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Appendix 2.1 

 

 

Lettering styles 
 

 
Table 2.1.1: Lettering styles taken into account in this research (Source: Williams, 1994, pp.83-90). 
 

 
LETTERING STYLE 

 

TYPE 1 
 

  

Old Style

Serifs of lowercase letters 
are diagonal 

Diagonal emphasize

Thick-fine moderate transition
                                                                               

 

TYPE 2 
 

 Thick-fine strong transition

Horizontal emphasize

Serifs of uppercase letter are 
horizontal and narrow

 
 

 

TYPE 3 
     

Slab Serif

Serifs of small letters are 
 in horizontal and tick 

Horizontal emphasize

Thick-fine delicate transition  
 

 

TYPE 4                    
 

 

 

 

Sans serif
It does not have any kind of transition 

between thick and narrow lines.  

 

TYPE 5 
       

ScriptScriptScriptScript 
        

 

TYPE 6 
 

Decorative 
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Appendix 2.2 

 

 

Architectural styles of buildings 
 

 

The classification of the architectural styles considered in this present research (Table 

2.1.1) is based on the analysis of physical features of building facades of different periods 

of the architectural history in England (Howard, 1999; Innocent, 1999; Tyack, 1998; 

Eyewitness visual dictionary, 1993; Watkin, 1987; Richards, 1981; Allsopp & Clark, 1979; 

Curls, 1977; Sherwood, 1974; Harris & Lever, 1966; Fleming, 1919) and in Brazil 

(Andreoli & Forty, 2004; Weimer, 2004; Segre, 2003; Montezuma, 2002; Daros & 

Barroso, 2000; Schlee & Moura, 1998; Weimer, 1992; Pesavento, 1992; Reis, 1978). In 

addition, the proposed classification takes into account the physical characteristics of the 

buildings found in the commercial street facade in the sample (see Appendix 5.11). 
 

Table 2.2.1: Architectural styles adopted in this research to classify the buildings of the commercial 

street facade in the sample (Source: author). 
 

ARCHITECTURAL STYLES OF BUILDINGS 

Modern or International Style First Modern Period 

   

   
General features: (i) simple parapet; (ii) no facade details; (iii) 

horizontal and vertical planes; (iv) use of glass and steel; (v) 

use of concrete; (vi) no decoration; and (vii) denial of mass. 

General features: (i) simple parapet; (ii) horizontal and vertical 

bands; and (iii) large window areas made up of regularly 

repeated units of smaller rectangular windows. 

Art Deco Second Eclectic Period or Art Nouveau 

 
   

General features: (i) parapet with round and geometric bands; 

(ii) rounded corners; (iii) rounded corners that abruptly 

become planar walls; (iv) rectangular windows; (v) horizontal 

bands of jutting material; and (vi) vertical bands. 

General features: (i) depiction of leaves and flowers in 

flowing lines; (ii) sinuous lines; (iii) window and door frames; 

(iv) cornices; (v) parapet with geometric decoration; and (vi) 

decorative horizontal and/or vertical bands, rounded corners. 

Eclectic or Neo-Classic Georgian 

  
General features: (i) engaged pilasters; (ii) window and door 

frames; (iii) decorative draws, bands and frames; (iv) 

decorative railing; (v) balustrade with eclectic draws; (vi) tall 

parapets or balustrades with central features, such as domes, 

projecting facades and/or pavilions; and (vii) facade details 

including garlands, wreaths, cartouches and/or human statuary. 

General features: (i) hip roof and parapet with cornice; (ii) 

sometimes terraces; (iii) window and door frames; (iv) 

windows with double-hung sashes having many small panes 

separated by thick wooden munitions; (v) windows aligned 

horizontally and vertically in symmetrical rows; and (vi) 

cornice usually emphasized by decorative moldings, most 

commonly with tooth-like dentils. 

CONTINUATION ON THE NEXT PAGE.
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Continuation: 

ARCHITECTURAL STYLES OF BUILDINGS 

Georgian with visible roof and dormer windows Building Stone 

    
General features: the same as Georgian, but with (i) hip roof 

or sloping roof visible; (ii) dormer windows; and (iii) lateral 

chimneys. 

General features: (i) window and door frames; (ii) decorative 

bands and frames; (iii) sloping roof with dormer windows; (iv) 

maybe lantern; (v) parapet with or not geometric decorations; 

(vi) decorative gable; and (vii) stone revetment. 

Medieval or Tudor Medieval or Tudor with apparent timber-framing 

  
General features: (i) decorative half-timbering on top floor; 

(ii) prominent cross gables; (iii) narrow windows; (iv) small 

windowpanes; (v) central chimney; (vi) gable with windows; 

(vii) simple bargeboard; (viii) pargetting; chimney-stack; and 

(xix) sloping roof with or not dormer windows. 

General features: (i) timer-framing; (ii) steeply pitched roof, 

(iii) prominent cross gables; (iv) narrow windows; (v) small 

windowpanes; and (vi) decorated bargeboard. 

Neo-Bavarian or Tourist Architecture Contemporary Box 

 

   

General features: (i) decorated bargeboard; (ii) brackets; (iii) 

decorative gable and pent roof; (iv) texture created by wood 

revetment; (v) railing with geometric draws; (vi) maybe 

decorative timber-framing; (vii) usually wooden revetment on 

walls; and (viii) wooden railing.  

General features: (i) simple parapet or parapet with partial 

crow-step; (ii) marquise; (iii) different materials of revetment; 

(iv) balconies; (v) different window and door styles; and (vi) 

usually they look like a box mainly because of the shape of the 

roofline (simple parapet) and the building proportion. 

Contemporary 

     
General features: (i) sloping roof; (ii) hip roof; (iii) sometimes cornice; (iv) weatherboard; and (v) usually they are family 

houses built between 1960-1980 and converted to comprise shop activities and residence. 
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Appendix 5.3  

 

 

Location of the commercial street facades in the sample 
 

 

5.3.1 Streets 1 and 2 in Oxford city centre 

 

 

 
 
Figure 5.3.1: Location of streets 1 and 2 in Oxford city centre (Source: Oxford, The Photographic 

Atlas, 2004; author). 
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5.3.2 Streets 3 and 4 in Gramado city centre 

 

 

 
 
Figure 5.3.2: Location of streets 3 and 4 in Gramado city centre (Source: Gramado City Council, 

2004; author). 
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5.3.3 Streets 5 and 6 in Pelotas city centre 

 

 

 
 
Figure 5.3.3: Location of streets 5 and 6 in Pelotas city centre (Source: Pelotas City Council, 2004; 

author). 
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Appendix 5.4 

 

 

Invitation letter sent to City Council officers of Oxford, Gramado and 

Pelotas inviting them to participate in an interview 
 

 

Invitation letter 

 

COMMERCIAL SIGNAGE IN HISTORIC CITY CENTRES 
   

 
(Source: author). 

 

You are invited to participate in an interview conducted by Adriana Araujo Portella, Ph.D. 

researcher in the Joint Centre for Urban Design, at Oxford Brookes University, Oxford, 

UK. It is part of the fieldwork of the survey:  

 

THE OPERATION OF COMMERCIAL SIGNAGE CONTROLS AND USER 

PERCEPTION AND EVALUATION OF COMMERCIAL  

AND HISTORIC CITY CENTRES.  

 

This study is supervised by Dr. Alan Reeve and Dr. Roger Simmonds, both senior lecturers 

of Oxford Brookes University. 

 

CONTENT: The aim of the interview is to seek to understand which aspects are 

involved in the operation of commercial signage controls in the historic city centre of 

>case study<. It aims to identify which issues are taken into account in the design and 

implementation of these controls. This survey is related to commercial signs on the 

pavement within conservation areas. 
 

TIME: Although it is estimated that about 30-40 minutes are required to the interview, 

please feel free to answer the questions in as timely a fashion as you feel appropriate. 
 

