neighbourhood components in images posted on
Instagram. The “fth theme, <Service with a local "aire, pertains more to the
characteristics of the sta and service than to the physical environment. This
theme was inspired by the participant observations, which indicated that the
cafés were supported by locals with an interest in these areas, and that the

Kgbenhavns Kommune 60 af 107



Bilag 10 af 10 for Svarnr. 5:  20250716T21-44 Neighbourhood
Consumption_25 07_16 22 03 57.pdf- Side 11 af 22

Neighbourhood Consumption 189

Table 8.2 Data structure. The “rst column displays recurring topics drawn from the
images, interviews, and “eld notes. The second column presents the aggre-
gate themes. The last column states an overarching theme

First-order concepts Second-order Aggregate theme
themes
€ Various neighbourhood features The neighbourhood Holistic
attract guests is perceived as an  experience
€ The neighbourhoodss atmosphere attraction in and extending
compels guests to seek it out of itself beyond the
€ Openness in the facade design Seamlessly designedcafé itself to
€ Outdoor seating areas transitions include the
€ A view from the interior to the outside between interiors ambiance of the
and from the street to the inside and exteriors neighbourhood
€ Elements found in the neighbourhood Integration of
used as decorations in the store neighbourhood
€ Locally created elements integrated atmospherics into
into the store design the cafées interior
€ Social media photos of sta Integration of
showcasing the neighbourhood neighbourhood
€ Social media photos of products atmospherics into
featuring the neighbourhood (e.g., in the cafées social
the background) media posts

€ Social media photos of interiors
displaying the neighbourhood (e.g., in

the background)

€ Articulated focus on building local Service with a local
communities "air

€ Sta serve as neighbourhood guides/
hosts

€ Local products, such as works of local
authors/artists, are sold in the café

€ Sta knowledgeable about the local
neighbourhood

€ The café arranges local events

sta often displayed a local "air. This sometimes involved promoting, sharing
information about, and guiding visitors through the neighbourhood while
building community ties. Overall, these “ndings portray a <holistic experi-
ence extending beyond the café experience itself to include the ambience of
the neighbourhoods. The following sections are organised according to these
themes. Data from both cities are presented together in each section, and
geographical di erences are highlighted as they occur.

The Neighbourhood Is Perceived as an Attraction in and of Itself

Multiple interviews revealed that café guests appreciated the host neighbour-
hoods taken as wholes, con“rming that the surroundings played a signi“cant
role in their choice of café. Additionally, the presence of leisure activities

Kgbenhavns Kommune 61 af 107



Bilag 10 af 10 for Svarnr. 5:  20250716T21-44 Neighbourhood
Consumption_25 07_16 22 03 57.pdf - Side 12 af 22

190 The Future of Retail and Service Design

and other businesses exerted a gravitational pull. For example, a guest in
Copenhagen said, I like the area [f] because there is water, and it is just a
nice environment in generale. Another guest said, ¢l think that this area [f]
is charming. | love going for walks here,» and ethe good spots are close
together,» and continued by describing highlights of the area.

Several Copenhageners praised locations with access to open spaces ... for
example, shops located near the harbourfront or a canal ... as they allow for
swimming, catching some sunlight, or watching boat tra c. As one put it,

Itis a good place to hang out in the summertime because you can swim,
and it is in the sun. When | come here, | normally stay for a couple of
hours. In other cafés, | would not stay that long.

Another guest described how his daily morning routine began with a swim
in the harbour basin near the café; he would then grab breakfast and work
from the café.

Hongkongers cannot swim in the harbour, but several guests mentioned
that they preferred cafés in local, quiet neighbourhoods: ¢l avoid going to
shopping malls during my leisure time because those places are too commer-
cial and crowded. The fast pace makes me feel stressede. Another customer
described his motivation for visiting: ¢l enjoy the atmosphere in the neigh-
bourhood. The pace is rather slow, so | can escape from the busy workdaye.
Others visited certain neighbourhoods for nostalgic reasons: «We cherish old
districts because we donet know when they will be demolishede. This evokes
the rapid speed at which buildings in Hong Kong are demolished to make
way for taller structures, which is intended to increase revenue and create
more space in the densely populated city.

In both cities, it was evident that guests are drawn not only to the cafés
but also to the neighbourhoods in general. They seek out neighbourhoods
they like, with quieter areas in the cities having a particular appeal. Thus,
beyond serving co ee, these shops become hubs for locals and visitors eager
to explore new urban territory, acting as gateways to what can be called
eneighbourhood consumptione.

Seamlessly Designed Transitions Between Interior and Exterior

All shops studied o ered a view out on the neighbourhood and had some
kind of outdoor seating area. A view of the outside and access to natural
light are known to enhance customer experiences. Research shows that co ee
shopse most popular seats are those that o er a view (Waxman 2022). Open-
ness in facade design has been identi“ed as a distinctive feature of specialty
co ee shops in Hong Kong, setting their designs apart from earlier café for-
mats, such as Cha Chaan Tengs, which feature more closed facades (Barber
and Munster 2023). Similarly, in Copenhagen, former factory buildings or
warehouses with loading doors and large windows, which can be opened to
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create transparency between the interior and exterior, have become attractive
café locations (Figures 8.1 and 8.3).

Cafés, bars, and restaurants increasingly include outdoor seating areas,
which are as much part of the neighbourhood as of the business itself. In
addition to attracting interest from passers-by, these outdoor areas o er a
vantage point on the neighbourhood (Figure 8.4). In Copenhagen, the out-
door areas were relatively large, often o ering more seating than the cafées
interior (Figures 8.1 and 8.3).

In Hong Kong, there is no parallel tradition of outdoor seating ... probably
due to the cityes climate, pollution, tra c, and noise. Hong Kong is one of
the worldss most densely populated cities, and legislation prohibits encroach-
ment on public spaces by adjacent shops (HKeL 2022). Nevertheless, out-
door seating areas are increasingly found at specialty co ee shops. Since they
cannot be placed outside, these areas must be incorporated within the storese
premises (Munster 2023). Typically, the glass facade is pulled back from the
front of the building, creating a small *nichee for seating (Figure 8.5).

Outdoor areas in Copenhagen are usually located in front of the shop,
with elements such as planters and umbrellas framing the space (Figure 8.3).
Framed outdoor areas that allow observation of the surroundings can be
considered esafee spaces that support visitors in transforming unfamiliar

Figure 8.3 A co ee shop in Copenhagen in a building with large loading doors, which
were replaced with windows to allow transparency between the café and
the surrounding area. Photograph by the author.
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Figure 8.4 An outdoor seating area in Copenhagen. Photograph by Simon Skipper.

Figure 8.5 A co ee shop with outdoor seating in Hong Kong. Photograph by the
author.
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esurroundingse into *meaningful environmentse (Buchanan 2019, p. 8). In
both cities, outdoor seating areas are designed to simultaneously o er guests
protection from the urban surroundings and a view of the city.

One explanation for this trend lies in Jay Appletones eprospect and refuges
theory, which applies to natural landscapes as well as architecture (Apple-
ton 1975). According to Appleton, from an evolutionary perspective, the
environmental signals that gave rise to what we now think of as aesthetic
judgments might derive from those that regulate biologically fundamental
behaviours, such as approach...avoidance decisions. In other words, the aes-
thetic impression | derive from contemplating a natural landscape is satisfy-
ing to the extent that its physical features create conditions favourable to
my survival, such as being able to observe potential dangers from a secure
position. Similarly, a framed outdoor seating area in unfamiliar surroundings
might appeal to fundamental survival instincts by o ering visitors a view of
the surroundings from a position of relative security. Although the outdoor
areas are designed di erently in the two cities, Appletonss theory o ers a bio-
logical and evolutionary explanation for the appeal of both layouts.

Integration of Neighbourhood Components into the Cafées Environment

Some stores integrated elements from the neighbourhood into their designs.
One café in Hong Kong served drinks in porcelain and glasses that the café
owner had purchased from locals in the neighbourhood. A café in Copenha-
gen also used reused porcelain, albeit not sourced from the neighbourhood.
However, the store owner mentioned that, as customers discovered that the
café used such cups and plates, they would sometimes drop by or contact
the café if they found used porcelain at a "ea market. There were also exam-
ples of neighbourhood objects repurposed as decorations. One café mounted
large metal springboards as wall decorations and attached photos from the
neighbourhood to the wires (Figure 8.6). The designer told us that these were
metal springs from old mattresses; the owner had found them around the
neighbourhood during the storess construction and suggested using them.
The designer also pointed out small foam boards in the café used for sig-
nage, explaining that it was the same type used by local “shmongers. Thus,
the signs were a nod to other businesses in the neighbourhood. Several cafés
in Hong Kong had maps of the neighbourhood that guests could borrow
to familiarise themselves with the cafées location and nearby attractions. In
some Copenhagen shops, books by local authors were promoted for guests
to read, while artworks by locals decorated the walls.

