
 1

LIBERA D’ALESSANDRO – LIDA VIGANONI 
 
 

LUXURY CONSUMPTION AND URBAN CHANGE: 
THE MAIN STREETS OF NAPLES 

 
 
 

Abstract. – The article aims at analysing the changing role played by the main streets of the Naples city-
centre through the interpretative key of retailing and consumption geography. Firstly, a short 
introduction on the relationship linking luxury city and city branding is proposed, focusing in particular 
on the main streets as relevant places for both economic and cultural factors in this stage of the urban 
development; some international studies on the branded streets are reviewed, in order to systematize some 
theoretical elements that animate the contemporary geographical debate. Secondly, a case-study on the 
main streets of Naples is presented, stressing their position in Chiaia, the district of the entertainment 
and of the movida, but also their transition as representative places for the dialectic between luxury 
consumption and traditional retail. The fieldwork in the so-called Luxury Shopping Line reveals that these 
streets of style at times are places for the negotiation of different consumption practices and dissimilar 
urban life-styles and at times are spaces of conflict among various urban players, especially between city 
users and city makers. Through the case-study, some concluding remarks on the importance assumed 
by the main streets in the urban change are proposed, emphasizing the pressure between standardization 
and resilience. 
 
 
 
 
Luxury city and city branding: the role of the main streets. – For a long time now urban spaces, pressed by the 
necessity to renew their economic bases, have implemented strategies aimed at repositioning 
themselves facing global competition. Moreover, as Amendola has effectively sustained (2003, p. 200, 
our traslation), «the post-modern city can act on itself only by organizing its offer in relation to the new 
demand for the city(1)». The city marketing has thus become, over time, more than the simple 
promotion of a place and it has been used by cities to rebuild and redefine – in some cases ex novo – 
their urban identity, focusing on specific types of activities (such as luxury consumption, culture, leisure 
etc.) (Paddison, 1993). As Paddison pointed out in the early Nineties (ibidem, p. 340), these urban 
regeneration policies reflected the aspiration to intercept the post-Fordist transition through processes 
of economic restructuring: for such reasons, as previously occurred in USA, even in Europe they were 
translated de facto into forms of «urban entrepreneurialism». 
Actually, in relation to the new communication tools, some scholars argue that there has been a 
transition from city marketing to city branding(2), which has become, especially at the European scale, a 
powerful tool for the promotion of the urban image(3). This has intensified some problematic questions 
related to a kind of practices aimed not only at associating the city to a commodity to sell on the global 
market, but also at connecting the urban image to a brand. Such transition, which has been theorized 
using concepts developed in the field of tourism studies (among all, the destination branding), shows a 
further shift towards neo-liberal models of urban governance. These last ones, according to some 
scholars of the new processes (among the others, the aforementioned Karavatzis, 2008), have been 
gradually extended with respect to those included in the earlier policies of urban marketing, with the 
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main aim of achieving local development goals. Relying on the unique characteristics of the city, the city 
branding has therefore been labelled as an usable strategy by residents to strengthen their own identity 
and by policy makers as a vehicle for local development in order to attract new city users(4) (Ashworth 
and Kavaratzis, 2005). In spite of it, as we will highlight, even the «new generation of branding policies» 
have not been successful in finding a virtuous synthesis of the manifold and different «demands for the 
city» which are articulated in the new times and spaces of the urban. Rather, such policies seem to have 
covered these requests with the umbrella of the place branding, with great costs in social terms. This has 
happened especially where the brand of the city has resulted in an instrumental use of local identity and 
urban image for short-term economic goals, without succeeding in triggering participatory processes 
able to promote urban development in the middle-long period. 
The shift from city marketing to city branding, therefore, ties in with the new phase of culture and 
knowledge capitalism (Scott, 2011), in which retail and luxury consumption play a very important role. 
What has been defined as the «luxury city» (Brash, 2011) is obviously not only one of the outcomes of 
the quoted place branding policies at the local scale, but represents even one of the clearest 
manifestation of global market trends and international capital flows. The luxury city, which is primarily 