CONFIDENTIALITY:  All responses to this survey are confidential.  Your identity will 

remain anonymous and no identifying information from the computer will be recorded.  
 

YOUR RIGHTS: Your participation is entirely voluntary and you are under no 

obligation to participate. You are under no obligation to answer items on the interview 

that you find offensive or disgusting. Should you decide to end your participation, you 

may do so at any time without penalty. You are not waiving any legal claims, rights or 

remedies because of your participation in this survey. If you have questions regarding 
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your rights as a participant of this survey, contact the chair of the University Research 

Ethics Committee at Oxford Brookes University (ethics@brookes.ac.uk). 
 

RESULTS: The data will be kept in accordance with the University policy of Academic 

Integrity, Oxford Brookes University. It will be securely stored in electronic format for a 

period of 5 years. The complete study will be available to be consulted in the Library of 

Oxford Brookes University in Summer 2007. 
 

RESEARCHER: If you have further questions about this survey, you may contact the 

researcher below. 

Adriana Araujo Portella 

PhD researcher in Urban Design 

Joint Centre for Urban Design, room LL607 

Oxford Brookes University, Gipsy Lane Campus, Headington, Oxford, OX3 0BP 

Phone number: 01865 – 483985 

aaportella@brookes.ac.uk 

 

If you decide to take part in the interview, please contact the researcher. 

 

THANK YOU! 

 

This study has been approved by the University Research Ethics Committee of  

Oxford Brookes University. 
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Appendix 5.5  

 

 

Poster designed to get people involved in the research questionnaires  
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Articles published in local newspapers of the Brazilian case studies to get 

people involved in the fieldwork 
 

 

5.6.1 Article published on 26
th
 June 2005  

 

An article (below) was published in the local newspaper of Pelotas, “Diario Popular”, to 

introduce the researcher to the local community, explain the objectives of the fieldwork of 

the Ph.D. investigation, and invite people to participate in this. 

 

 



Appendix 5.6: Articles published in local newspapers of the Brazilian case studies to get people involved in the fieldwork. 

 437 

5.6.2 Article published on 27
th
 August 2005 

 

An article (below) was published in the local newspaper of Pelotas, “Diario Popular”, to (i) 

thank people who were involved in the fieldwork by answering the questionnaires and 

participating in the focus group discussion, and (ii) emphasize the importance of the 

investigation carried out by the researcher in the city. It was a special article to celebrate 

the 115 years of the newspaper. 
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5.6.3 Article published on 15
th
 July 2005 

 

An article (below) was published in the local newspaper of Gramado, “Jornal de 

Gramado”, to introduce the researcher to the local community, explain the objectives of the 

fieldwork of the Ph.D. investigation, and invite people to participate in this. 

 

 
 

5.6.4 Article published on 10
th
 August 2005 

 

An article (below) was published in the local newspaper of Pelotas, “Diario Popular”, to 

announce that the researcher was organizing a focus group discussion at the School of 

Architecture and Urban Planning of the Federal University of Pelotas, and invite the local 

community to be part of this event. 
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Analysis of the physical characteristics of the commercial street facades 

in the sample and the application of the method adopted to calculate the 

complexity of these streets 
 

 

5.7.1 General characteristics of the commercial street facades in the sample  

 

The following physical aspects of the commercial street facade were analysed: (i) number 

of buildings; (ii) number of commercial signs (shopfront and window displays); (iii) area 

of each street facade; (iv) percentage of street facade cover by commercial signs; (v) 

number of buildings harmed by these media; (vi) percentage of street facade related to 

buildings harmed by commercial signs; (vii) number and percentage of historic buildings 

harmed by commercial signs and their level of damaged; and (viii) square metres of 

commercial signs per linear street metre (see Table 5.7.1). Table 5.7.2 illustrates the 

number of commercial signs in each street identifying their location on the building 

facades. Table 5.7.3 shows the buildings harmed by these media and their level of damage. 

 
Table 5.7.1: General physical characteristics of the street facades in the sample (Source: fieldwork 

2005). 
 

Streets in Oxford Streets in Gramado Streets in Pelotas General physical characteristics of  

the commercial street facades Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Number of buildings 14 6 10 10 9 6 

Number of commercial signs  

(shopfront and window displays) 
46 25 39 37 20 40 

Area of street facade  1281.54 m² 971.22 m² 876.43 m² 924.74 m² 707.21 m² 1024.13 m² 

Percentage of street facade covered  

by commercial signs 

34.60m² 

(2.70%) 

54.56m² 

(5.62%) 

30.54m² 

(3.48%) 

58.08m² 

(6.28%) 

79.97m² 

(11.31%) 

93.34m² 

(9.11%) 

Number of buildings harmed by commercial signs 0 0 1(10%) 2(20%) 4(44%) 2(33.33%) 

Percentage of  street facade related to  

buildings harmed by commercial signs 
0 0 

36.51m² 

(4%) 

319.41m² 

(35%) 

397.96m² 

(56%) 

470.18m² 

(46%) 

Level 1 - buildings most harmed: 

facade fragmented by  

commercial signs and/or colours. 

0 0 0 0 
3 

(33.33%) 

2 

(22.22%) 

Level 2 - facade is not fragmented 

by commercial signs  

or/and colours. 

0 0 0 0 0 0 Number and 

percentage of 

historic buildings 

harmed by 

commercial signs 

Level 3 - buildings least harmed: 

facade is not fragmented by 

commercial signage or/and 

colours, and it is possible to 

identify the original aesthetic 

composition of the building 

facade. 

0 0 0 0 
1 

(11.11%) 
0 

Square metres of commercial signs  

per linear street meter 
0.31m²/m 0.68m²/m 0.25m²/m 0.50m²/m 0.85m²/m 1.00m²/m 
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Table 5.7.2: Number of commercial signs and their location on the building facades of the street 

facades in the sample (Source: fieldwork 2005). 
 

NUMBER OF COMMERCIAL SIGNS AND THEIR LOCATION ON BUILDING FACADES 
 

STREET 1 in Oxford city centre has 46 SIGNS. 

 
 

STREET 2 in Oxford city centre has 25 SIGNS. 

 
 

STREET 3 in Gramado city centre has 39 SIGNS. 

 
 

STREET 4 in Gramado city centre has 37 SIGNS. 

 
 

STREET 5 in Pelotas city centre has 20 SIGNS. 

 
 

STREET 6 in Pelotas city centre has 40 SIGNS. 

 
 

Table 5.7.3: Buildings harmed by commercial signs and their level of damaged in the street facades 

in the sample (Source: fieldwork 2005). 
 

 

BUILDINGS HARMED BY COMMERCIAL SIGNS IN THE STREET FACADES IN THE SAMPLE 

With regard to the streets located in Oxford city centre (streets 1 and 2), there are no buildings harmed by commercial signs. 

X = ordinary building harmed by commercial signs. 

X = historic building harmed by commercial signs. 

 

STREET 3 in Gramado city centre 

 
                                                                                                      X (Level 3) 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 
 

BUILDINGS HARMED BY COMMERCIAL SIGNS IN THE STREET FACADES IN THE SAMPLE 

With regard to the streets located in Oxford city centre (streets 1 and 2), there are no buildings harmed by commercial signs. 

X = ordinary building harmed by commercial signs. 

X = historic building harmed by commercial signs. 

 

STREET 4 in Gramado city centre 

 
                                                                                 X (Level 3)                                                                             X(Level 3) 

 

STREET 5 in Pelotas city centre 

 
-------------Building 1--------------Buil.2---                                                                                           X (Level 1)              X                                                                                                                             
                  X (Level 1)               X (Level 1)                                                                                                                         (Level 3)                                

 

STREET 6 in Pelotas city centre 

 
                           ---------Building 1---------                                          X (Level 1) 
                                       X (Level 1)                                          

Level of damaged of buildings by commercial signs: 

Level 1: buildings most harmed - facade fragmented by commercial signs and/or colours. 