Integration of Neighbourhood Atmospherics
into the Cafées Social Media Posts

A content analysis of images posted on Instagram by café visitors and own-
ers revealed many depictions of shopse immediate surroundings, such as
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Figure 8.6 A co ee shop in Hong Kong using elements from the neighbourhood as
decorations. Photograph by the author.

customer posts of cups of co ee or meals with the neighbourhood in the
background (Figure 8.7A) ... a motif that was particularly prevalent in Hong
Kong. Other photos posted by owners show a caféss co ee bean container,
revealing the neighbourhood in the background (Figure 8.7B), and a shopes
interior, with the neighbourhood also visible (Figure 8.7C).
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Photos were taken of the shopse surroundings, even outside of business
hours. One guest described learning about the café before it opened, as the
owners had posted pictures of the construction process on Instagram. He
and his friends had previously been patrons of another café in the area that
closed, so when rumours spread about a new one, they eagerly followed
the construction on Instagram (Figures 8.7D and 8.7E). Another example
of how the café experience extends beyond the physical shop was described
by a store owner in Copenhagen: *We also post photos from our everyday
life outside of the caféss opening hourse, he said, describing photos of both
private activities and activities with sta members, such as trips and morning
or evening brie“ngs (Figure 8.7F); «Our guests say that they like ite. Addition-
ally, an example was found of a café that posts about arranging tours for
guests to visit old stores in the neighbourhood (Figure 8.7G). These examples
indicate that the experience of the café and the sense of community felt there
extend beyond the caféess physical boundaries and operating hours.

These “ndings reveal that café atmospheres exhibit both spatial and tem-
poral porosity, as they are shaped by peopless experiences inside and outside
the space. Chloe Steadman et al. suggested that the atmospheres at football
matches are in"uenced by experiences beyond the venues themselves (Stead-
man et al. 2020); the same phenomenon is evidently prevalent in specialty
co ee shops. This porosity re-emerges in the space between the physical store
and the online representation of the shop.

Figure 8.7 A collage of images posted on Instagram by café guests and owners.
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Service with a Local Flair

The interviews with store owners revealed that each was well informed about
their neighbourhood and community. They were eager to share their knowledge
of the area and interested in contributing to the local communities, and a elocal
"aire was observed in the service provided in several cafés. Some of this was
o ered exclusively inside the cafés. For example, a store owner demonstrated
how they sold jewellery made by a local child to support a charitable cause.
Other examples transcended the shop itself. Some Copenhagen shops arranged
readings, weekend markets, and musical performances. These events were
popular and therefore typically hosted outside, in front of the cafés, or in the
transitional zone between indoors and outdoors, if space allowed. Café spaces
were typically smaller in Hong Kong, leaving less space for hosting events. Nev-
ertheless, small events are common. A store owner explained that before the
pandemic, they would invite jazz bands to play in the small outdoor niche in
front of the store. We also found examples of co ee shops inviting sgueste baris-
tas to eperforme at their shops, often using Instagram to promote these events.

Services sometimes extended beyond the café itself and into the neigh-
bourhood. A store owner in Hong Kong, for example, explained that when
he opened his store, there were no other co ee shops nearby. Most shops in
the vicinity sold leather and textiles, which meant that most people visiting
the area were after these products. When visitors stopped at his shop for
refreshment, he was able to help them “nd speci“c products, thus supporting
other businesses in the area and establishing a symbiotic relationship with
them. Another example of promoting the neighbourhood was found in a café
located in an area in Hong Kong formerly dominated by hardware retailers.
This shop arranges tours for guests to visit old stores in the neighbourhood,
thereby building connections between the specialty co ee shop, its guests,
and other businesses in the neighbourhood.

No neighbourhood tours were found in Copenhagen. However, some
shops had sta who could act as neighbourhood hosts and provide guidance
on the area. One barista explained that their shop was one of the “rst to open
in the area; they pointed out the locations of establishments that had opened
afterwards and some upcoming projects. Storytelling transferred from sta
to guests has previously been identi“ed as a trend in cafés located in histori-
cal buildings, where it o ers information about the buildingse histories and
former occupants (Minster 2024). However, the present research illustrates
that sta can also act as neighbourhood hosts and guides.

Holistic Experiences Extending Beyond the Café Itself

The themes outlined above collectively illustrate how the café experience
transcends the café itself, as the neighbourhood is integrated into the over-
all impression. This is evident in the reports of neighbourhoods becoming
attractive destinations, whether due to their pleasant ambiance or the pres-
ence of other appealing activities nearby.
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From a design perspective, this holistic experience is supported by seam-
less transitions between indoor and outdoor spaces, active promotion of
neighbourhood atmospheres, and engagement both in the store and on
Instagram. This suggests a more comprehensive method for analysing café
environments ... one that emphasises how interactions between a venue and
its surroundings shape the customer experience.

Conclusions, Implications, Limitations, Future Research

Our analysis of the relationship between co ee shops and their host neigh-
bourhoods shows that neighbourhoods themselves can attract guests
and in"uence the café experience. The cases studied belong to a speci‘c
niche ... specialty co ee shops ... that represents a newer generation of cafés.
While not representative of all co ee shops, the “ndings demonstrate how
neighbourhoods can enrich the café experience and motivate visits. Follow-
ing a multimethod approach, key features of these shops were identi“ed,
and the sentiments of users and store representatives were recorded. These
insights were used to identify themes characteristic of interactions between
cafés and their neighbourhoods, which suggests that guests are drawn not
only to visiting the cafés but also to engaging with the environs. Five themes
were discussed:

... The neighbourhood is perceived as an attraction in and of itself
. A seamlessly designed transition is o ered between the interior and exterior
Neighbourhood atmospherics are integrated into the café environment
.. Neighbourhood atmospherics are integrated into the cafées social media
posts
Service with a local "air is o ered

Collectively, these “ndings portray the café experience as holistic, extend-
ing beyond the café itself to encompass the ambiance of the neighbourhood.
Cafés are not experienced as isolated destinations but rather as essential parts
of a greater consumer experience that encompasses the surroundings. A trend
of placing cafés in areas that had previously lacked such establishments was
evident in the two cities studied. Our analysis revealed neighbourhood char-
acteristics valued by users, which may indicate that this user segment has an
emerging desire to experience local neighbourhoods rather than traditional
commercial districts.

These conclusions can inspire designers and store owners opening or
developing new stores. The “ndings may also prove useful for urban develop-
ers, particularly in areas undergoing redevelopment, where the introduction
of a café could play a pivotal role in the neighbourhoodes transformation.
Urban developers and policymakers should view cafés not as standalone
businesses but as integral components of a holistic experience ... shaped by
the neighbourhoodss atmosphere ... that can enhance the overall community.
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Researchers could also bene“t from considering this when studying
commercial atmospheres and acknowledge how these atmospherics can
extend beyond interiors to include the surroundings. Further research might
explore the in"uence of neighbourhood settings on other establishments, not
just cafés.

The study drew on data from two geographically distant cities, reveal-
ing shared characteristics and experiences, which suggests that the “ndings
may have broad applicability. Despite di erences in size, climate, and archi-
tectural style, enough convergences emerged to identify distinct themes. We
encourage future research in other regions to validate or re“ne these “ndings.
Local di erences between the cities also o er a basis for further investigation.
Researchers could explore how local decorative features, or interior architec-
tural elements express the shopse cultural signi“cance and add value to spe-
ci“c user segments. Additionally, examining activities associated with cafés
could illuminate how these spaces add value for their users. Relevant research
questions might explore how cafés build and supporcommunities ... whether
locally or online ... and what designs and services are most e ective in foster-
ing such connections.

By speci“cally examining the role of host neighbourhoods and their inter-
actions with cafés, this study indicates that co ee shops serve not only as
businesses that sell co ee and facilitate meetings, but also as places that con-
nect people to urban areas. This recognition could deepen our comprehen-
sion of consumer experiences and the societal roles of cafés. It encourages
a more comprehensive approach to studying cafés and other commercial
environments ... one that highlights the interplay between businesses and
neighbourhoods in shaping customer experiences.
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Svarnr.: 6 Borger

Vejnavn: Strandgade
Postnr. og by: 1401 Kgbenhavn K

Hagringssvar:

Wilders Plads er i dag med blanding af hgj og lav bebyggelse netop det, som vi synes er s&a
spaendende ved Christianshavn. Pladsen i byrummet pa et hjgrne ved kanalerne kan ses fra
mange vinkler og pa flere sider af kanalerne. Hvis man bygger den nye foreslaede bygning

vil omradet blive lukket med mure, der skjuler de bagved liggende bebyggelser og tage.