associated to some types of products, thus tends to be characterized as an attractive place for the new 
requirements of cosmopolitanism and globalization, for the èlite of leisure, for competition and 
innovation (Brash, 2011), all elements which have become real magnets for the new urban lifestyles(5) 
(Zukin, 1998). 
In this context, a key role is thus assumed by the consumption of luxury products, which were once 
reserved to the wealthy bourgeoisie and which now seem, as stated with an effective image by the 
philosopher Lipovetsky (2007, p. 16, our traslation), «went down in the street», opening this typologies of 
goods to a wider range of consumers(6). The consumption practices of the various types of luxury are 
carried out, according to different manners and intensities, in two key-sites for retail and consumption 
geography: the big shopping malls, located in suburban areas or along the infrastructure nodes, and the 
central areas of the gentrifying cities (Jackson and Thrift, 1995). In this second case, luxury has become 
increasingly important in the «shop window-streets» of the central areas, re-converting the geography of 
commercial activities of the main streets not only in the cities at the top of the hierarchy, but also in 
those at lower levels. It deals with a type of consumption that represents one of the elements – together 
with the diffusion of the franchise and brand shops, also not necessarily in the field of luxury – that has 
mainly marked the transformations of the most remarkable streets of the central spaces, as we will 
illustrate in relation to the case of Naples. The commercial street, besides, is still one of the favoured 
and more explored scales of investigation in order to exemplify the current relationship between 
consumption and urban spaces (Moore, 2000; Wrigley and Lowe, 2002). It is not, however, an orderly 
and peaceful space: the shopping streets are frequented by ordinary people and, just like the malls, 
establish themselves as crucial elements for the construction of identities and differences (Zukin, 1995). 
Due to their importance within the urban geography of the changing city-centres, the main shopping 
streets have been analyzed by several geographical studies, in order to exemplify the «micro-geographies 
of retailing» (Bridge and Dowling, 2001) which characterize them. Among the others, the recent book 
edited by Carreras and Pacheco(7) (2009) deserves to be mentioned for the wide range of cases analyzed 
in a valuable perspective of international comparison: from the avenida Rio Branco in Rio de Janeiro, 
characterized by the luxury retail especially around the numerous offices proliferated because of the 
progressive tertiarization of the city (Pacheco, 2009) to the Gran Vía in Madrid, which experiments the 
co-existence between the pressures towards globalization of the shopping and leisure spaces with the 
«sub-worlds» of the night-times (García Escalona, 2009) or even to the Ferhadija, the elegant street of 
Sarajevo, which is developing its own transition towards globalization just through the diffusion of the 
franchise and fashion shops (Moreno, 2009). Another interesting case is Carnaby Street in London, 
which, from emblem of the Swinging London in the Sixties, has become a business innovation centre 
related to fashion and design(8) (Patrizio, 2003). The Mediterranean cities are not an exception in this 
sense: even in the mains streets of such urban spaces the luxury retail produces pushes toward 
homogenization, locating itself in the central arteries and replacing traditional shop or historic brands. 
It 's the case, for example, of Barcelona: the Passeig de Gràcia has been gradually colonized by luxury 
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shops, which have partially replaced the pre-existing retail activities, largely in response to a growing 
tourist demand, with consequent price increase of the urban land and security issues, within a new 
dialectic between public and private space (Ariño y Barrera, 2009); or again it’s the case of the Grande 
Rue de Pera (today Istiklal Caddesi) in Istanbul, which experienced the progressive location of shops 
for the luxury consumption after the pedestrianization of the road, an operation which was defined as 
the beginning of the revitalization in the inner district of Beyoglu (Dokmeci, Altunbas and Yazgi, 2007). 
Even the Italian historic centres are today characterized by these transformations, which produce new 
scenarios in urban central areas characterized by long-term milieux (Loda, 2006). The post-Fordist 
transition has been accelerated, at the Italian scale, from urban regeneration policies and from the 
liberalization of retail, producing new commercial landscapes. Naples does not escape this logic, a 
Mediterranean city that is an interesting laboratory for investigating the key changes in a significant part 
of its core areas, the Chiaia quarter, which reflects some of the features outlined until now, whilst 
expressing some specificities. 
 