Level 2: facade is not fragmented by commercial signs or/and colours. 

Level 3: buildings least harmed - facade is not fragmented by commercial signs or/and colours, and it is possible to identify the 

original aesthetic composition of the building facade. 

 
5.7.2 Method applied to calculate complexity of the commercial street facades  

 

As discussed in Chapter Two (section 2.4.2.1), in this research the concept of complexity is 

related to the variation of physical characteristics of commercial signs and buildings in an 

aesthetic configuration governed by an overall principle. In this regard, in streets 1, 2, 3 

and 4, the results from the method applied to calculate complexity indicate levels of 

commercial signage and building variation, which are related to complexity. On the other 

hand, in streets 5 and 6, the findings from the application of this method just inform the 

variation of commercial signs and buildings without relating these with the concept of 

complexity. It is because both these streets are tending to disorder (Chapter Five, Table 

5.6). First, the levels of commercial signage variation of each street facade in the sample 

are analysed. Next, the levels of building variation of these streets are also studied. At the 

end, the final level of complexity of each street facade is defined by the variation of 

commercial signs and buildings. 

 

5.7.2.1 Analysis of the level of commercial signage variation  

 

The physical aspects taken into account to calculate commercial signage variation are: (i) 

size; (ii) shape; (iii) number of chromatic groups; (iv) chromatic contrast between letters 

and sign background; (v) proportion; (vi) arrangement in relation to facade; (vii) types of 
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signs (letters fixed on walls, frames, posters and so on); (viii) location on facade; (xix) 

presence of images; (x) type of lettering style (Appendix 2.1); (xi) predominant lettering 

style; (xii) size of letters in relation to size of sign background; (xiii) size of images in 

relation to size of sign background; and (xiv) lettering size (height). Table 5.7.4 shows the 

final level of commercial signage variation of each street. In this table, the numbers 1 to 6 

correspond to the order in which the streets are classified with regard to the variation of 

commercial signs. Analysing the size of commercial signs, for example, the street 

classified as number 1 (street 5) has the highest variation of this aspect, while the street 

classified as number 6 (street 1) has the lowest variation. Table 5.7.5 shows the variation of 

each physical aspect of the commercial signs in the street facades. These aspects are based 

on the theoretical discussion presented in Chapter Two (see section 2.4.2.1). 

 
Table 5.7.4: The level of commercial signage variation in the street facades in the sample (Source: 

fieldwork 2005). 
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L
et
te
ri
n
g
 s
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e Final level of 

commercial signage 

variation* 

Street 4 4 6 1 3 4 6 2 2 1 1 1 3 3 5 38 Highest variation 

Street 6 2 1 2 5 4 3 4 1 4 2 4 1 6 2 39 

Street 1 6 2 2 2 2 4 1 4 5 3 3 4 5 6 43 

Street 3 5 3 2 6 3 2 3 3 2 4 6 2 4 4 44 

Street 2 3 4 3 1 1 5 5 5 6 5 2 6 2 3 48 

 

Street 5 1 5 1 4 5 1 6 6 3 6 5 5 1 1 49 Lowest variation 

* This is the sum of all number of each line: the lowest this value, the highest the commercial signage variation. If more than one 

street has the same numeric classification, it means that these streets have the same level of variation. 

 

 

Table 5.7.5: Variation of the physical characteristic of the commercial signs in the street facades in 

the sample (Source: fieldwork 2005). 
 

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTIC OF  

COMMERCIAL SIGNS ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Very small (0 < area ≥ 1.50m²) 39(85%) 12(48%) 30(79%) 23(62%) 9(45%) 20(50%) 

Small (1.50 m² < area ≥ 3m²) 67(15%) 4(16%) 7(18%) 7(19%) 2(10%) 11(28%) 

Moderate (3 m² < area ≥ 4.50m²) 0 3(12%) 0 4(11%) 3(15%) 1(3%) 

Big (4.50 m² < area ≥ 10m²) 0 6(24%) 1(3%) 3(8%) 3(15%) 6(15%) 

Size 

Very big (area > 10m²) 0 0 0 0 3(15%) 2(50%) 

Square 3(6.5%) 1(4%) 2(5.1%) 0 0 1(3%) 

Rectangular 36(78%) 21(84%) 27(69%) 34(92%) 18(90%) 30(8%) 

Circle 3(7%) 3(12%) 3(8%) 1(3%) 0 0 

Ellipse 0 0 0 0 0 2(5%) 

Irregular 2(4%) 0 6(15%) 2(5%) 0 1(2.5%) 

Rectangular + Semi elipse 1(2%) 0 0 0 0 0 

Rectangular + Circle 0 0 0 0 1(5%) 1(3%) 

Semi ellipse 1(2%) 0 0 0 0 5(13%) 

Shape 

Rectangular 3D 0 0 1(3%) 0 1(5%) 0 

Number of chromatic groups: 9 7 9 10 10 9 

Level 1- the highest contrast: 

white background + dark colour letters; 

dark colour background + white letters; 

light colour background + dark colour 

letters 

27(54%) 10(39%) 18(45%) 24(65%) 13(60%) 34(85%) 

Chromatic 

contrast 

between 

letter and 

sign 

background Level 2 - dark colour background + light 

colour letters 
4(8%) 2(8%) 0 2(5%) 2(10%) 2(5%) 

CONTINUATION ON THE NEXT PAGE.
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Continuation: 

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTIC OF 

COMMERCIAL SIGNS ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Level 3 - white background + medium colour 

letters; dark colour background + medium 

colour letters; light colour background + 

medium colour letters; medium colour 

background + white letters; medium colour 

background + dark colour letters; medium 

colour background + light colour letters 

23(46%) 13(50%) 17(43%) 13(35%) 17(77%) 17(43%) 

Chromatic 

contrast 

between 

letter and 

sign 

background 

Level 4 - the lowest contrast: 

white background + light colour letters; dark 

colour background + dark colour letters; light 

colour background + white letters; light 

colour background + light colour letters; 

medium colour background + medium colour 

letters 

3(6%) 4(15%) 2(5%) 2(5%) 4(18%) 2(5%) 

Vertical 13(28%) 11(44%) 11(28%) 11(30%) 5(25%) 12(30%) 

Horizontal 25(54%) 10(40%) 23(59%) 25(68%) 15(75%) 27(68%) 

Circle 3(6.5%) 3(12%) 3(8%) 1(3%) 0 0 

Horizontal + Vertical 2(4%) 0 0 0 0 0 

Proportion 

Square 3(7%) 1(4%) 2(5.2%) 0 0 1(3%) 

Parallel 34(74%) 19(76%) 28(72%) 31(84%) 14(70%) 25(63%) 

Perpendicular (90º) 12(26%) 6(24%) 10(25.6%) 6(16%) 3(15%) 15(38%) 

Arrangement 

in relation to 

facade Angle (≠ 90º) 0 0 1(2.6%) 0 3(15%) 0 

Letters fixed on wall facades 15(33%) 4(16%) 12(31%) 3(8%) 0 0 

Frame 17(37%) 14(56%) 16(41%) 24(65%) 16(80%) 26(65%) 

Poster on shop window 8(17%) 3(12%) 2(5%) 0 0 0 

Luminous letters on facades 1(2%) 0 2(5%) 1(3%) 1(5%) 1(3%) 

Painted on wall facade 3(6%) 4(16%) 0 2(5%) 3(15%) 8(20%) 

Painted on shop window 1(2%) 0 0 1(3%) 0 0 

Frame in a "Dog shape"  1(2%) 0 0 0 0 0 

Small Billboard and banner 0 0 0 1(3%) 0 0 

Banner 0 0 1(3%) 0 0 0 

Letters on sunblinds 0 0 0 0 0 1(3%) 

Painted on sunblinds 0 0 0 0 0 4(10%) 

Types of  

signs 

Small billboards 0 0 6(15%) 5(14%) 0 0 

Base 37(80%) 21(84%) 1(3%) 8(22%) 0 23(57.5%) 