Med den nuveerende lave bebyggelse er der meget for gjet og sanserne, at kigge pa. Bydelen
er med sit seerpraeg under pres, netop fordi man gnsker, at bygge flere kvadratmeter i
rummet. Jeg forslar, at bygningen restaureres og bygges i nuveerende hgjde og omfang.
Udemiljget i omradet vil ogsa blive forringet, da de hgjere bygninger vil skabe skygge og
mere vindturbulens.

Svarnr.: 7 Borger

Vejnavn: Sgndre Fasanvej
Postnr. og by: 2000 Frederiksberg

Haringssvar:

Wilders Bro, som er den eneste vej fra ZfastlandetZ til Bjgrnsholm (hvor Wilders Plads ligger),
har veeret under reparation i mange maneder pga. et svagt fundament og sikkert ogsa
lastning efter de mange byggeprojekter, som har fundet sted pa Bjgrnsholm de sidste
mange ar.

Da det er ejendomsejerne/beboerne pa Bjarnsholm, som betaler omkostningerne af bro-
reparationen (KK hjaelper ikke til med dette projekt), har dette medfart store uforventede
omkostninger for alle ejendomsejere pa Bjgrnsholm.

Det foresldede byggeprojekt vil uden tvivl igen medfagre mange hundrede af tunge lastbiler,
som vil kgre over broen dagligt med byggematerialer, bygge affald etc.

Nar broen en skgnne dag igen bliver fuldt abnet efter fundamentreparationerne, sa vil der
sikkert blive sat et skilt med maksimum akselveegt for biler/lastbiler, som karer over broen.
Men det er for normale trafik volumener ... sikkert ikke for de mange hundrede lastbiler som
byggeprojektet kreever for nedrivning og opbygning.

1. Kunne man seette et lavere maksimum akselveegt for lastbiler relateret til
byggeprojektet end the ZofficielleZ maksimum akselvaegt dvs. mindre tunge men flere
lastbiler for at skane broen for overbelastning og nye fundament problemer?

2. Kan man bede byggeherren om at afholde omkostninger til broreparation hvis nye
problemer med broen opstar under byggeperioden?

Svarnr.: 8 P& vegne af interesseorganisation eller borger Christianshavns
Lokaludvalg

Hagringssvar:
Christianshavns Lokaludvalg stagttede forslaget i 2022 med en bemaerkning om, at
lokaludvalget vurderer, at byggeriet vil bidrage positivt til omradet.

Lokaludvalget synes fortsat, at det er et godt projekt, der respekterer det eksisterende
byggeri i forhold til hgjder, materialevalg og det visuelle udtryk.

Forslaget vil samtidig bevare og genskabe café- og restaurantmiljget, samt understatte det
levende udeliv langs kajen.

Vi vil gerne fremhaeve, at projektet er uden kaelder, og at fundamentets konstruktion tager
hgjde for forventede fremtidige vandstandsstigninger, hvilket er et vigtigt hensyn i forhold til
klima og sikkerhed.

Vi gar dog opmaerksom pa naboernes bekymring for stgjgener, og gnsker, at grundejer vil
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tage hensyn til dem med tiltag, der begraenser stgjgener mest muligt.

Borgerinddragelse
Christianshavns Lokaludvalg og Teknik- og Miljgforvaltningen stod for et borgermgde den
13. august 2025, hvor bygge@nsket og lokalplanforslaget blev draftet.

Referatet fra mgdet kan findes pa lokaludvalgets hjemmeside her:
https://christianshavnslokaludvalg.kk.dk/nyheder/tak-for-et-fint-borgermoede-om-wilders-
plads-9-11

Lokaludvalget vurderer, at der blandt deltagerne i borgermgdet generelt var tilfredshed med
forslaget til byggegnsket.

Kommentarer om bygge@nsket pa lokaludvalgets Facebookside er vedlagt.
Med venlig hilsen

Asbjgrn Kaasgaard,
forperson for Christianshavns Lokaludvalg
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Christianshavns Lokaludvalg
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Christianshavns Lokaludvalg
Emne: Kommentarer pa FB vedrarende Wilders Plads
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Christianshavns Lokaludvalg
Emne: Kommentarer pa FB vedrarende Wilders Plads
Dato: 01-09-2025
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Christianshavns Lokaludvalg
Emne: Kommentarer pa FB vedrarende Wilders Plads
Dato: 01-09-2025
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Christianshavns Lokaludvalg
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Christianshavns Lokaludvalg
Emne: Kommentarer pa FB vedrarende Wilders Plads
Dato: 01-09-2025
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Christianshavns Lokaludvalg
Emne: Kommentarer pa FB vedrarende Wilders Plads
Dato: 01-09-2025
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Christianshavns Lokaludvalg
Emne: Kommentarer pa FB vedrarende Wilders Plads
Dato: 01-09-2025

Kgbenhavns Kommune 83 af 107



Bilag 1 af 2 for Svarnr. 8:  20250901T12-26_Kommentarer paa lokaludvalgets
Facebookside.pdf - Side 10 af 11

Christianshavns Lokaludvalg
Emne: Kommentarer pa FB vedrarende Wilders Plads
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1. september 2025
J.nr. 2025-0260529

Teknik- og Miljgforvaltningen

Vedr. lokalplanforslag for Wilders Plads 9-11

Christianshavns Lokaludvalg stattefdeslaget i 2022 med en bemaerkning om,
at lokaludvalget vurderer, at byggeriet vil bidrage positivt til omradet.

Lokaludvalget synes fortsat, at dete¢igodt projekt, der respekterer det
eksisterende byggeri i forhold til hgjder, materialevalg og det visuelle udtryk.
Forslaget vil samtidig bevare og genisgaafé- og restaurantmiljget, samt
understgtte det levendeleliv langs kajen.

Vi vil gerne fremheeve, at projekter uden keelder, og at fundamentets
konstruktion tager hgjde for forventederfitidige vandstandsstigninger, hvilket
er et vigtigt hensyn i forhold til klima og sikkerhed.

Vi ggr dog opmeaerksom pa naboerbekymring for stgjgener, og gnsker, at
grundejer vil tage hensyn til dem med tiltag, der begraenser stgjgener mest
muligt.

Borgerinddragelse

Christianshavns Lokaludvalg og Teknbg Miljgforvaltningen stod for et
borgermgde den 13. august 2025, hvor bgggket og lokalplanforslaget blev
drgftet.

Referatet fra mgdet kan findes pa lokaludvalgets hjemmeside her:
https://christianshavnslokaludvalg.kk.dk/nyheder/tak-for-et-fint-borgermoede-
om-wilders-plads-9-11

Lokaludvalget vurderer, at der blandt deltagerne i borgermgdet generelt var
tilfredshed med forslaget til byggegnsket.

Kommentarer om byggegnsket pa lokaludvalgets Facebookside er vedlagt.
Med venlig hilsen

Asbjgrn Kaasgaard,
forperson for Christianshavns Lokaludvalg
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Svarnr.: 9 Borger

Vejnavn: Strandgade
Postnr. og by: 1401 Kgbenhavn K

Hagringssvar:
Jeg bakker op om modstanden mod den vedtagelse af byggeriet pa Wilders plads, som vil
ggre Strandgade til et rent stgj- og trafikkaos

Svarnr.: 10 Borger

Vejnavn: Overgaden Neden Vandet
Postnr. og by: 1414 Kgbenhavn K

Haringssvar:

| byggeprocessen: Det er vigtigt at byggeriets lastbilstrafik holdes i Strandgade og ikke ledes
ned i de smalle gader mod kanalerne. Her er nemlig ikke plads og tung lastbilstafik pa
brostensgaderne vil skade de mange fredede og gamle smukke huse, skabe larm for
beboerne og genere den lokale cyklende og gdende trafik og turisternes ditto.

Svarnr.: 11 Borger

Vejnavn: Christianshavns Kanal
Postnr. og by: 1406 Kgbenhavn K

Hgringssvar:

Haringssvar vedr. lokalplan og byggeri Wilders Plads 9-11 samt mgde i Beboerhuset onsdag
d. 13. august 2025

Jeg bor i Prinsesse Maries Hjem for gamle sgfolk og deres enker, Christianshavns Kanal, lige
overfor, hvor ansggningen om nedrivning og nye bygninger gnskes opfart.

Jeg er overrasket over at nedstemning af lokalplansforslaget i 2022 med veegtige
begrundelser om bevaringsvaerdige gamle bygninger med lav bebyggelse nu ikke leengere
er geeldende.