 
Branding Naples: the Neapolitan main streets under pressure. – As Pasotti (2010) has underlined, even Naples 
has been characterized by a lot of branding policies in the Nineties, especially in the phase marked by 
the leader-mayor Bassolino. This testifies the fact that in Italy many strategies of urban regeneration 
have been deeply connected to the political season launched by the system of direct election of the 
mayors (Amato, 2006; Sommella, 2009). 
It is not possible here to dwell on all the aspects that have characterized the phase which has been 
called «Neapolitan Renaissance»; it suffices to highlight that the city has undergone deep changes due to 
regeneration policies which had, as their primary objective, the transformation of the inner city: the 
«Open Doors to Monuments (Monumenti Porte Aperte)» event, the sequestration and the subsequent 
release of the squares from the cars, the interventions of pedestrianization, street furniture and 
improved lighting (Coppola and Viganoni, 1994). These strategies have produced positive effects, 
especially in the Nineties, both for the inhabitants of the city (which regained hidden or unused places) 
and for the users (visitors and international, but especially, Italians tourists), although in different forms 
and ways that even then were called «ambiguous and contradictory» (ibidem).  
The Chiaia quarter, that in the Nineties was affected by this season of renewal, now appears crossed 
again by branding policies which however are mixed with the global dynamics of internationalization.  
At the same time new forms of urban conflict become particularly evident just at the scale of retail and 
consumption spaces. Chiaia represents the richest and most dynamic heart of the city, today 
characterized by new consumption practices of space and time(9). The neighbourhood, which covers 2.7 
square km (amounting to 2% of the municipal area), at 31 December 2009 counted few more than 
39,000 inhabitants (about 4% of the population of Naples), with a population density of 14,519 
inhabitants per square km. To the 2001 census, it boasted the highest rate of entrepreneurs and 
professionals of the city, the highest levels of education and a large proportion of young residents 
(more than 35% in a very young city compared to the national average). It should be noted, however, 
that in the past ten years the neighbourhood has further developed its role as a centre of attraction for 
the increasing number of young temporary users coming from other parts of the city and province, 
which have shaped here their «youthful playscapes» (Chatterton and Hollands, 2002). The 
consumption, within an area that has become an arena for a complex set of negotiations not only 
among the youth but also among other social groups, produces nevertheless also phenomena of 
exclusion and conflict, leading to a more and more segregated, conflicted and polarized use of the space 
(D'Alessandro, 2010). Especially in the times of night and weekend, the various demand for the city 
intersect, overlap and often collide in the places of consumption of Chiaia, as indeed happens in the 
central districts of many major Italian and European cities. These conflicts draw attention to the 
competition for the use of places which assume a different value for their individual users, but also the 
increasing overlap between public and private spaces. Chiaia is characterized by a loss of social 
heterogeneity, which results in those that have been effectively defined as phenomena of «urban 
hypostatization (ipostatizzazione urbana)» (De Leo, 2008). To these phenomena inevitably contribute 
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also the consumption practices related to the new format of the commercial distribution, which in large 
part represent the manifestations of the advent of big brands. The expansion of the shopping and 
leisure areas collides with the defense of the residential areas and oldest craft activities (ibidem), 
contributing to mark a real urban boundary. The continuous shift of this boundary represents, in turn, 
the product of forms of negotiation and conflict among the various actors: resident versus retailers and 
workers in the entertainment industry (the first ones often also versus the users of the shopping area in 
the daytime and versus the users of the movida at night) and all frequently versus a municipal 
administration which, from time to time, privileges the requirements of these or those (D'Alessandro, 
2010). 
In the quoted season of the «Neapolitan Renaissance» several urban interventions, which had however 
activated the change, were not completed and only just in recent times they have been taken up. For 
example the closure, albeit partial, of some neighbourhood streets to the traffic of the cars was 
completely realized only in June 2012, with the creation of a LTZ (Limited Traffic Zone), promptly 
opposed by the retailers. It is an opposition that traditionally accompanies the first phase of the 
shopping streets pedestrianization but that, once verified the benefits of shopping linked to walking 
without the hindrance of the car, is usually replaced by a progressive adhesion to the intervention. This 
is demonstrated by several cases of pedestrianized city centres both in the Italian and European cities, 
which have seen retailers to turn from indefatigable detractors to enthusiastic supporters of the partial 
or full pedestrianization. Nevertheless, Neapolitan retailers have reacted to the LTZ with particularly 
harsh forms of protest, complaining about the negative character of an operation that has been 
accompanied by the concomitant closing of the so-called «liberated waterfront», very near to the 
shopping streets analyzed. 
Among the streets affected by the LTZ, indeed, there are also the Neapolitan main streets, which are well 
suited to be analyzed such as paradigmatic spaces of the city change, through the interpretative-key of 
the relationship between luxury and historic retail, even because this dialectic is at the basis of forms of 
negotiations for some different consumption practices. In order to analyze this dialectic, we have 
decided to carry out a fieldwork in an area which we have defined as the Luxury Shopping Line(10) (LSL) 
of Naples, constituted by a series of shopping streets that connect via Calabritto to piazza Amedeo 
(Fig. 1). Towards this commercial strip the many neighbouring streets converge, representing the cool 
character of such part of the city, that is punctuated by various nightlife and entertainment places. 
Although in the aforementioned international ranking for Naples the main street reported is via 
Toledo, actually the itineraries of Neapolitan luxury are those here selected: the choice of Cushman & 
Wakefield seems dated and probably determined by the historical significance that Toledo has played in 
the past, when it represented the heart of the Neapolitan retail. Although very interesting also today for 
the relationship between commerce and the city (D'Alessandro, 2008), Toledo is not the paradigmatic 
street of luxury, not even for the values of retail location rent(11). The interpretative key of consumption 
has allowed us to identify the routes of luxury of the Neapolitan city centre with the streets that are the 
object of our analysis. Although there are luxury shops in other commercial areas of the city, indeed, 
only these streets affirm themselves as «places for primary and not secondary location» (Fernie et al., 
1997). The LSL thus includes the Neapolitan branded streets for both economic and cultural factors 
(Wrigley and Lowe, 2002), so as to attract the most relevant international luxury and fashion brands 
(Italians and foreigners). Nevertheless the branded streets, as it has been rightly highlighted in the 
debate on the new retail geography (Fernie et al., 1997), are not only spaces of retail and luxury 
consumption but also places for the negotiation of practices of consumption varied and often in 
conflict among them. 
In this area appears therefore more evident the dialectic between diversity and standardization and, at 
last, between local and global (Carreras and García Ballesteros, 2006), with a gradual prevalence of the 
mechanisms of homogenization, both in terms of the inhabitants’ profile and economic functions (De 
Leo, 2008). In the quoted streets of luxury, the dialectic is the result of a series of «social and spatial 
transnational relations» (Cook, 2010), as a result of the interaction between local logics, which in recent 
months have re-activated branding policies and global ones of «relocation of luxury» (Barata Salgueiro, 
1996) in the central areas which have been affected by new forms of urban regeneration. 
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Fig. 1 – The Luxury Shopping Line in the Chiaia neighbourhood 
Source: Author 