Body 9(20%) 4(16%) 25(64%) 22(60%) 18(90%) 13(33%) 

Coronation 0 0 7(18%) 1(3%) 0 0 

Body and coronation 0 0 0 0 2(10%) 1(3%) 

Body and base 0 0 0 0 0 3(8%) 

Location on 

facade 

On the street sidewalk 0 0 6(15.4%) 6(16%) 0 0 

Yes 10(22%) 4(16%) 12(31%) 13(35%) 6(30%) 10(25%) Presence of 

images No 36(78%) 21(84%) 27(69%) 24(65%) 14(70%) 30(75%) 

Type 1 (Old Style) 0 0 2(5%) 1(3%) 1(5%) 2(5%) 

Type 2 (Modern) 7(15%) 10(40%) 1(3%) 3(8%) 0 0 

Type 3 (Slab Serif) 2(4%) 2(8%) 0 1(3%) 2(10%) 8(20%) 

Type 4 (Sans Serif) 28(61%) 7(28%) 24(62%) 22(59%) 12(60%) 16(40%) 

Type 5 (Script) 3(7%) 3(12%) 3(8%) 0 0 1(3%) 

Type 6 (Decorative) 0 0 0 0 0 0 

Types 1 and 4 0 0 0 2(5%) 1(5%) 4(10%) 

Types 1 and 2 0 0 1(3%) 0 0 0 

Types 3 and 4 0 0 0 1(3%) 0 3(7.5%) 

Types 2 and 4 1(2%) 0 0 0 2(10%) 0 

Types 4 and 5 3(7%) 2(8%) 2(5%) 1(3%) 2(10%) 6(15%) 

Types 1, 4 and 5  0 0 1(3%) 0 0 

Types 2, 4 and 5 0 1(4%) 0 0 0 0 

Type of 

lettering style 

(see 

Appendix 

2.1) 

Without letters 2(4%) 0 6(15%) 5(14%) 0 0 

Type 1 (Old Style) 0 0 3(8%) 1(3%) 2(10%) 1(3%) 

Type 2 (Modern) 7(15%) 10(40%) 1(2.6%) 3(8%) 0 0 

Type 3 (Slab Serif) 1(2%) 2(8%) 0 2(5%) 2(10%) 9(23%) 

Predominant 

lettering style 

Type 4 (Sans Serif) 29(64%) 8(32%) 27(70%) 23(62%) 14(70%) 22(55%) 

CONTINUATION ON THE NEXT PAGE. 

 



Appendix 5.7: Analysis of the physical characteristics of the commercial street facades in the sample and the application 

of the method adopted in this research to calculate the complexity of these streets. 

 444 

Continuation:

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTIC OF  

COMMERCIAL SIGNS ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Type 5 (Script) 6(14%) 3(12%) 3(8%) 1(3%) 2(10%) 5(13%) 

Type 6 (Decorative) 0 0 0 0 0 0 

Types 1 and 4 0 0 0 2(5%) 0 0 

Type 2 and 4 1(2%) 1(4%) 0 0 0 0 

Predominant 

lettering style 

Type 4 and 5 0 0 0 0 0 3(7.5%) 

Background is predominant 24(52%) 13(50%) 19(49%) 15(40%) 3(15%) 9(23%) 

Letters are predominant 0 0 0 0 2(10%) 1(2.5%) 

Balance between letters and background  20(42%) 13(50%) 13(33%) 18(49%) 15(75%) 25(63%) 

In some parts letters are predominant, in 

other parts background is predominant 
1(2%) 0 0 0 0 0 

In some parts letters are predominant, in 

other parts there is a balance between letter 

and background 

0 0 1(23%) 0 0 4(10%) 

In some parts background is predominant, 

in other parts there is a balance between 

letter and background 

0 0 0 0 0 1(3%) 

Size of letters 

in relation to 

size of sign 

background 

None 0 0 6(15%) 4(11%) 0 0 

Background is predominant 6(13%) 1(3.8%) 5(13%) 4(11%) 4(20%) 9(23%) 

Images are predominant 0 1(3.8%) 5(13%) 0 0 0 

Image break background into two parts 0 0 0 0 1(5%) 0 

Balance between image and background  5(11%) 3(11%) 0 3(8%) 1(5%) 0 

Size of 

images in 

relation to 

size of sign 

background 
None 36(76%) 21(81%) 29(74%) 25(67%) 14(70%) 31(78%) 

High (0.10 cm < x ≥ 0.30 cm) 0 2(8%) 0 1(3%) 1(5%) 0 

Moderate (0.30 cm < x ≥ 0.55 cm) 6(13%) 6(24%) 4(10%) 1(3%) 3(15%) 15(38%) 

Small (x > 0.55cm) 37(80%) 14(56%) 24(62%) 26(70%) 9(45%) 9(23%) 

Small and moderate 1(2%) 3(12%) 4(10%) 4(11%) 4(20%) 7(18%) 

High and moderate 0 0 1(3%) 0 1(5%) 0 

Lettering  

Size in terms 

of height 

High and small 0 0 0 0 2(10%) 5(13%) 

 ¹ These classifications are based in the theoretical discussion presented in Chapter Two (section 2.4.2.1) and in a previous study 
carried out by the researcher about visual pollution in Brazilian city centres (Portella, 2003). 

 

Later in this Appendix, Tables 5.7.24 and 5.7.25 illustrate the colour variation found in 

each street facade in the sample. Figure 5.7.1 shows the chromatic groups found in each 

street. Table 5.7.6 indicates the chromatic contrast between letter and sign background 

found in each street facade identifying their level of contrast (Chapter Two, section 2.4.2.1, 

item A1). 
 

GRAMADO - Street 3

A   B    C   D   E    F   H    J    M

B   C    E    F   H    I   M

B   C    D   E    F   H    I     J   M

A   B    C   E    F   G   H    I     J   M

B   C    E   F    G   H    I    J     L  M

A   B    C   E    F   H    I     J   M

 
 

Figure 5.7.1: Chromatic groups identified in the commercial signs of streets 1, 2, 3, 4, 5 and 6 - 

each letter corresponds to one chromatic group (Source: fieldwork 2005). 
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Table 5.7.6: Chromatic contrast between letters and sign background identified in the street facades 

in the sample with their level of contrast (Source: fieldwork 2005). 
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LEGEND: 

Level 1: the highest contrast - white background + dark colour letters; dark colour background + white letters; light colour 

background + dark colour letters. 
 

Level 2: dark colour background + light colour letters. 
 

Level 3: white background + medium colour letters; dark colour background + medium colour letters; light colour background + 

medium colour letters; medium colour background + white letters; medium colour background + dark colour letters; medium colour 

background + light colour letters. 
 

Level 4: the lowest contrast - white background + light colour letters; dark colour background + dark colour letters; light colour 

background + white letters; light colour background + light colour letters; medium colour background + medium colour letters. 

 

5.7.2.2 Analysis of the level of building variation  

 

As mentioned in section 5.7.2, in streets 1, 2, 3 and 4, the results from the method applied 

to calculate complexity indicate the level of building variation, which are related to 

complexity. On the other hand, in streets 5 and 6, the findings from the application of this 
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method just inform the level of building variation without relating these with the concept 

of complexity. It is because both these streets are tending to disorder. The following 

physical aspects are taken into account to calculate building variation: (i) building 

silhouette; (ii) facade details; (iii) facade articulation; (iv) visual character; and (v) colour 

variation of building facades. These aspects are analysed below. 

 

A. Building silhouette 

 

The following aspects of building silhouette are taken into account to calculate building 

variation: (i) symmetry of shape perimeter (street as a whole); (ii) number of vertexes 

(street as a whole); (iii) number of turns in shape perimeter (street as a whole); (iv) 

symmetry of shape perimeter with regard to roofline of buildings; (v) height of buildings; 

(vi) width of buildings; and (vii) building crowning. Table 5.7.7 shows the variation of 

these aspects in each street facade in the sample. In this table, the numbers 1 to 6 

correspond to the order in which the streets are classified with regard to the level of 

variation: for example, analysing the number of turns in shape perimeter, the street 

categorized as number 1 (street 4) has the highest variation of this aspect, while the street 

classified as number 6 (street 6) has the lowest variation.  