Museer og Byens Sjeel m.v. havde argumenter, der bibeholdt miljg og luft omkring hjgrnet til
kanalerne, hvor de stgder sammen.

Alle pa Christianshavn er bekendt med at Torvegade er travlt trafikeret med stgj til fglge men
bare fa hundrede meter borte i sidegaderne, er der roligt og behageligt at beveege sig til

fods eller pa cykel.

Hvis lokalplanen gennemfgres, vil det veere til stor gene for alle beboere i neerheden, bade i
byggeperioden og senere med gget tung trafik og stgj til falge.

Haringsmedet d. 13. august var oplysende, dog var der mange ubesvarede og vaege svar pa
spergsmal, besvaret af bygherrer, arkitekt og den administrative del fra Kebenhavns
Kommune.

Jeg har laest referater af mgdet pa nettet og er af den overbevisning, at de ikke er retvisende.
Jeg mener at flere af de kritiske spargsmal fra os beboere, specielt fra Prinsesse Maries Hjem
ikke er gengivet i referatet.

Hvis politikerne, der skal stemme om lokalplanen ikke har alle spgrgsmal og tilkendegivelser,
sa beslutter de sagen pa misvisende grundlag.

Det er en trussel mod demokratiet nar beboere bliver negligeret, pga. deres spgrgsmal ikke
er positive men kritiske overfor den ansggte nye lokalplan.

Svarnr.: 12 Borger
Vejnavn: Mikkel Vibes Gade

Kgbenhavns Kommune 87 af 107



Postnr. og by: 1417 Kgbenhavn K

Hagringssvar:

At bygge pa Wilders plads vil fa katastrofale konsekvenser, bade for os beboere og for
Kabenhavn som en turistdestination. sa nej tak til det.

Af to forskellige arsager, som selvfglgelig uneegteligt haenger sammen.

1

Vi ender som Barcelona, Rom, Amsterdam og andre byer i Europa, som drukner i turisme,
tarvelige souvenir butikker og forlystelsespark lignende bydele, som tidligere var teet
beboede, fulde af charme og autencitet.

Som det er nu er Chr.havn stadig en levende bydel, og her er levende fordi vi stadig er
mange der bor og lever vores liv her. Her er bade fredeligt og masser af udeliv, med al den
stgj det medfarer.

Men vi balancerer pa kanten til at bydelen bliver omdannet til en grotesk blanding af
forlystelsespark og "levende museum®, vi, borgere bliver statister i en forestilling om
hvordan Christianshavn er.

Nar farst det er sket, sd ender Chr.havn som endnu en bydel i en Europzeisk storby uden
identitet, autencitet og uden noget som helst at byde pa. Hverken for de fa der standhaftigt
bliver boende eller de turister der kommer forbi.

2:
Sa er der sa trafikale udfordringer ved at bygge nyt og omleegge trafikken.

Som beboer pa Christianshavn, med et barn i institutionen Krudthuset pa hjgrnet af
Refshalevej og Prinsessegade, som starter pa Chr.havns skole til august 2026 - vil jeg mene
at den ggede tunge trafik pa hele Chr.havn, som falge af nedrivning og nybyg pa Wilders
plads er steerkt kritisabelt for sikkerheden og miljget. Vi skal ikke ha mere tung trafik ind i teet
beboede omrader, i forvejen er prinsessegade livsfarlig, bade for alle de barn og unge som
dagligt skal i institution, i skole eller p& gymnasium, for turister og alle andre.

Den planlagte omstrukturering af trafikken, vil skabe endnu mere tung trafik i et omréde som
i forvejen ikke er skabt til det.

Hvordan kommer det til at se ud nar Lynetteholmen ogsé skal serviceres?

Allerede nu er der mange, lastbiler isaer, som istedet for at kare over Christmas Mgllers
plads, tar den ind igennem Prinsessegade og ud pa holmen den vej.

Kommer der flere?

Maske en trafikteelling som ikke er fra 2016, ville synligare problemet.

Chr.havn er bygget som ger af gammelt affald, vi kan ikke absorbere flere kgretgjer, hverken
den tunge eller person bilisme, uden at det gar ud over en hel bydels borgeres bade fysiske
og psykiske helbred.

Og hvordan pavirker det miljget?

Sa alti alt er det ikke i vores, borgerne pa Christianshavn eller i resten af Kgbenhavn for den
sags skyld, interesse at bygge nyt pa Wilders Plads. Det far simpelthen alt for store
konsekvenser for vores liv, vores hverdag og vores bydel at give et aktieselskab carte blanche
til at @deleegge noget sa saerligt som Chr.havn er for at de kan putte nogle penge i lommen.
Den investering som aktieselskabet vil lave pa Wilders plads, kommer ikke andre tilgode end
aktieselskabet selv, sa nej tak!

Svarnr.: 13 Pa vegne af interesseorganisation eller borger Ejerforeningen
Strandgade 48

Hagringssvar:

De seneste ar er trafikken pa Strandgade @get markant. Iszer tung trafik i form af lastbiler og
varevogne er der meget af pga. etablering af supermarked, adskillige nye restauranter og et
madmarked. Det larmer rigtig meget, og vi haber derfor ikke, at trafikken - isser den tunge -
@ges pga. dette projekt. Vi haber og forventer, at en beslutning som denne baseres pa

Kgbenhavns Kommune 88 af 107



tidssvarende trafikmalinger og ikke foraeldet data, idet stajgener i vores gjne er et veesentligt
element at forholde sig til ifm. en aendring af lokalplanen. Vi har hgrt, at der angiveligt skulle
veere brugt en trafikmaling fra 2016. Det har vi sveert ved at forestille os rigtigheden af, idet
trafikbelastningen i dag er markant aget sammenlignet med tidligere, og en trafikmaling af
eldre dato vil derfor ikke give et retvisende billede trafikken i dag. Og det bgr man
naturligvis have som grundlag for at treeffe en oplyst beslutning

Svarnr.: 14 Pa vegne af interesseorganisation eller borger Prinsesse Maries
Hjem for Gamle Sgmaend og Sgmaends Enker

Hgringssvar:
Dette hgringssvar indgives pa vegne af 62 medunderskivere som alle er beboere i Prinsesse
Maries Hjem.

Vi vil gerne udtrykke og begrunde vores modstand mod byggeriet p& Wilders Plads 9-11
samt vores store bekymring for, at naermiljget tager varig skade af byggeriet.

Staj:

Selve byggeperioden er én ting ... stgj, stav og hvad der ellers fglger med det, er midlertidig,
men det bliver alt andet lige hardt og belastende for alle beboere i neerheden. Beboerne
kommer til at bo og leve med betragtelig staj i minimum 18 maneder som det ser ud nu, hvis
de garigang.

Al nedrivning, udgravning og efterfglgende selve byggeriet vil stave, stgje og luftforurene
nabolaget intenst i hele perioden. Alt skal bortkgres i lastbiler og alt materiale og
handveerkere til byggeriet skal ligeledes finde vej gennem Strandgade i lastbiler. Det er en i
forvejen meget trafikbelastet gade, og det vil medfgre anselig trafikstg;.

En anden ting er at leve og bo op ad konstant larm fra ikke én men to, tre eller fire
restauranter, som der er lagt i kakkelovnen til fra Wilders Plads Ejendommes side lige nu.

Restaurationsbranchen larmer ikke kun fra 8-16, men det meste af dggnet. Der bliver leveret
varer og tgmt skrald bade tidligt og sent, der bliver arbejdet, serveret mad og spillet musik
hele dagen og til langt ud pa aftenen. Den absolutte ro fra restauranter findes kun mellem
midnat og kl. 05.00. Gaesterne kan hgres vidt omkring fra udeserveringen og branchens puls
er fuldsteendig i utakt med pulsen i beboelse. Nar beboere vil have ro ... larmer
restaurationsbranchen allermest.

Det er stgj, vi kommer til at leve med hver eneste dag fra nu og i al fremtid.

Wilders Plads Ejendomme er ikke ligefrem kendt i lokalomradet for at leegge en deemper pa
deres lejere, nar de afholder bade private studenterfester udenfor arbejdstid eller nar
restauranterne supplerer mad og drikke med udendgrs DJ. Det hgjner ikke tilliden til, at de
vil tage hensyn til naboerne ved at laegge en daemper pa lejerne i fremtiden.

Hjgrnet af Christianshavns Kanal og Wilders Kanal er i dag et af de sidste
bemzerkelsesveerdige andehuller. Det ville klazede Kgbenhavns Kommune og
borgerrepreesentationen at udvise mod til at bevare nogle af de fa rolige omrader i byen, sa
kabenhavnerne stadig kan finde disse lyse og luftige steder uden konstant kommerciel,
upersonlig stgj.