 
This is in fact an area of the city where the impact of globalization and urban policies is producing, 
more than in others, the gradual decline of shops which are representative of Neapolitan retail (shops 
that are sometimes victims of the new processes but that, at times, find various forms of convenience 
in choosing to leave the previously occupied spaces). As happens also elsewhere according to a self- 
sustaining mechanism, the globalization of consumption, the economic competition and the policies of 
urban regeneration generate the increase of the values of retail property (both for sale and rent), which 
in turn produces the location in the mains streets of the retail formats that better succeeds in 
responding to the flexibility and to the increased value of the urban land (from the luxury brands to the 
franchise and still to the outlets). The process generates an initial decrease of the pre-existing retail 
which, in turn, leaves some empty spaces which are progressively colonized by other new formats of 
luxury retail and brand. This produces a further reduction of the stores representative of the local retail 
and, accordingly, a further specialization of main streets toward the high but standardized levels of the 
commercial hierarchy (Fig. 2). The LSL therefore synthesizes urban-commercial dynamics similar to 
those which are affecting other contemporary urban spaces, also highlighting the conflicts among the 
consumption practices of space and time expressed by the various actors. 
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Fig. 2 – The specialization of the main streets in the circuits of luxury 
Source: adapted from van Zweeden, 2009 

 
The rich and sparkling showcases of luxury are the few open on Sundays too and attract many 
consumers: tourists, businessmen, users coming not only from the city but also from other areas of the 
province, attracted by shops and places of entertainment of the adjacent streets, which in turn benefit 
from the appealing role of the main streets. What seems emblematic is that the analyzed area, today 
characterized by an increasing standardization, in the past symbolized a commercial district of elegance 
and taste(12), based on local craftsmanship and commerce, which was expression of a Neapolitan 
creativity particularly appreciated in the field of fashion. These shops were authentic resources of the 
city, as evidenced by the survival of some well-known brands(13). Nevertheless these are resources which 
have not been capitalized, despite the attempts to protect them, never systematized, date back to 2006. 
At that time, the phenomenon already revealed itself in its evidence, so that a census of the major 
historic brands of Neapolitan handicraft and commerce was planned in order to identify the most 
effective way to protect their survival. The process has not been completed yet, even if Campania 
region is in these months debating a draft law for the protection of historic shops, useful even to define 
a specific category that, at the Italian scale, is characterized by different rules(14). 
The consideration of the historical shops as resources of the city relies on the concept of «urban retail 
resilience», recently systematized by the Portuguese geographer T. Barata Salgueiro (2011) in an 
interpretative model that is a result of the intersection among attributes of urban space, retail 
development and planning. Contrary to its declination in engineering or ecological sense, which defines 
the meaning of resilience in relation to a state of equilibrium or semi-equilibrium, the scholar adopts a 
perspective more suitable to the social sciences(15). The geographer defines in fact the urban retail 
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resilience as «the ability of different types of retailing, at different scales, to adapt to change, crisis or 
shock that challenge the system’s equilibrium, without failing to perform its functions in a sustainable 
way» (p. 30). 
The forms of survival expressed by the historical shops which remain in the area analyzed in this paper 
seem to represent just occasional signs of resistance, based solely on the embeddedness of such stores 
in the urban space. On the contrary, a better anchoring to the policies would allow not only to «resist» 
to the trends of global market but also to valorise, in a sustainable way, stores which are cultural local 
resources, thus manifesting local forms of «resilience». The main streets we have quoted seem «under 
pressure» because, in the frame of those which have been defined as «spot-interventions» of the 
Municipality (De Leo, 2008) aimed also to convey branding strategies, some and sporadic forms of 
place-based development have combined to global dynamics of location of the major brands, in a 
context of continuous and rapid turn-over. The latter, as we will demonstrate through the results of 
fieldwork, today seems to find just in the luxury the dominant and most «durable» element. 
 
 
The fieldwork: the turn-over of luxury brands. – During the fieldwork, pointing out from time to time the 
results produced by the dialectic between historic retail and luxury consumption, in order to classify the 
stores we have used the «pyramid of luxury» (Corbellini and Saviolo, 2007), according to the 
differentiation among various types of products: extra-luxury, life-style luxury, accessible luxury and 
masstige(16) (Fig. 3). Although this is a generalization, the classification has been particularly useful for 
mapping the shops in the analyzed area and, above all, for their differentiation into a typological sense, 
especially for the attention devoted both to the mechanisms of trading-down (that is the reduction of the 
characteristics or qualities of a product in order to satisfy the selling price required by the customers) 
and trading-up (appropriation of design, communication and the setting of luxury products, but not of 
the excellence of product and service) (ibidem). 
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Fig. 3 – The Pyramid of Luxury 