 
Table 5.7.7: Level of variation of building silhouette of the street facades in the sample (Source: 

fieldwork 2005). 
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Final level of variation of 

building silhouette * 

Street 4 1 1 1 1 1 2 3 10 Highest variation  

Street 1 2 2 2 4 5 6 1 22 

Street 3 3 5 3 2 3 1 6 23 

Street 6 2 4 6 3 2 4 4 25 

Street 2 2 4 5 6 4 5 2 28 

 

Street 5 3 3 4 5 6 3 5 29 Lowest variation 

* This is the sum of all number of each line: the lowest this value, the highest the silhouette variation. If more than 

one street has the same numeric classification, it means that these streets have the same level of variation. 

 

Table 5.7.8 shows the variation of elements of building silhouette in each street facade. It 

is important to note that when symmetry of shape perimeter (street as a whole) is analysed, 

three levels of variation are considered (Chapter Two, section 2.4.2.1, item B1): (i) level 1 

– silhouette of street facade has high variation (main turns on shape perimeter ≥ 6); (ii) 

level 2 – silhouette of street facade has variation but some similarity can be noted (main 

turns on shape perimeter ≤ 5); and (iii) level 3 – silhouette of street facade has few 

variation and looks almost symmetric (main turns on shape perimeter < 4).  

 
Table 5.7.8: Variation of the physical characteristic of building silhouette in the street facades in 

the sample (Source: fieldwork 2005). 
 

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTIC 

OF SILHOUETTE  ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Symmetry of shape perimeter (street 

as a whole; see Table 5.7.9) 

 

Asymmetry  

Level 2 

 

Asymmetry 

Level 3 

Asymmetry 

 Level 1 

Asymmetry  

Level 1 

Asymmetry  

Level 3 

Asymmetry  

Level 2 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTIC 

OF SILHOUETTE  ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Group A  

(2 to 6 vertexes) 
7 (50%) 2 (33%) 2 (20%) 3 (30%) 5 (55%) 2 (33%) 

Group B  

(7 to 11 vertexes) 
3 (21%) 2 (33%) 4 (40%) 4 (40%) 0 2 (33%) 

Group C  

(12 to 16 vertexes) 
3 (21%) 2 (33%) 4 (40%) 1 (10%) 1 (11%) 2 (33%) 

Group D  

(17 to 21 vertexes) 
1 (7%) 0 0 2 (20%) 1 (11%) 0 

Number of 

vertexes 

Group E  

(22 to 31 vertexes) 
0 0 0 0 2 (22%) 0 

Number of turns in shape perimeter  

(street as a whole) 
121 64 113 142 102 56 

Asymmetry 0 0 2(20%) 3(30%) 0 2(33%) 

Symmetry 10(71%) 6(100%) 5(50%) 3(30%) 7(78%) 3(50%) 

Symmetry of 

shape 

perimeter 

(each 

building) 
Partial symmetry 4(29%) 0 3(30%) 4(40%) 2(22%) 1(17%) 

Group A  

(3.93m to 6.61m) 
0 0 6(60%) 2(20%) 0 0 

Group B  

(6.62m to 9.29m) 
1(7.14%) 0 2(20%) 4(40%) 7(78%) 3(50%) 

Group C 

(9.30m to 11.97m) 
10(71%) 2(33%) 0 2(20%) 1(11%) 1(17%) 

Group D 

(11.98m to14.65m) 
3(21%) 3(50%) 1(10%) 1(10%) 1(11%) 1(17%) 

Height of 

buildings 

(see Table 

5.7.10) 

Group E 

(14.66m to 17.33m) 
0 1(17%) 1(10%) 1(10%) 0 1(17%) 

Group A 

(2.69m to 8.66m) 
10(71%) 1(17%) 4(40%) 1(10%) 4(44%) 2(33%) 

Group B 

(8.67m to 14.63m 
3(21%) 4(67%) 3(30%) 7(70%) 4(44%) 1(17%) 

Group C 

(14.64m to 20.60m 
0 0 2(20%) 1(10%) 0 0 

Group D 

(20.61m to 26.57m 
1(7%) 0 1(10%) 1(10%) 1(11%) 3(50%) 

Width of 

buildings 

(see Table 

5.7.10) 

Group E 

(26.58m to 32.52m) 
0 1(17%) 0 0 0 0 

Group 1 0 0 0 1(10%) 0 0 

Group 2 4(29%) 2(33%) 6(60%) 5(50%) 0 0 

Group 3 3(21%) 0 3(30%) 3(30%) 0 0 

Group 4 3(21%) 2(33%) 0 0 3(33%) 2(33%) 

Group 5 3(21%) 1(17%) 0 1(10%) 0 0 

Group 6 0 0 1(10%) 0 2(22%) 2(33%) 

Building 

crowing  (see 

Tables 5.7.11 

and 5.7.12) 

Group 7 1(7%) 1(17%) 0 0 4(44%) 2(33%) 

¹ These classifications are based in the theoretical discussion presented in Chapter Two (section 2.4.2.1) and in a previous study 
carried out by the researcher about visual pollution in Brazilian city centres (Portella, 2003). 

 
Table 5.7.9 illustrates the shape perimeter of each street facade, and Table 5.7.10 shows 

the height and width of each building. Table 5.7.11 indicates the groups of building 

crowing identified in this study; and Table 5.7.12 shows the building crowings found in 

each street facade. 

 
Table 5.7.9: Shape perimeter of the street facades in the sample (Source: fieldwork 2005). 
 

SHAPE PERIMETER (the whole street facade) 

The numbers indicate the main turns on the shape perimeter of each street facade. 
 

STREET 1 in Oxford city centre: ASYMMETRY LEVEL 2. 

1 2 3 4

 
 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

SHAPE PERIMETER (the whole street facade) 

The numbers indicate the main turns on the shape perimeter of each street facade. 
 

STREET 2 in Oxford city centre: ASYMMETRY LEVEL 3. 

1
2

 
 

STREET 3 in Gramado city centre: ASYMMETRY LEVEL 1. 

1
2

3 4 5 6 7 8 9

10
11

 
 

STREET 4 in Gramado city centre: ASYMMETRY LEVEL 1. 

1
2

3 4 5

6

7
8

9
10

 
 

STREET 5 in Pelotas city centre: ASYMMETRY LEVEL 3. 

1
2 3

 
 

STREET 6 in Pelotas city centre: ASYMMETRY LEVEL 2. 

 
 

LEGEND: 

Level 1 – the highest asymmetry: silhouette of street facade has high variation (main turns on shape 

perimeter ≥ 6). 

Level 2: silhouette of street facade has variation but some similarity can be noted (main turns on shape 

perimeter ≤ 5). 

Level 3 – the lowest asymmetry: silhouette of street facade has few variations and looks almost 

symmetric (main turns on shape perimeter < 4). 

 

Table 5.7.10: Height and width of buildings in the street facades in the sample (Source: fieldwork 

2005). 
 

HEIGHT AND WIDTH OF BUILDINGS 
 

STREET 1 in Oxford city centre. 

22.00 7.16 12.33 8.52 4.55 8.82 2.69 5.93 6.48 5.81 5.04 4.56 6.25 10.03

1
1
.3
2

1
2
.9
1

1
4
.1
0

9
.0
6 1
2
.2
9

1
1
.0
3

1
1
.6
9

1
1
.7
8

1
0
.4
8

1
1
.2
4

1
1
.3
3

1
1
.4
0

1
0
.0
0

1
1
.7
3

110.17  
 
 

STREET 2 in Oxford city centre. 