Trafik:

Kgbenhavns Kommune har vedtaget at vende ensretningen i Wildersgade og Overgaden
Neden Vandet, der ligger parallelt med Strandgade. Det g@r at al trafik, der skal mod nordgst
fra Torvegade skal ned ad Strandgade. Det bliver den eneste vejind i kvarteret mellem
Christianshavn Kanal og havnen. Strandgade skal nu servicere:
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Udenrigsministeriet, Eigtveds Pakhus, Fgtex, Det Hvide Snit, Den Gule Misundelse,
Kriminalforsorgen, Barr, Le Grande Rouge, Islands Ambassade, Krgyers Plads, Fingerbgllet,
Cafe Wilder, Hos Nicola, Two Socks, Les Amis, Tinoes, Steerkodder, Statens Veerksteder for
Kunst, Finanstilsynet, Lalala, Christianshavns Feergecaféen, Sankt Annae 8, Restaurant
Kanalen, Café Sandg, Baden, Neervaer, Krayer's, POPL, et utal af virksomheder og sidst men
ikke mindst hele Broens Gadekakken.

Den trafik, der kommer med det nye byggeri, ikke bare under byggeriet med hundredvis af
lastbiler, men ogsa efterfglgende med de ekstra lastbiler til varelevering, afhentning af skrald
m.m. og kunder i privatbiler og taxaer bliver naesten med 100 % sikkerhed mere end
Strandgade kan kapere.

Mange af sidegaderne er brostenbelagte, hvilket forsteerker stgjen yderligere. Ovenikgbet er
det et meget lille afgreenset lokalomrade med meget fa parkeringspladser og masser af
cirkulationskgrsel i forvejen.

Allerede nu sander Strandgade til i stillestaende biler i spidsbelastningsperioder morgen og
eftermiddag. Alle besggende til virksomheder, restaurationer, institutter og alt det andet er
ikke lokalt kendte. De cirkulerer i forvejen rundt i kvarteret for at finde den ledige p-plads,
som ikke er der. Det er ovenikgbet ogsa en gade, der bliver benyttet af rigtig mange cyklister,
heriblandt barn, zeldre og ikke mindst turister pa udlejningscykler.

Vi mener ikke, man skal finde Igsninger pa den enorme trafikforggelse. Vi mener, man skal
forhindre den.

Den seneste trafikmaling er fra 2016 ved Wilders bro, og siden da er bade Broens
Gadekgkken og Finanstilsynet kommet til.

Luft, lys og kultur forsvinder:

Omradet omkring Wilders Plads 9-11 er i forvejen godt forteettet af byggeri i hajden. Det
sidste lille stykke bl& himmel vil med det nye byggeri vaere en saga blot. Det &bne rum midt i
byen forsvinder for altid. Det er vanvittig trist.

Sammen om byen, men ikke den samme by i hele byen. Hjgrnet er i dag et sted, hvor folk

ofte gar holdt, og hvor man kan nyde den lavtstaende forars- og efterarssol. Resten af den

lave industribebyggelse, som har vaeret karakteristisk for denne del af Christianshavn, er veek.

Det sidste lille monument og den sidste pamindelse om hele omradets industrihistorie

bidrager til et lyst og luftigt omrade. Det ender med, at det eneste, der er tilbage fr aB&Wer
den nye statue pa torvet.

Det er det sidste sted pa Christianshavn, hvor man stadig kan fornemme den variation, der
har veeret i smaindustriens bygninger. Det er et levende og kuperet bygningslandskab.
Kabenhavn mister et enestdende omrade og erstatter det med noget mainstream, vi kun
kender alt for godt fra resten af indre by.

Bygningerne, der ligger der i dag er kulturbzerende for omradet. De er arbejdshestene, der
viser, hvad hele omradet kommer af. Det er den sidste rest af det industriomrade, der
engang satte sit praeg pa Kgbenhavn og Danmark. Arbejdsheste, der naesten aldrig far lov til
at besta.

Det er det sidste lille kig til, hvad Kgbenhavn er skabt af, og nar man star nede pa hjarnet, og
det sveert at se en ny mursten. Mange ejendomme i omradet er bevaringsveerdige i en eller
anden grad, og det giver omradet en meget fin karakter.

Den lokale forankring, der refereres til i motivationen til at genoptage forslaget til lokalplanen

findes simpelthen ikke mere. Ingen med tilknytning til Wilders Plads Ejendomme bor
leengere pa pladsen.
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Derudover er vi bekymrede for fglgende:

- Lysforurening.

- Udemgbler, der inviterer til udendgrsfester i de sene timer.

- Hvordan en eventuel grundvandssaenkning vil pavirke omradets fundament af pzele.

- At familien Barfred i deres opleeg ligefrem opfordrer til udeliv pa hjgrnet, som bliver meget
belastende for neeromradet.

Vi vil gerne opfordre til at Kgbenhavns Bymuseums hgringssvar 2022 bliver genlaest.

Svarnr.: 15 Borger

Vejnavn: Wildersgade
Postnr. og by: 1408 Kgbenhavn K

Haringssvar:

Jeg sender dette hgringssvar som beboer i kvarteret omkring Wilders Plads, hvor jeg har
min dagligdag. Jeg kender omradet godt og bruger de omkringliggende gader og byrum til
fods og pa cykel. Jeg er derfor direkte bergrt af de konsekvenser, en gennemfgarelse af
lokalplansforslaget vil medfare.

Mit hgringssvar fokuserer pa tre hovedpunkter:

1. De markante problemer med stgj, bade under og efter byggeriet.

2. De trafikale konsekvenser, der efter min vurdering er steerkt undervurderede.

3. Den manglende lokale forankring og respekt for omradets historie samt byggeriets
fodaftryk.

Jeg vil dog starte med konklussionen, da jeg har meget pa hjerte.

Konklusion
Jeg mener grundleeggende ikke, at lokalplansforslaget tager tilstreekkeligt hensyn til de
mennesker, der bor og feerdes i kvarteret i dag.

Den sékaldte Zlokale forankringZ er for leengst forsvundet. Ingen fra Barfred-familien bor
leengere i omradet, sa de bliver ikke selv bergrt af byggeriet eller de gener, det medfarer. Det
betyder, at hele argumentationen for projektets lokale forankring i praksis star uden indhold.
Nar dem, der star bag projektet, hverken lever eller faerdes i kvarteret, hvorfor skulle de s&
veerne om det?

Byggeriet udvider brugen af fodaftrykket markant i forhold til, hvad der tidligere har ligget
dér. De tidligere restaurationer fyldte en bregkdel af de kvadratmeter, der nu foreslas
inddraget til restaurationsbranchen. Det er direkte vildledende at pasta, at der ikke kommer
mere stgj eller trafik, fordi der tidligere har ligget én restaurant og én café.

Kvarteret har en historie og en sjeel, som er teet forbundet med de gamle bygninger og
mursten. Det er en historie, der forteeller om et arbejds- og havnemiljg, der har grundlagt

byen, og som ikke kan genskabes, nar farst det er revet ned. Hver gang et stykke af den gamle
by erstattes af et projekt som dette, mister Kgbenhavn en del af sin karisma.

De stgjgener, vi star overfor, er massive ... bade fra selve byggeriet og fra de mange nye
restaurationer, der vil komme til. Bygherres lejere viser allerede nu manglende hensyn til
beboerne med ulovlige fester og arrangementer. Det giver ingen grund til at tro, at en
udvidelse vil blive handteret bedre. Tveertimod peger alt pa, at vi ma indstille os pa et niveau
af larm, der er helt uforeneligt med et boligkvarter.

Dertil kommer trafikken. Strandgade og de sméa brostensgader er allerede under pres. Flere

vareleveringer, flere afhentninger og flere geester vil kun ggare situationen veerre. Trafikken vil
ikke bare ramme Wilders Plads, men brede sig til hele Christianshavn, hvor bade bgarn, aeldre
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og cyklister allerede keemper for at finde plads.

Pa den baggrund finder jeg det uforstaeligt, at lokalplansforslaget vurderes at have
begreensede konsekvenser. For os, der bor her, er konsekvenserne alt andet end
begraensede: Vi star til at miste ro, tryghed og et vigtigt stykke af vores lokalhistorie ... alt
sammen for et projekt, der alene tjener kommercielle interesser.

Derfor opfordrer jeqg til, at forslaget i sin nuvaerende form forkastes.