Source: adapted from Corbellini e Saviolo, 2007 
 

It deals with mechanisms that explain the proliferation of many new types of stores which have 
«invaded» the LSL. This typological classification, nevertheless, has been used starting from the 
assumption that it is a reductionist point of view respect to the wide range of current consumptions, 
which are instead characterized, as underlined by some scholar in the field of consumption sociology, 
by fragmentation and variability (Qualizza 2010). 
The fieldwork has been conducted through several surveys at a later date (from January to October 
2012), which have revealed the rapid transformation of LSL, so as to make it extremely difficult to 
monitor. In order to describe it, we have thus divided the LSL into three parts: the low (from via 
Calabritto to piazza dei Martiri), intermediate (from piazza dei Martiri to the first stretch of via dei 
Mille, passing through via Santa Caterina and via Filangieri) and finally that high (the last stretch of via 
dei Mille, with the extension of via Vittoria Colonna to piazza Amedeo) (Figs. 4 and 5). 
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Fig. 4 – The Luxury Shopping Line from via Calabritto and via Morelli to via Filangieri 
Source: Author 
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It must be said that in the decade Nineties the major international brands begin to show interest, until 
the first half of the Two thousands, in the lower part of the LSL, with the pioneer shops of the extra-
luxury brands which located in the area, producing a simultaneous decrease in the historic brands, 
especially antiquaries, jewellers, tailors(17). In the second half of the decade, a further reduction of the 
historic retail was associated to a thick diffusion of the new stores of life-style and accessible luxury, 
along with the proliferation of tertiary activities (particularly banks). 
 

 
 

Fig. 5 – The Luxury Shopping Line from via dei Mille to piazza Amedeo 
Source: Author 
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Over the past two years, finally, two simultaneous phenomena have occurred: the proliferation of new 
shops related to masstige and a further strengthening of the presence of extra-luxury brands, with a 
novelty in the way of location of the latter, which, by the lower LSL, have begun to migrate toward the 
intermediate parts (especially via Filangieri and, to a lesser extent, via dei Mille). These are more 
prestigious spaces and thus more coveted by fashion brands and luxury products. Even the jeweller 
Damiani has moved to via Filangieri, followed by two giants which are the expression of a trans-
national brands, such as Prada and Louis Vuitton(18) (Photos 1 and 2).  
 

 
 

 
 

Photos 1 and 2 – The replacement of Frette (left) with Louis Vuitton (right), with the change of use in the emblem of 
the building 
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Source: Photo 1 – Silorata, 2010 (http://napoli.repubblica.it/cronaca/2010/05/20/news/ 
a_chiaia_cambiano_le_strade_delle_griffe-4201561/) and Photo 2 – Official website of fashion house 
Louis Vuitton (http://www.louisvuitton.it)  

 
The historic extra-luxury shops seem instead characterized by opposing phenomena: some are still 
present and indeed have re-established themselves as successful brands(19); others have instead given 
way to new Italian life-style-luxury brands (20), which make particularly evident the mentioned trading 
down and trading-up mechanisms. In the first case, the dynamism of some local retailers has resulted in 
the ability to convert part of its offer selling, next to its own brands, even new Italian and international 
luxury brands. 
Today is therefore between via Filangieri and via dei Mille, elegant avenue of Neapolitan Art Nouveau 
(liberty style) and of Giulio Ulisse Arata’s architectures, which the super brands focus, prompting a 
renewed interest in the old streets of Neapolitan flânerie. Somehow this turnover leads to a sort of 
return to the past: in the Seventies via Filangieri and via dei Mille were much sought after, even because 
the Neapolitans, as well as the buyers coming from the other provinces of the region, focused here on 
their walking. Indeed Chiaia, traditional Neapolitan street of style, has not benefited from this attracting 
aptitude and only in the short stretch adjacent to the LSL it is still characterized by the presence of 
historic shops(21). On the contrary, really interesting seem the transformations of via Morelli, an 
extension of the square dei Martiri in the San Ferdinando neighbourhood, which is asserting itself as a 
kind of «new frontier» of luxury(22). Once known as the street of antiquaries, via Morelli is now coveted 
by new prestigious brands, as evidenced by some recent arrivals, alongside more established shops(23). 
The itineraries of luxury consumption have strengthened themselves so much to create the long LSL 
cited above, which however today experiences the appearance, particularly in the higher segment, of the 
first empty retail spaces, which testify the economic crisis and the very high price for the leases of retail 
property(24). Public space par excellence of the elegant homonymous district built in the Nineteenth and 
Twentieth centuries, the Amedeo square closes the space opened by the mentioned streets, which 
however are historically important to the city: elegant and refined streets, opened between the XIX and 
XX centuries too, which boast interesting Art Nouveau buildings (such as palazzo Mannajuolo, built in 
the early Twentieth century), as well as some Sixteenth-century (palazzo d'Avalos del Vasto), 
Seventeenth and Eighteenth century palaces(25) (palazzo Carafa di Roccella). 
Given these premises, it appears obvious that these commercial streets have been the primary location 
for the Neapolitan high quality brands in the field of commerce and crafts. However, despite the 
permanence of the mentioned historic retail, as we have underlined, many traditional shops have been 
closed in the last decade. A progressive reduction which, although caused by various reasons(26), has 
animate a debate among public actors, retailers and, finally, among citizens. The last survey has further 
highlighted the difficult survival of the historic retail, so that the progressive marginalization and loss of 
quality in the high stretch of the LSL. 
With specifically regard to the brands of clothing, fashion and fine jewellery, the retail landscape of the 
LSL is made, therefore, from a number of different micro-geographies. As we have illustrated, only 
some of the streets which compose the LSL affirm themselves as «streets of style» (Moore, 2000), in 
particular via Calabritto and via Filangieri and, to a lesser extent, piazza dei Martiri and via dei Mille. 
The majority of transnational brand located in such streets can be attributed to Italian firms, reflecting 
the low degree of internationalization of the city in the field of retailing (Table 1). 
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Tab. 1 – Major international luxury brands in the fashion and jewellery on the LSL (2012) 
 