11.82 9.43 9.35 9.59 7.29 32.52

1
0
.8
2 1
5
.4
3

1
1
.8
1

1
3
.8
3

1
2
.3
1

1
2
.4
6

80.00  
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Continuation: 

HEIGHT AND WIDTH OF BUILDINGS 
 

STREET 3 in Gramado city centre. 

1
4
.3
4

8
.6
4

5
.4
6

6
.6
7

6
.3
2

6
.3
5

6
.3
7

5
.5
2

5
.5
3

1
7
.3
3

17.67

2.51

9.25 24.94

0.36

6.52 9.76

0.49

7.77 11.26 6.38 6.89 16.18

120.00  
 
 

STREET 4 in Gramado city centre. 

11.43 10.12

0.73

20.91 15.99 9.43 9.87 10.83

0.55

10.52

6
.4
3 7
.9
0 1
1
.8
0

1
0
.9
3 1
5
.9
9

7
.4
2

1
3
.3
5

8
.6
0

6
.9
48
.6
3

3
.9
6

5.59 9.05

115.00  
 
 

STREET 5 in Pelotas city centre. 

7.27 7.27 7.27 5.03 5.03 7.58 7.48 13.94 10.34 9.11 6.68 7.23

21.82 10.07

7
.3
0

7
.2
2

6
.9
8

7
.7
3 1
2
.5
7

7
.3
2

6
.7
5 9
.6
4

6
.8
5

7
.3
0

7
.3
0

7
.2
2

94.25   
   
 

STREET 6 in Pelotas city centre. 

7.16 21.74 9.62 6.58 22.12 25.56

9
.1
1

7
.4
3

8
.8
2

1
6
.8
8

1
2
.4
6

1
0
.2
9

92.88  
 

 
Table 5.7.11: Classification of building crowning by groups (Source: fieldwork 2005). 
 

GROUPS TYPES OF BUILDING CROWNING 

Group 1 Curve roof, sloping roof with weatherboard, and simple bargeboard. 

Group 2 

Gable with projecting cornices, windows, modillion (brackets), and lateral chimney-pots.  

Gable with weatherboard, decorated bargeboard, and brackets.  

Gable with weatherboard, decorated bargeboard, brackets, decorative gables, and pent roof.  

Gable with weatherboard, decorated bargeboard, brackets, and decorative gable. 

Gable with weatherboard, decorated bargeboard, decorative gable, and pent roof.  

Gable with weatherboard, and simple bargeboard.  

Gable with window, and decorated bargeboard.  

Gable, arched brace roof with weatherboard, gable, and pent roof.  

Gable, arched brace roof, sloping roof with weatherboard, and pent roof.  

Gable, deck roof with gable and weatherboard, and lantern.  

Gable, hip roof, sloping roof, pavilion roof with weatherboard, simple barge board, and lantern.  

Gable, mansard roof with weatherboard, decorated bargeboard, decorative gable, and pent roof.  

Gables with windows, sloping roof, simple bargeboard, and pargetting.  

Gables, decorated bargeboard, and simple bargeboard.  

Gables, sloping roof, simple bargeboard, chimney-stack, and sloping roof with dormer 

windows. 

Group 3 

Hip roof with cornice.  

Hip roof with weatherboard.  

Sloping roof with cornice, dormer windows, and chimney-stack.  

Sloping roof with cornice, dormer windows, chimney-stack, and modillion (brackets).  

Sloping roof with dormer windows, and lantern.  

Sloping roof with weatherboard, and dormer windows. 

Group 4 
Parapet.  

Parapet and marquise. 

Group 5 

Parapet with projecting cornice.  

Parapet with projecting cornice, modillion (brackets), and window.  

Parapet with cornice.  

Parapet, decorative gable, decorated bargeboard, and pent roof. 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

GROUPS TYPES OF BUILDING CROWNING 

Group 6 

Parapet with geometric decoration, and pent roof.  

Parapet with geometric decoration.  

Parapet with geometric decoration, and cornice.  

Parapet with partial crow-step, and marquise. 

Group 7 

Parapet (balustrade with cornice), and parapet.  

Parapet (balustrade with cornice), and decorative gable.  

Parapet (balustrade). 

 
 

Table 5.7.12: Classification of building crowning in the street facades in the sample (Source: 

fieldwork 2005). 
 

  Street Building* BUILDING CROWNING 

1 1 Parapet with cornice. 

1 2 Gable with window, and decorated bargeboard. 

1 3 Gable with window, sloping roof, simple bargeboard, and pargetting. 

1 4 Gable, sloping roof, simple bargeboard, chimney-stack, and sloping roof with dormer windows. 

1 5 Parapet with projecting cornice. 

1 6 Parapet. 

1 7 Parapet. 

1 8 Sloping roof with cornice, dormer windows, and chimney-stack. 

1 9 Sloping roof with cornice, dormer windows, chimney-stack, and modillion (brackets). 

1 10 Parapet (balustrade). 

1 11 Gable with windows, and decorated barge board. 

1 12 Parapet with projecting cornice, modillion (brackets), and windows. 

1 13 Parapet. 

1 14 Sloping roof with dormer windows, and lantern. 

2 1 Gables, decorated bargeboard, and simple barge board. 

2 2 Gable with projecting cornices, windows, modillion (brackets), and lateral chimney-pots. 

2 3 Parapet with cornice. 

2 4 Parapet with geometric decorations. 

2 5 Parapet. 

O
x
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2 6 Parapet. 

3 1 Gable with weatherboard, decorated bargeboard, brackets, and decorative gable. 

3 2 Gable with weatherboard, decorated bargeboard, brackets, decorative gables, and pent roof. 

3 3 Hip roof with weatherboard. 

3 4 Gable with weatherboard, decorated bargeboard, and brackets. 

3 5 Gable with weatherboard, simple bargeboard. 

3 6 Hip roof with weatherboard. 

3 7 Parapet with geometric decoration, and pent roof. 

3 8 Gable with weatherboard, decorated bargeboard, brackets, and decorative gables. 

3 9 Sloping roof with weatherboard, and dormer windows. 

3 10 Gable with weatherboard, decorated bargeboard, decorative gable, and pent roof. 

4 1 Sloping roof with weatherboard. 

4 2 Curve roof, sloping roof with weather board, and simple bargeboard. 

4 3 Gable, mansard roof with weatherboard, decorated bargeboard, decorative gable, and pent roof. 

4 4 Gable, hip roof, sloping roof, pavilion roof with weatherboard, simple barge board, and lantern. 

4 5 Gable, arched brace roof, sloping roof with weatherboard, and pent roof. 

4 6 Gable, deck roof with gable and weatherboard, and lantern. 

4 7 Parapet, decorative gable, decorated bargeboard, and pent roof. 

4 8 Hip roof with weatherboard. 

4 9 Gable, arched brace roof with weatherboard, gable, and pent roof. 

G
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4 10 Hip roof with cornice. 

5 1 Parapet with geometric decorations and cornice. 

5 2 Parapet (balustrade). 

5 3 Parapet, and marquise. 

5 4 Parapet with partial crow-step, and marquise. 

5 5 Parapet (balustrade with projecting cornices), and decorative gable. 

5 6 Parapet. 

P
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5 7 Parapet (balustrade). 
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 Street Building* BUILDING CROWNING 

5 8 Parapet. 

5 9 Parapet (balustrade). 

6 1 Parapet with geometric decoration and cornice. 

6 2 Parapet (balustrade with cornices), decorative gable, and parapet. 

6 3 Parapet. 

6 4 Parapet. 

6 5 Parapet with geometric decoration. P
el
o
ta
s 
ci
ty
 c
en
tr
e 

6 6 Parapet (balustrade with cornice), and parapet. 

* The identification of the buildings in each street facade per number is shown in Appendix 5.11. 