1. Stgj

Der er masser af stgj i Kgbenhavn hele tiden. Nogle siger: Zs&dan er det bare at bo i en
storbyZ, men byen skal veere for alle - det bryster de sig af pa kommunen. Jeg er sa ufattelig
heldig at bo i et nogenlunde roligt kvarter, og det fgles nogle gange som om, det er en uskik
eller noget, jeg ikke har gjort mig fortjent til. At det er lidt snyd. Hvis andre skal leve med

larm, s& skal jeg ogsa. Det kan ikke veere rigtigt, at kvarterer i indre by absolut skal stgje. At vi
alle sammen skal leve i noget, der minder om Nyhavn med restauranter og stahej pa hvert et
gadehjgrne.

Vi skal vaerne de rolige og &bne steder, der er tilbage. Steder midt i en hektisk by og hverdag,
hvor man kan sgge hen for at dveele, ga i sta og koble af.

Med lokalpladsforslaget falger ubeskrivelig larm og uanede maengder lastbiltrafik fra selve
byggeriet. Broen over til Wilders Plads er sa lille, at det vil vaere en ngdvendighed med
mange sma lastbiler i stedet for f& store. Det vil give s& mange gener i kvarteret, at det
naesten er umuligt at forestille sig.

Dertil kommer de mange flere kvadratmeter til restaurationer med udeservering. Det er
noget af den veerste stgj at bo i naerheden af, fordi det er sa uforudsigeligt. Folk griner, stgjer,
klinger med glas og service og stgjniveauet stiger i takt med, at aftenen skrider frem. Det er
stgj, der er helt i utakt med et boligkvarters rytme. Nar beboerne i kvarteret gerne vil falde til
ro, er der allermest gang i butikken hos restaurationerne.

De nuvaerende lejere ZunderholderZ ofte hele kvarteret med private fester i erhvervslokaler
og udenfor pa pladsen, med DJes og store arrangementer, som de ikke sgger tilladelse til.
Flere har sager kgrende hos Stgjvagten, men lige lidt hjeelper det. Det vaekker ikke ligefrem
tillid til at bygherre fremadrettet vil vaere behjeelpelige med at holde stgjen fra deres lejere
nede pa et taleligt niveau.

2. Trafik

Torvegade bliver fremtids- og klimasikret i disse ar, og det medfarer at ensretningen i
Wildersgade og Ovengaden Neden Vandet bliver vendt, s& man ikke leengere kan dreje ad
dem fra Torvegade ned mod Wilders Plads.

Det medfarer, at al trafik ind i kvarteret vil blive ledt ned ad Strandgade. En gade, hvor der i
forvejen ikke er meget ledig asfalt og som er smal. Den bliver dagligt brugt af bgrn, seldre og
turister pa elcykler, der kagrer som, ja - som om de er turister pa elcykler.

Det betyder, at alle vareleveringer til hele Wilders Plads skal gennem Strandgade. Alle varer
til veertshuse, virksomheder og restaurationer i vores kvarter skal ned ad Strandgade for sa at
kere op ad brostensbelagte sidegader for at na frem. De brostensbelagte gade er hyggelige,
smukke og aldeles uegnede til varelevering med store lastbiler. De er ekstremt smalle og det
stgjer. Meget.

Det vil gge bade stgij, trafikteethed og utryghed ved at feerdes i kvarteret til fods og pa cykel.
P-pladser er en hel saga for sig med evig bumlen rundt i kvarteret og daglige frustrationer til
falge. Noget som byggeriet vil gare endnu veerre end det er i dag.

Der blev lavet en trafikteelling i Strandgade tilbage i 2016 lige ved Wilders Bro. Efterfglgende
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er alle restaurationer pa Broens Gadekgkken og Finanstilsynet kommet til. Nu kommer der sa
tre, fire, fem nye, restaurationer til. De vil medfgre mange daglige leverancer af varer, mange
afhentninger af flasker og andet affald og virkelig mange gaester til og fra gennem kvarteret.

Teknisk forvaltning har regnet ud, at trafikken ikke vil stige naevneveaerdigt med byggeriet
fordi, der ifalge dem, kun vil veere en stigning i ZbrugenZ af pladsen fra de cirka 22 personer,
der skal bebo de nye lejemal. Det begrundes i, at der tidligere har vaeret én restaurant og én
café. Som beskrevet laengere nede regner de ikke p4, at der er mange flere kvadratmeter til
flere restaurationer med hver deres udeservering.

Det er ikke kun beboere og erhvervsdrivende i omradet omkring Strandgade, der bliver

berart af trafikken til Wilders Plads. Beboere i Dronningensgade, Mikkel Vibes Gade,
Overgaden Oven Vandet og Skt. Annae Gade far ogsa mere trafik, nar der skal leveres varer til
restauranter og virksomheder i omradet. Nar Strandgade sander til, vil lastbilerne uvaegerligt
finde andre ruter ind i kvarteret. Dertil kommer masser af fodtrafik fra Metroen og torvet til
Wilders Plads (Se vedheeftede). Det er en Zh&ndtegningZ af trafikforlgbet igennem kvarteret.

3. Den lokale forankring er vaek

Ingen fra Barfred-familien bor leengere pa Wilders Plads. Det er efterhdnden leenge siden, at
den sidste bastion, Niels Barfred, flyttede. Der er heller ingen fra familien, der laeengere har
deres daglige gang eller arbejde dér. Argumentet om den lokale forankring klinger hult.

De vil aldrig blive bergrt af gener fra hverken byggeri eller den efterfglgende stgj fra
restaurationer og caféer med udeservering. Der er ingen keerlighed til det lokale miljg og da
de blev spurgt direkte pa et borgermgde, sagde de, at de ikke har teenkt sig at gare noget for
at mindske generne for os, der bor i neerheden.

De gamle mursten betyder noget

Nar man star pa hjgrnet af gaden Christianshavns Kanal og Overgaden Neden Vandet kan
man stort set kun se mursten, der er lagt fgr ar 1900. Det, synes jeg, er veerd at bevare. Da de
begyndte at bruge stenene fra bglgebryderen ved Trekroner Fortet, sagde en mand fra M/S
Museet for Sgfart, at det var en af de sidste arbejdsheste, der blev fiernet fra Kgbenhavn. Det
er en bglgebryder, der meget fysisk har vaeret med til at sikre det Kgbenhavn, vi kender i dag.

De gamle bygninger pa Wilders Plads er et fysisk bindeled til og et vidnesbyrd om, hvad
Kabenhavn kommer af. Hvad kgbenhavnerne levede af og hvordan byen sa ud, far der skad
nyere byggeri op alle vegne. Nar farst disse bygninger rives ned, er historien veek for altid.
Jeg vil opfordre til, at man laeser Politiken serie om Byggematadorerne og sgrger for, at vi
ikke far en lignende oplevelse pa Christianshavn.

Fodaftrykket

Byggeriet skal ligge pa de samme firkanter som tidligere, og her er argumentet, at der derfor
ikke vil veere naevneveerdigt mere stgj eller trafik fra flere restaurationer end der tidligere har
veeret. Da restauranten Undici og caféen Baden |a i nummer 11, udgjorde deres
serveringsomrader samt kgkkener til sammen ikke engang halvdelen af kvadratmeterne i
bygningen. Senere gjaldt det samme, da Undici flyttede over i nummer 9 (se vedheeftede).

Ja, det er ogsa en ubehjeelpelig tegning og frit efter hukommelsen, men det aendrer ikke
ved, at det areal, der fremadrettet vil blive inddraget til restauration er langt stagrre end det
tidligere har veeret.

Det er en massiv udvidelse ... ikke en viderefgrelse.

Dertil kommer at bygherre far det til at fremstd, som om serveringsstederne 1a der i mange

ar. Det er heller ikke tilfeeldet. Det var omkring fem ar og det fungerede som det, jeg vil
kvalificere som pop up steder. | gvrigt fik de ogsa dengang utallige klager over stg;j.
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Svarnr.: 16 Borger

Vejnavn: Wildersgade
Postnr. og by: 1408 Kgbenhavn K

Hagringssvar:
Til alle medlemmer af borgerrepraesentationen.
Lokalplanen Wilders plads pa hjgrnet Wilders kanal og Christianshavns kanal.

En vedtagelse af nedrivning af eksisterende bygninger og efterfalgende opfarelse af nyt har
falgende konsekvenser:

1 Nedrivning af bygninger, der fik naestflest stemmer i projektet byens sjeel.

2 Det begraedes af bymuseet og stadsarkitekten.

3 Alle de naermeste 100 beboere i Prinsesse Maries hjem for gamle sgmaend og deres enker
af 1856 er frustrerede.

4 Et af de sidste steder i indre by, hvor man kan dveele et gjeblik forsvinder ogf.byen far i
stedet noget vi ser og ikke mindst hgrer naermest overalt i Kgbenhavn.