Brand Paese di provenienza Localizzazione degli store 
Bikkembergs Belgio via Filangieri 
Bottega Veneta Italia via Calabritto 
Bulgari Italia via Filangieri 
Damiani Italia via Filangieri 
Dodo Italia via Filangieri 
Emporio Armani Italia piazza dei Martiri 
Fendi Italia via Filangieri 
Ferragamo Italia piazza dei Martiri 
Fratelli Rossetti Italia via dei Mille 
Furla Italia via Filangieri 
Giorgio Armani Italia via Calabritto 
Gucci Italia via Calabritto 
Hermès Francia via Filangieri 
Hogan Italia via Filangieri 
Hugo Boss Germania via dei Mille 
Kurosawa Italia via dei Mille 
Liu Jo Italia via Filangieri 
Louis Vuitton Francia via dei Mille 
Max Mara Italia via Filangieri 
Melluso Italia via Santa Caterina a Chiaia 
Moncler Italia via Filangieri 
Montblanc Germania via Filangieri 
Paciotti Italia piazza dei Martiri 
Pinko Italia via dei Mille 
Piumelli Italia via Morelli 
Prada Italia via Calabritto 
Scervino Italia via Morelli 
Spatarella Italia via Calabritto 
Tod’s Italia via Calabritto 
Trussardi Italia via dei Mille 
Valentino Italia via Calabritto 

 

Source: adapted from Wrigley e Lowe, 2002, p. 192 
 
The presence of the Italian brands of fashion and jewellery in these streets of style, however, also 
corresponds to a location trend which characterizes, at the Italian scale, all the main streets of big cities 
and of small and medium tourist cities. This evidence is thus associated with the fact that Naples is not 
included within the urban spaces which host the most important main streets at global and even 
European scale. Nevertheless, the forthcoming opening of new foreign brands (including all Burberry) 
seems to set up a future relocation of the city.  
 