 

B. Facade details 

 

The following elements are taken into account to calculate the variation of facade details in 

each street facade in the sample: (i) types of details; (ii) number of buildings with details; 

(iii) architectural style; and (iv) texture of revetments. Table 5.7.13 shows the variation of 

facade details in each street. In this table, the numbers 1 to 6 correspond to the order that 

the streets are classified with regard to the variation of facade detail: for instance, 

analysing types of details, the street categorized as number 1 (street 3) has the highest 

variation of this aspect, while the street categorized as number 6 (street 6) has the lowest 

variation. 

 
Table 5.7.13: Level of variation of facade details in the street facades in the sample (Source: 

fieldwork 2005). 
 

ELEMENTS RELATED TO  

FACADE DETAILS 

Street 

T
y
p
es
 o
f 

d
et
ai
ls
 

N
u
m
b
er
 o
f 

b
u
il
d
in
g
s 
w
it
h
 

d
et
ai
ls
 (
st
re
et
 

as
 a
 w
h
o
le
) 

A
rc
h
it
ec
tu
ra
l 

st
y
le
 

T
ex
tu
re
 o
f 

re
v
et
m
en
ts
 

Final level of variation of 

facade details* 

Street 1 2 1 1 2 6 Highest variation  

Street 2 5 1 2 1 9 

Street 3 1 3 5 3 12 

Street 4 3 2 5 5 15 

Street 5 4 4 4 4 16 

 

Street 6 6 5 3 6 20 Lowest variation 

* This is the sum of all numbers of each line: the lowest this value, the highest the 

facade detail variation. If more than one street has the same numeric classification, it 

means that these streets have the same level of variation. 

 

Table 5.7.14 shows the variation of each element of facade details in the street facades. It 

is important to note that “types of details” is categorized according to the groups presented 

in Tables 5.7.15 and 5.7.16. And, the architectural styles are based on the classification 

proposed in Appendix 2.2.  

 
Table 5.7.14: Variation of the physical characteristic of facade details in the street facades in the 

sample (Source: fieldwork 2005). 
 

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTIC OF 

FACADE DETAILS ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Group 1 0 1(17%) 4(40%) 2(20%) 0 0 

Group 2 6(43%) 1(17%) 0 1(10%) 1(11%) 3(50%) 

Group 3 2(14%) 1(17%) 0 0 1(11%) 0 

Types of details 

(see Tables 5.7.14 

and 5.7.15) 
Group 4 3(21%) 2(33%) 5(50%) 3(30%) 0 0 
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Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTIC OF 

FACADE DETAILS ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Group 5 4(29%) 1(17%) 8(80%) 4(40%) 0 0 

Group 6 13(93%) 6(100%) 6(60%) 4(40%) 7(78%) 5(83%) 

Group 7 11(79%) 3(50%) 5(50%) 2(20%) 6(67%) 4(67%) 

Group 8 6(43%) 2(33%) 2(20%) 0 3(33%) 2(33%) 

Group 9 4(29%) 1(17%) 6(60%) 4(40%) 0 0 

Group 10 0 3(50%) 2(20%) 1(10%) 0 0 

Group 11 1(7%) 0 3(30%) 7(70%) 0 0 

Group 12 2(14%) 0 0 0 0 0 

Group 13 1(7%) 1(17%) 1(10%) 1(10%) 0 0 

Group 14 3(21%) 3(50%) 1(10%) 0 0 0 

Group 15 0 0 1(10%) 0 0 0 

Group 16 4(29%) 0 1(10%) 0 1(11%) 1(17%) 

Group 17 2(14%) 4(67%) 0 0 0 0 

Group 18 7(50%) 0 1(10%) 0 3(33%) 2(33%) 

Group 19 1(7%) 0 0 0 2(22%) 2(33%) 

Group 20 0 0 0 0 3(33%) 2(33%) 

Group 21 0 0 0 0 2(22%) 3(50%) 

Group 22 1(7%) 0 1(10%) 0 2(22%) 1(17%) 

Group 23 0 0 0 1(10%) 0 0 

Group 24 0 0 2(20%) 2(20%) 2(22%) 0 

Group 25 0 0 0 1(10%) 0 0 

Group 26 0 0 3(30%) 3(30%) 2(22%)  

Group 27 0 0 1(10%) 0 0  

Group 28 13(93%) 4(67%) 6(60%) 6(60%) 5(56%) 3(50%) 

Types of details 

(see Tables 5.7.14 

and 5.7.15) 

Group 29 0 0 8(80%) 7(70%) 0 0 

Number of buildings with details in each 

street facade 
14 (100%) 6 (100%) 8 (80%) 9 (90%) 7 (78%) 3 (50%) 

Modern 0 1(17%) 0 0 1(11%) 0 

First Modern Period 1(7%) 1(17%) 0 0 0 0 

Art Deco 0 0 0 0 0 1(17%) 

Art Noveau 0 0 0 0 1(11%) 1(17%) 

Georgian 3(21%) 1(17%) 0 0 0 0 

Georgian with roof 

and dormer windows 
2(14%) 0 0 0 0 0 

Contemporary Box 0 0 4(40%) 4(40%) 3(33%) 2(33%) 

Building Stone 4(28%) 2(33%) 0 0 0 0 

Eclectic or Neo-

classic 
0 0 0 0 4(45%) 2(33%) 

Medieval or Tudor 3(21%) 0 0 0 0 0 

Neo-bavarian or 

Tourist architecture  
0 0 5(50%) 5(50%) 0 0 

Architectural style 

(see Appendix 2.2) 

Medieval or Tudor 

with apparent timber 

framed  

1(7%) 1(17%) 1(10%) 1(10%) 0 0 

With texture 

1(7%) 

Irregular 

plaster. 

1(17%) 

Regular 

stone. 

5(50%) 

Wood and 

regular 

stone; 

wood; 

brick; 

irregular 

plaster; 

irregular 

stone. 

7(70%) 

Wood; 

brick; 

regular 

ceramic. 

3(33%) 

Regular 

ceramic; 

brick; 

regular 

stone; 

irregular 

stone. 

0 

Low texture  

(brick junction) 
2(14%) 4(67%) 0 0 0 1(20%) 

Texture of 

revetments 

Without texture 11(79%) 1(17%) 5(50%) 3(30%) 6(67%) 4(80%) 

¹ These classifications are based in the theoretical discussion presented in Chapter Two (section 2.4.2.1) and in a previous study 
carried out by the researcher about visual pollution in Brazilian city centres (Portella, 2003). 
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Table 5.7.15: Classification of facade details by groups (Source: fieldwork 2005). 
 

GROUPS FACADE DETAILS 

Group 1 
Brackets.  

Decorated brackets. 

Group 2 
Cornice.  

Cornice with modillion (brackets). 

Group 3 
Decorated bargeboard.  

Decorated weatherboard. 

Group 4 

Decorative bands.  

Decorative bands and frames.  

Decorative draws, band, and frames. 

Group 5 
Decorative gable and pent roof.  

Decorative pent roof. 

Group 6 

Structural external frames.  

Timber framing on the top.  

Decorative timber framing. 

Group 7 

Decorated wood pilasters on the wall.  

Engaged columns.  

Engaged pilasters. 

Group 8 Finial. 

Group 9 

Balustrade.  

Balustrade with eclectic draws.  

Parapet with geometric decoration. 

Group 10 
Projecting cornice.  

Projecting cornice with modillion. 

Group 11 

Decorated railing.  

Rail with decorative timber framing. 

Rail with geometric draws. 

Group 12 Temporary decoration (metallic stars or metallic circles fixed on the wall). 

Group 13 Texture created by revetment. 

Group 14 
Venetian blinds with geometric draws.  

Windows and door frames. 

Group 15 Vegetation as decoration. 

 
Table 5.7.16: Classification of facade details by groups in the street facades in the sample (Source: 

fieldwork 2005). 
 

 Street Building* FACADE DETAILS 

1 1 
Decorated wood pilasters on the wall, decorative draws, band and frames, windows and 

door frames, and cornice. 

1 2 Window and door frames, decorative draws, band and frames, and finial. 