5 Genanvendelse af eksisterende bygninger og bevarelse af historie og kultur tilsideseettes.
6 Trafikken i det gamle kvarter bliver tungere og endnu mere intens.

7 Det er op til bygherre, hvor meget restaurantdrift, der bliver i stueetagen og i hvor hgj grad
der skal veere udeservering.

Nar man leeser op pd medlemmerne af borgerrepreesentationens personlige meerkesager og
gnsker for byen saf .er det meget fa som:

- treekker pa skulderen oven veesentlig mere tung trafik i et gammelt bolig kvarter med
mange blgde trafikanter.

- er begejstrede ved nedrivning af noget sjeeldent og unikt for os her i kvarteret og alle
turisterne.

- tilsideseetter grgnt genbrug og genanvendelse, men mener, at der skal erstattes af nyt.
- tillader meget mere stgj i et gammelt boligkvarter. Til langt ud pa aftenen.

Sidst men ikke mindst:
ikke lytter til de bergrte borgere, men udelukkende til et aktieselskab, hvis regnskab taler for
sig selv. De ggr det godt.

Svarnr.: 17 Borger

Vejnavn: Andreas Bjgrns Gade
Postnr. og by: 1428 Kgbenhavn K

Hagringssvar:
Jeg gnsker hermed at gare indsigelse mod planerne om nedrivning og ny bebyggelse pa
Wilders Plads 9-11.

Ejendommene er udpeget som en del af initiativet Byens Sjeael og vurderet
bevaringsveerdige, netop fordi de understreger omradets hgije arkitektoniske og
kulturhistoriske betydning. De indgar i et saerligt kulturmiljg, hvor bygninger, kanaler og
pladser tiisammen skaber en atmosfaere, der er veesentlig for hele Christianshavns identitet.

Jeg opfordrer derfor til, at bygningerne pa Wilders Plads 9-11 ikke nedrives, men opgraderes
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i bevaringskategori, fredes og restaureres, sa deres vaerdi bevares for fremtiden. Denne
kontinuerlige standardisering og ensretning af Kebenhavns byrum ma hgre op nu!

Svarnr.: 18 Borger

Vejnavn: Krystalgade
Postnr. og by: 1172 Kgbenhavn K

Haringssvar:
Jeg gnsker hermed at gere indsigelse mod planerne om nedrivning og ny bebyggelse pa
Wilders Plads 9-11.

Ejendommene er saerligt udpeget som en del af initiativet Byens Sjeel og vurderet
bevaringsveerdige, netop fordi de understreger omradets hgje arkitektoniske og
kulturhistoriske betydning. De indgar i et seerligt kulturmiljg, hvor bygninger, kanaler og
pladser tiisammen skaber en atmosfeere, der er veesentlig for hele Christianshavns identitet.

Jeg opfordrer til, at bygningerne pa Wilders Plads 9-11 ikke nedrives, men opgraderes i
bevaringskategori, fredes og restaureres, sa deres veerdi bevares for fremtiden. Den
kontinuerlige standardisering og ensretning af Kgbenhavns byrum ma hgre op nu. Der ma
ligeledes veere respekt for bevaringsstatus, og ejerne bar forsta hvad bevaring betyder i
denne kontekst.

Omradet vil i laengere periode veere steerkt plaget af byggeriet, som kun handler om penge
for den enkelte og ikke veerdi for det historiske Christianshavn.

Svarnr.: 19 Borger

Vejnavn: Wildersgade
Postnr. og by: 1408 Kgbenhavn K

Hgringssvar:

Wilders Plads 9-11 er et omrade af Bjgrnsholm en g bygget af skrald og andet affald.

Byens sjeel og Kgbenhavns Museum anbefalede at miljgfordele omradet. Det skete i 2022
men nogen har siden foreslaet noget andet.

Familien Barfod har nu ogsa ladet sta til siden miljgfredningen. Bygningerne indeholder dog
ikke flere miljg eller sundhedsfarlige stoffer end andre bygninger der er blevet renoveret.
Wilders Plads 9-11 ligger pa hjgrnet af Wilders kanal og Christianshavn kanal. De lave
bygninger giver et godt kig ind til de finer rade tegltage,gamle pakhuse og haller der er
fredede. Det historiske Christianshavn. Her hersker fred og ro de lave bygninger ville veere
ideelle til kunst og kreative erhverv. Omradet besgges af kebenhavnere og turister gdende
eller pa cykel. Flere udtaler tit at her er dejligt roligt i forhold til det @vrige historiske
Kgbenhavn.

Nu kan vi se frem til etagebyggeri i fire etager og kigget til de gamle bygninger er vaek. Mure
der det meste af dagen vil give skygge mod vest og nord. En del vindsus langs facaderne vil
der ogsa komme (arkitektens eget udsagn).

Nu kan vi se frem til flere restauranter og caféer med udeservering. Det vil medfgre medfgre
stgj det meste af dagen/aften. Der skal leveres varer,renovering og oprydning efter at alle
geester er gaet.

Strandgade er sidst blevet trafikmalt i 2016. | perioden til nu er der kommet flere erhverv til
(Finanstilsynet Broens Madmarket skgjtebane (vinter) Popl). Der er en lind strgm af lastbiler
privat bilister og taxaer i den lukkede/blinde gade.

Der er yderligere planlagt omlaegning af de ensrettede gader. Strandgade vil s& blive eneste
gade ind i kvarteret fra Torvegade.

De eneste der vinder pa dette projekt er Wilders Ejendomsselskab. De 18-22 leje lejligheder
bliver nok ikke en del af de billige lejligheder der er gnsket af flere af politikerne i Kgbenhavns
kommune.
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Svarnr.: 20 Borger

Vejnavn: Overgaden Oven Vandet
Postnr. og by: 1415 Kgbenhavn K

Hagringssvar:
Jeg synes det er uacceptabelt at nedrive gamle bygninger, de er vores alle sammens
Sjeel+ at det vil komme til at koste milliarder i reprasioner efter byggeri er ferdigt

Svarnr.: 21 Pa vegne af interesseorganisation eller borger
Semandsforeningen af 1856

Hagringssvar:
Haringssvar til lokalplanforslag ... Wilders Plads 9...11

1. Overordnet indtryk

Vi takker for muligheden for at kommentere lokalplansforslaget for Wilders Plads 9...11.
Forslaget rummer mange positive elementer ... herunder gnsket om byliv, grgnne
forbindelser, klimatilpasning og nye boliger. Samtidig giver det anledning til en reekke
bekymringer, iszer relateret til skala, bevaringsvaerdi og naboskab til den fredede kulturarv pa
Wilders Plads 7.

2. Hgjde, volumen og pavirkning af bybilledet

Lokalplanen muliggar en bebyggelse i op til fire etager (16 m).Dette giver en veesentlig
hgjde- og volumenforskel i forhold til de eksisterende bygninger pa grunden og de
omkringliggende lave bygninger.

Vi er bekymrede for, at byggeriet vil fremsta for dominerende i bybilledet ... seerligt set fra
den anden side af Wilders Kanal, hvor det vil bryde omradets traditionelle skala og
overskygge de eeldre, lavere bebyggelser. Det bemaerkes, at vi som naermeste genbo har
udsigt til Wilders Plads 9-11 fra opgangene Christianshavns Kanal 10 og 12, Wildersgade 70
og Overgaden Neden Vandet 53.

Vi finder det saerligt problematisk, at den nye bygning vil komme til at dominere udsynet til
og sammenhaengen med den fredede bindingsveerksbygning pa Wilders Plads 7, det gamle
sejlmagerveerksted fra fgr 1730, som er en af Christianshavns eeldste og smukkeste
bygninger, der udger en enestaende og identitetsskabende del af kvarteret.

Vi opfordrer til, at den maksimale bygningshgjde justeres ned, eller at gverste etager
tilbagetraekkes markant, s& nybyggeriet indpasser sig bedre i den historiske kontekst og ikke
forringer oplevelsen af den fredede bygning og omradet som helhed.

En visualisering af byggeriets indvirkning pa sigtelinjer og proportioner fra Christianshavns
Kanal (gaden) bgr udarbejdes og offentligggres som supplement.

3. Bevaringshensyn og identitet
Vi stiller os kritiske over for den planlagte nedrivning af de eksisterende bygninger, seerligt
Wilders Plads 11, som i tidligere vurderinger har veeret betragtet som bevaringsveerdig og

del af *Byens SjeelZ.

Selvom den ikke er fredet, rummer bygningen kulturhistorisk betydning og arkitektonisk
seerpreeg, der i hgjere grad burde indga i omradets fremtidige udtryk.