 
Resilience versus standardization: some concluding remarks. – There is no intention here to give a value 
judgement, opposing tradition and innovation, on the changes which are taking place in relation to the 
turnover of retail firms or to the changing lifestyles. These two topics can be more fruitfully analysed, 
respectively, by scholars in the field of marketing and of sociology of consumption. It is intended rather 
to highlight that the dialectic between luxury consumption and historic retail – which reflects the 
dialectic standardization/diversity in the spaces of consumption – highlights some strategic issues for 
the urban geography of Naples: first, the prevalence of the logics of global retail at the expense of the 
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forms of resilience which, instead, this part of the centre had expressed in the past. The arise of 
commercial strips where the major brands, franchises and outlet locate themselves, secondly, results in 
the expansion of the phenomena of social polarization and of conflict between residents and users and 
among these last ones in turn. These phenomena, moreover, have extended the areas of consumption 
(both of shopping and leisure), to the detriment of certain residences and especially craft activities (De 
Leo, 2008). Third, the actual relationship between commerce and city in the capital of Campania draws 
attention to the fact that – as many judiciary inquiries have revealed –even the organized crime, which 
is better able to adapt to the flexible mechanisms of the global market, frequently insert itself in the 
mentioned dialectic (D’Alessandro, 2009). The fundamental issue seems to concern, once again, the 
urban policies, which have not been associated with the interventions, although significant, carried out 
for urban regeneration: the enhancement produced by the operations of street furniture and 
pedestrianization have not mitigated – but have contributed to emphasize – the processes of selection 
and homologation (De Leo, 2008, p. 126). 
The result of the combination of these phenomena is that «the living room of Naples» is no longer able 
to respond to the fundamental demands for socialization, public space and city, while primarily 
responds to the demands for consumption, both of products and places. This can long-run produce an 
un-sustainability of the places of consumption, which takes on different faces (environmental, 
economic, social, cultural) and is expressed by the loss of diversity and mixture of uses that 
characterized this area. This process is not just the result of the combination of globalization (of retail 
and consumption) and economic competition, on the one hand and sporadic forms of resistance or 
development of local retail, on the other. It is also the result of branding and requalification policies, 
which, in a city progressively marginalized at the international scale, only in the first phase seem having 
accompanied the regeneration and after having imposed top-down decisions, contributing to a vicious 
circle of specialization and standardization in the area. 
What is missing, then, is a systematization of the interventions, although positive, which helped to 
trigger the change. At the European scale forms of participatory governance aimed at directing the 
change of urban-retail spaces, especially in France, Portugal and Sweden, have carried out (Barata 
Salgueiro and Cachinho, 2011). Although the adoption of these strategies is still too recent to determine 
if they really are producing more resilient retail districts, certainly the cooperation between public actors 
and retailers, in order to identify practices of collaboration, allow not be passively subjected to the rapid 
changes of the urban-retail systems, but to adapt to them, re-activating mechanisms of local 
development. On the other hand, only an urban governance able to combine organically the various 
specific interventions, taking into account new spaces and times of the consumption of products and 
places, can contribute to the recuperation of a more virtuous relationship between retail, consumption 
and cities, promoting urban-retail sustainability, social cohesion and inclusion, all elements for which 
the vitality and diversity of the city centre still play an essential role. 
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NOTES 
(1) The employed strategies can be different. The same Amendola (p. 203), in relation to the users of the 
local resources, identifies two typologies: on the one side, there are the modernistes (who focus on 
competitiveness, dynamism, internationalization, entrepreneurial spirit) and, on the other, the 
patrimoniales (who instead emphasize monuments, local cultures, traditions, landscape values). 
 (2) The city branding is focused on creating a favourable image or on the transformation of a negative or 
indifferent representation of the city and has found its concrete application around three main 
strategies: firstly, in various promotional campaigns and strategies of « visual identities»; secondly, in the 
creation of buildings «signed by the archistar» as new points of reference for the city or in the invention 
of new systems to promote places which represent pre-existing points of reference; finally, in the 
staging of various types of events (Kavaratzis, 2008). 
(3) On the evolution of the concept of urban image in relation to the city branding, refer to Karavatzis, 
2004. 
(4) Brash (2011, p. 102) has recently affirmed that the urban branding involves a lot of desired images 
and meanings (which constitute, indeed, a brand) for the city. They are able, firstly, to influence the 
perception of individuals and key-group (entrepreneurs, tourists, actual residents, potential residents 
etc.) and, secondly, to reshape the city itself in order to make it more in line with the brand. 
(5) The luxury city for excellence is New York: some interesting works have recently been dedicated to 
the luxury as new brand of the city and to the role that it has assumed in the urban policies (Greenberg, 
2008; Brash 2011). 
(6) On the one hand, as indeed happened in the past, there is a luxury that satisfies the consumptions of 
a very elitist market but, on the other, there is an element of novelty, a luxury which meets the needs of 
the mass democratization. In this regard Lipovetsky refers to a «right» to the superfluous for everybody, 
to the widespread taste for the big brands, to the increase of the occasional consumption among 
broader sectors of the population, reflecting a less institutional, more personal, more emotional 
relationship with what he calls «the signs of prestige» (Lipovetsky, 2007, p. 17, our traslation). 
(7) Those analyzed in the mentioned study are not, however, always the most important shopping streets 
in accordance with the ranking at the global scale (only the Passeig de Gracia belongs to this category), 
but sometimes they are the ones who have experienced the most significant transformations or even 
they are the most representative streets in the relationship commerce-city (for example the centenary 
streets that, in some cases, have greatly contributed to define the urban geography of the centre). 
Among the most known ranking, the annual report elaborated by one of the greatest private companies 
in the world real estate market has to be evoked, the Cushman & Wakefield, which «provides a global 
barometer of the retail sector tracking rents in the world’s top 326 shopping locations across 62 
countries» (Cushman and Wakefield, 2012). 
(8) Actually, the relationship between commerce and cities in United Kingdom has been, even in the 
case of commercial streets, characterized by an urban revitalization produced by Town Center Management 
policies. More recently, the impact of the economic crisis on the high streets has been examined in 
relation to the forms of resilience expressed by 250 cases, including high streets and town centres, 
analyzed from a geographical perspective (Wrigley and Dolega, 2011). 
(9) The Chiaia quarter is part of the historic centre of Naples (an area which today counts 1.917 ha), 
mostly recognized as World Heritage Site by UNESCO in 1995. More in detail, the area inscribed in the 
UNESCO list includes a zone of 981 ha (which coincides with the territory classified as historic centre 
by the 1972 Prg with the addition of the monumental parks) and a buffer zone of 426 ha. 
 (10) Contrary to what happened for instance in the case of the Barcelona Shopping Line (BSL), formally 
created in 1999 to re-convert the 5 km of a long commercial axis to the international tourism, in Naples 
it does not deal with a formal label, but rather with an attempt of definition, operated here by the 
authors, in order to give an account of the role played by the main streets. The latter, far from 
representing individual segments separated from each other, seem to be defined as a whole for the 
practices of the luxury consumption. 
 (11) On the base of the latest data of the Agency of Territory (Observatory of the Real Estate Market), 
related to the II semester 2011, the central area of Chiaia is characterized by very high market values of 



 16

the retail location rent, ranging from 4.100 to 8.200 €/sqm for stores in normal position and from 
7.200 to 14.400 €/sqm for stores that are located in an excellent position, case, this last, that 
characterizes many shops located in the LSL. 
 (12) Actually, the city of Naples was characterized even in the past by «various types of luxury»: a recent 
book analyzes, from the historical point of view, the role that this typology of consumption has played 
in Naples since the Eighteenth century. At that time, the culture of the old luxury of ostentation began 
to gradually merge with the diffusion of new fashions and new ways of consumption, which involved 
large sections of the urban society, up to the artisan and merchant class (Clemente, 2011). 
(13) The most emblematic case is Marinella’s: born in 1914 as a little shop which sold shirts and ties, 
today is a store known around all the world for its ties, which are expression of a unique sartorial 
tradition. Renowned for its customers (all American presidents from JF Kennedy, kings, politicians, but 
also directors, actors), the store retains as the main site the old shop of 20 square meters in the Riviera 
di Chiaia, but has opened other stores in Milan, Lugano, London and Tokyo. 
 (14) The Lombardy region, for example, in 2008 established the Register of Commercial Historic Places (an 
award for stores that, in addition to holding at least 50 years, have interesting ambiance from the 
architectural point of view, are situated in meaningful contexts and have a good state of preservation). 
In Campania, furthermore, the above proposal has, as its object, the protection of the stores that have 
more than 70 years of activity, but provides other forms of protection for the so-called special small 
shops (which, although can not count on 70 years of life, are recognized places for literary and artistic 
meeting or are described in renowned works in the field of literature, theatre, film). 
(15) The three approaches related to the concept, which has been developed especially in the English-
speaking area, are that based on the equilibrium, that on the evolutionary analysis of regional economy 
and that based on the studies on disasters and their management. For the potentialities and the limits of 
the application of the concept of resilience to urban-retail systems, refer to the first part of the book 
edited by Barata Salgueiro and Cachinho, 2011. 
(16) The latter is composed, actually, by both prestigious goods with an affordable price to a wide range 
of consumers, as well as by those marketing mix, which mitigate the distinction between the top and 
bottom part of the market and finally by the so-called mix & match, combination of clothes and 
accessories designed by stylists with mass market garments. We want to specify that, in order to adopt 
the luxury as an interpretative-key, the typological classification has been used for both the historic 
shops and for those of more recent location. 
(17) Here, for example, was present from 1920 the tailoring Blasi, then migrated on via dei Mille, 
surrendering to Gucci the store in via Calabritto. 
(18) Prada has replaced Mariano Rubinacci, a historic Neapolitan tailoring founded in 1930 as London 
House. The atelier-boutique, however, was not locked but, relying on a loyal customer base, it just 
moved to the new store of palazzo Cellammare in via Chiaia. The role of the two giants of luxury, more 
recently settled, has been analyzed in some very interesting articles: for Prada and the close link 
between consumption and culture see Evans, 2003; regard to the second, however, a recent article has 
been dedicated to the luxury goods linked to the brand Louis Vuitton Moët Hennessy (LVMH) and to the 
ways by which it exploits the creative abilities in London and New York via Marc Jacobs, who is 
considered a «trans-territorial creative» (Tokatli, 2011). 
 (19) The brands still rooted in the urban fabric include from Mario Valentino (since 1952) to Eddy 
Monetti (old Neapolitan hatter, from the early Sixties in via Toledo and today in LSL with its total look 
clothing stores) and even the jewellers Nappa (from 1920) and De Nobili (over 50 years). 
(20) Among the most significant substitutions, we remember the antique shops Maison Suisse and 
Domus, respectively replaced by a store related to one of the most famous Italian luxury life-style 
expressions (Fay and Hogan) and by Pinko, fashion-ready destined to a young female public; the 
jewellery Knight, which was replaced, after 150 years, by a clothing store and finally the retailer of shoes 
for children Lola, who made way for Liu-Jo, a brand of women's fashion young too. 
(21) The reason of the survival of these stores seems to be referable to the attracting aptitude expressed 
by the LSL: from the leather goods brand Tramontano (from 1865 in palazzo Cellammare, which today 
combines the traditional craftsmanship with the new tendencies in fashion) to the two stores located on 
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the border with the LSL, Portolano (glovers since 1895) and the Gallotta jewellery (since 1922). Here 
also the new franchise of affordable luxury (for instance Geox) and some entertainment spaces are 
located, as evidenced by the fact that the boundary is marked by the presence of the multiplex 
Metropolitan Martos. 
(22) The creation of the garage Morelli has certainly contributed to the growing centrality of via Morelli: 
a structure composed by 7 floors for 250 parking spaces, set in an ancient cave dug into the tuff. The 
garage has a pedestrian area constituted by a run accessible from the street, which connects a space 
where are visible the excavations and support constructions made in the Bourbon epoch. At the 
inauguration of the new space, the square in front of the entrance of via Morelli has been delivered to 
the citizens. 
 (23) Among the new stores we want emphasize the clothing store Ermanno Scervino and the luxury 
multi-brand Michele Franzese, while Livio De Simone, historical clothing store that dates back to the 
Fifties, has maintained a strong connection with the shopping street. The vitality of the this last one is 
evidenced also by the recent localization of a shop of Marino’s family. Hatter in via Toledo since 1922, 
Marino took office in the Fifties as a boutique in via Santa Caterina, in the middle part of the LSL, 
where it remained until last year. It is interesting to note that its place has been occupied by one of the 
Trucchi’s store, historic Neapolitan brand in watchmaking born in 1907 with the headquarters in 
Trieste e Trento square, but recently taken over and become a brand in the field of the high-level 
horology. 
(24) In general in the city, according to the Retailers Association Ascom of Naples, the leases of retail 
properties have increased of 60% from 2004 to 2009. 
 (25) Buildings dating back to the Eighteenth century also characterize the transition zone between the 
intermediate and lower part of the LSL, in the triangular piazza dei Martiri (palazzo Partanna) and via 
Calabritto (with the homonymous palace restored by the architect Luigi Vanvitelli). 
(26) In some cases, it deals with wide-ranging reasons, such as the increase in the prices of retail leases, 
but in others the phenomenon is due to specific reasons, related to the convenience of retailers to sell 
their spaces for necessity to have currency, to the lack of continuity in the management of family retail 
firm or simply for personal motivations. 
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