Vi foreslar, at bygningen helt eller delvist bevares, eller at facadematerialer og karaktertraek
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viderefgres i nybyggeriet.
4. Kommercielt brug og stgj

Vi forstar gnsket om at dbne stueetagen for restaurations- eller caféformal som en del af
gnsket om at skabe byliv.

Som naboer overfor Wilders Kanal er vi dog bekymrede for, at en restauration i stueetagen ...
seerligt med udendgrs servering ... vil medfare stgjgener, aftenaktivitet og affald, der
forringer det rolige miljz og livskvaliteten for beboerne i omradet.

Erfaringer fra lignende byrum i Kgbenhavn viser, at uden stramme krav til abningstider,
lydniveau, skiltning og affaldshandtering, kan denne type erhverv fa karakter af egentlig
stgjbelastning ... iseer ved abne vinduer, ophold ved kajkant og aktivitet uden for normale
butiks- og arbejdstider.

Vi opfordrer derfor til, at der indsaettes klare og bindende begraensninger i lokalplanen for
kommercielle aktiviteter i stueetagen, herunder:

- Maksimale &bningstider for udendgars og indendgrs servering

- Forbud mod musik i det fri

- Krav om affaldssortering og lukkede affaldsbeholdere

- Krav om diskret facade- og skiltedesign

Vi gnsker i stedet et fokus pa stille erhvervstyper, fx mindre atelierer, gallerier, boghandel
eller veerksteder, som understgtter kvarterets kulturmiljg.

5. Parkering og tilgeengelighed

Vi bemaerker, at parkeringsbehovet anses for opfyldt, men anbefaler, at kommunen
overvejer en hgjere parkeringsnorm eller krav om cykelparkering og delebilsordning, da
omradet allerede er praeget af pres pa gadeparkeringen.

6. Konkrete anbefalinger

1. Reducer eller tilbagetreek gverste etager i byggeriet og foretag visuel analyse ift. Wilders
Plads 7

2. Genovervej nedrivning og bevar arkitektoniske traek fra Wilders Plads 11

3. Begraens serveringsareal og stgjgener

4. Sikr eksisterende traeraekker langs kanalen

5. Tilfgj krav om baeredygtig mobilitet og parkering

7. Afslutning

Vi haber pa en lokalplan, der balancerer udvikling og bevaring. Det fremlagte forslag
rummer mange gode ambitioner, men bgr justeres, s omradets seerlige kulturhistoriske
karakter og visuelle sammenhaeng respekteres ... iseer i forhold til Wilders Plads 7 og det
neere byrum langs kanalen.

Med venlig hilsen,

Bestyrelsen for Sgmandsforeningen af 1856 & Fonden for Sgmandsboliger,

&
Beboerforeningen i Prinsesse Maries Hjem for gamle Sgmeend og Sgmandsenker
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Wildergade 70 s

1408 Kgbenhavn K.

post@smf1856.dk
www.smf1856.dk

SBMANDSFORENINGEN AF 1856

FONDEN FOR SOMANDSBOLIGER
PRINSESSE MARIES HIJEM

Christianshavn den 22/9 2025

Haringssvar til lokalplanforslag — Wilders Plads 9-11

Til: Kgbenhavns Kommune — Teknik- og Miljgforvaltningen
Vedrgrende: Forslag til lokalplan for Wilders Plads 9-11, offentliggjort den 19. juni 2025
Afsender:

Sgmandsforeningen af 1856, Fonden for Sgmandsboliger, beboerforeningen Prinsesse Maries Hjem for gamle
Semaend og Semandsenker, Wildersgade 70. st., 1408 Kgbenhavn K

1. Overordnet indtryk

Vi takker for muligheden for at kommentere lokalplansforslaget for Wilders Plads 9-11. Forslaget rummer mange
positive elementer — herunder gnsket om byliv, grgnne forbindelser, klimatilpasning og nye boliger. Samtidig
giver det anledning til en reekke bekymringer, iseer relateret til skala, bevaringsveerdi og naboskab til den fredede
kulturarv p& Wilders Plads 7.

2. Hgjde, volumen og pavirkning af bybilledet
Lokalplanen muligger en bebyggelse i op til fire etage@(L@ette giver en veesentlig hgjde- og volumenforskel i
forhold til de eksisterende bygninger pa grumdeg de omkringliggende lave bygninger.

Vi er bekymrede for, at byggeriet vil fremsta for dominerende i bybilledet — szerligt set fra den anden side af
Wilders Kanal, hvor det vil bryde omradets traditionelle skala og overskygge de zeldre, lavere bebyggelser. Det
bemaerkes, at vi som naermeste genbo har udsigt til Wilders Plads 9-11 fra opgangene Christianshavnfanal 10
12, Wildersgade 70 og Overgaden Neden Vandet 53.
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Vi finder det seerligt problematisk, at den nye bygning vil komme til at dominere udsynet til og sammenhaengen
med den fredede bindingsvaerksbygning pa Wilders Plads 7, det gamle sejlmagerveerksted fra fer 1730, som er en
af Christianshavns zeldste og smukkeste bygninger, der udggr en enestdende og identitetsskabende del af
kvarteret.

Vi opfordrer til, at den maksimale bygningshgjde justeres ned, eller at gverste etager tilbagetraekkes markant, sa
nybyggeriet indpasser sig bedre i den historiske kontekst og ikke forringer oplevelsen af den fredede bygning og
omradet som helhed.

En visualisering af byggeriets indvirkning pa sigtelinjer og proportioner fra Christianshavns Kanal (gaden) bgr
udarbejdes og offentliggares som supplement.

3. Bevaringshensyn og identitet
Vi stiller os kritiske over for den planlagte nedrivning af de eksisterende bygninger, seerligt Wilders Plads 11, som i
tidligere vurderinger har veeret betragtet som bevaringsveerdig og del af “Byens Sjeel”.

Selvom den ikke er fredet, rummer bygningen kulturhistorisk betydning og arkitektonisk seerpreeg, der i hgjere
grad burde indgd i omradets fremtidige udtryk.

Vi foreslar, at bygningen helt eller delvist bevares, eller at facadematerialer og karaktertreek viderefares i
nybyggeriet.

4. Kommercielt brug og stgj

Vi forstar gnsket om at &bne stueetagen for restaurations- eller caféformal som en del af gnsket om at skabe
byliv.

Som naboer overfor Wilders Kanal er vi dog bekymrede for, at en restauration i stueetagen — seerligt med
udendgrs servering — vil medfare stgjgener, aftenaktivitet og affald, der forringer det rolige miljg ogliietkv
for beboerne i omradet.

Erfaringer fra lignende byrum i Kebenhavn viser, at uden stramme krav til &bningstider, lydniveau, skiltning og
affaldshandtering, kan denne type erhverv fa karakter af egentlig stgjbelastning — iseer ved abne vinduer, ophold
ved kajkant og aktivitet uden for normale butiks- og arbejdstider.

Vi opfordrer derfor til, at der indseettes klare og bindende begraensninger i lokalplanen for kommercielle
aktiviteter i stueetagen, herunder:

- Maksimale &bningstider for udendgrs og indenders servering
- Forbud mod musik i det fri

- Krav om affaldssortering og lukkede affaldsbeholdere

- Krav om diskret facade- og skiltedesign

Vi gnsker i stedet et fokus pa stille erhvervstyper, fx mindre atelierer, gallerier, boghandel eller veerksteder, som
understgtter kvarterets kulturmiljg.
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5. Parkering og tilgaengelighed

Vi bemeerker, at parkeringsbehovet anses for opfyldt, men anbefaler, at kommunen overvejer en hgjere
parkeringsnorm eller krav om cykelparkering og delebilsordning, da omradet allerede er praeget af pres pa
gadeparkeringen.

6. Konkrete anbefalinger
1. Reducer eller tilbagetraek gverste etager i byggeriet og foretag visuel analyse ift. Wilders Plads 7
2. Genovervej nedrivning og bevar arkitektoniske treek fra Wilders Plads 11
3. Begraens serveringsareal og stgjgener
4. Sikr eksisterende treeraekker langs kanalen
5. Tilfgj krav om baeredygtig mobilitet og parkering

7. Afslutning

Vi haber pa en lokalplan, der balancerer udvikling og bevaring. Det fremlagte forslag rummer mange gode
ambitioner, men ber justeres, s& omradets seerlige kulturhistoriske karakter og visuelle sammenhaeng respekteres
—iseer i forhold til Wilders Plads 7 og det naere byrum langs kanalen.

Med venlig hilsen,
Bestyrelsen for Semandsforeningen af 1856 & Fonden for Semandsboliger,
&

Beboerforeningen i Prinsesse Maries Hjem for gamle Sgmaend og Semandsenker
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