1 3 
Decorated wood pilasters on the wall, engaged pilasters, window and door frames, 

decorative draws, band and frames, and timber framing on the top. 

1 4 
Window and door frames, decorative draws, band and frames, and timber framing on the 

top. 

1 5 
Window and door frames, decorative bands and frames, projecting cornice, and decorated 

railing. 

1 6 Cornice 

1 7 Engaged pilasters, decorative bands and frames, and decorated railing. 

1 8 Window and door frames, decorative bands and frames, and cornice. 

1 9 
Window and door frames, decorative bands and frames, and cornice with modillion 

(brackets). 

1 10 
Window and door frames, engaged pilasters and columns, decorative draws, bands and 

frames, and decorated railing, cornice, and balustrade. 

1 11 Window and door frames, decorated bargeboard, and timber framing. 

1 12 
Window and door frames, projecting cornices with modillion, decorative draws, bands and 

frames. 

1 13 Decorative bands and frames, and decorated railing.  

1 14 Window and door frames, decorative bands, and frames. 

2 1 
Window and door frames, decorative bands and frames, timber framing, and decorated 

bargeboard. 

2 2 
Decorated wood pilasters on the wall, window and door frames, decorative draws, bands 

and frames, and projecting cornices. 

O
x
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2 3 
Decorated wood pilasters on the wall, window and door frames, decorative bands and 

frames, and cornices. 
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 Street Building* FACADE DETAILS 

2 4 
Decorated wood pilasters on the wall, window and door frames, decorative draws, and 

bands and frames. 

2 5 Window and door frames, decorative bands and frames. 

O
x
fo
rd
 

ci
ty
 

ce
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2 6 Decorative bands. 

3 1 
Decorated bargeboard, decorated brackets, decorative draws, bands and frames, texture 

created by revetments, and railing with geometric draws. 

3 2 
Decorated bargeboard, decorated brackets, decorative bands and frames, texture created by 

revetments, decorative gable, and pent roof. 

3 3 Engaged pilasters, and decorated weatherboard. 

3 4 Decorated bargeboard, and texture create by revetments. 

3 5 
Structural external frames; vegetation as decoration; temporary decoration (metallic stars 

fixed on the wall). 

3 6 Brackets; decorated railing. 

3 7 
Window and door frames, engaged pilasters, decorative draws, bands and frames, and 

decorative railing. 

3 8 
Decorated bargeboard, decorative draws, bands and frames, brackets, and texture created by 

revetment. 

3 9 Decorated bargeboard, decorative bands, and brackets. 

3 10 
Window and door frames, decorative gable and pent roof, decorated bargeboard, decorative 

timber framing, railing with geometric draws, and venetian blinds with geometric draws. 

4 1 
Window and door frames, vegetation as decoration, railing with geometric draws, temporary 

decoration (metallic circles fixed on the wall), and texture created by revetment. 

4 2 Decorated bargeboard. 

4 3 
Decorated bargeboard, brackets, decorative gable and pent roof, and texture create by 

revetment. 

4 4 
Decorated bargeboard, railing with geometric draws, texture created by revetment, and 

decorative gable and pent roof. 

4 5 Window and door frames, and railing with decorative timber framing. 

4 6 Window and door frames, and decorative timber framing. 

4 7 Decorated bargeboard, decorative pent roof, and vegetation as decoration. 

4 8 Window and door frames. 

4 9 Decorated weatherboard, decorative bands, and texture create by revetment. 

G
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4 10 Projecting cornice, and texture created by revetment. 

5 1 
Window and door frames, cornices, parapet with geometric decoration, and decorative 

bands. 

5 2 Decorative bands, cornice, and balustrade with eclectic draws. 

5 3 Decorative railing, and texture created by revetment. 

5 4 Parapet with geometric decoration, and texture created by revetment. 

5 5 
Engaged pilasters, window and door frames, decorative draws, bands and frames, decorative 

railing, and balustrade with eclectic draws. 

5 6 No details. 

5 7 Window and door frames, cornices, balustrade, and decorative bands. 

5 8 Texture created by revetment. 

5 9 Window and door frames, decorative bands and frames, and balustrade. 

6 1 
Parapet with geometric decoration, window and door frames, decorative bands and frames, 

and cornice. 

6 2 
Balustrade with eclectic draws, window and door frames, decorative draws, bands and 

frames, and cornice. 

6 3 Decorative bands. 

6 4 No details. 

6 5 Parapet with geometric decorations, decorative bands and frames, and engaged pilasters. 
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6 6 
Engaged pilasters, window and door frames, decorative draws, bands and frames, decorative 

railing, and balustrade. 

* The identification of the buildings numbering each street facade is shown in Appendix 5.11. 

 

C. Facade articulation 

 

The following aspects are taken into account to calculate the variation of facade 

articulation: (i) size of facades; (ii) fenestration (number of windows and doors); (iii) 

percentage of fenestration on street facades; (iv) shape of windows and doors; (v) overall 

proportion of windows and doors; (vi) number of buildings with broken mass; (vii) 

percentage of street facade covered by buildings with broken mass; (viii) proportion of 
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buildings; (xix) presence of horizontal or vertical partition on building facades; (x) 

presence of vertical elements on building facades; (xi) thickness of vertical elements on 

building facades; (xii) location of buildings on plots; and (xiii) presence of vegetation on 

building facades as decoration or in front gardens. Table 5.7.17 shows the levels of 

variation of these aspects in each commercial street facade in the sample. In this table, the 

streets are ordered in a decreased order of variation: for example, regarding size of facades, 

the street categorized as number 1 (street 6) has the highest variation of this aspect, while 

the street indicated as number 6 (street 2) has the lowest variation of this aspect.  
 

Table 5.7.17: Level of variation of facade articulation in the street facades in the sample (Source: 

fieldwork 2005). 
 

ELEMENTS RELATED TO FACADE ARTICULATION 
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 f
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w
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P
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f 

h
o
ri
zo
n
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l 
o
r 

v
er
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l 

p
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o
n
 

P
re
se
n
ce
 o
f 

v
er
ti
ca
l 
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T
h
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k
n
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s 
o
f 

v
er
ti
ca
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el
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en
ts
 

L
o
ca
ti
o
n
 o
f 

b
u
il
d
in
g
s 
o
n
 

p
lo
ts
 

P
re
se
n
ce
 o
f 

v
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et
at
io
n
 

Final level of 

variation of 

facade 

articulation* 

Street 3 5 5 6 1 1 1 1 2 2 2 1 2 2 31 
Highest 

variation  

Street 1 3 1 1 6 4 2 2 5 4 1 3 3 0 35 

Street 6 1 2 4 2 6 3 3 3 5 1 2 3 0 35 

Street 4 2 3 5 3 3 4 4 1 3 4 4 1 1 38 

Street 2 6 4 3 4 2 3 1 3 5 3 4 3 0 41 

 

Street 5 4 6 2 5 5 3 5 4 1 3 4 3 0 45 
Lowest 

variation 

* This is the sum of all number of each line: the lowest this value, the highest the facade articulation variation. If more than one street 

has the same numeric classification, it means that these streets have the same level of variation. 
 

Table 5.7.18 shows the variation of physical aspects of facade articulation in each street 

facade. Tables 5.7.19 and 5.7.21 illustrate the graphics produced to analyse the size of 

facades, fenestration, and overall proportion of building facades. 
 

Table 5.7.18: Variation of the physical characteristic of facade articulation in the street facades in 

the sample (Source: fieldwork 2005). 
 

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTICS OF 

FACADE ARTICULATION  ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Group 1  
(facade area < 60m² ) 

4 (29%) 0 5 (50%) 2 (20%) 3 (33%) 1 (17%) 

Group 2  
(60m²≤  facade area < 

100m² ) 

7 (50%) 1 (17%) 3 (30%) 5 (50%) 4 (44%) 2 (33%) 

Group 3  
(100m²≤  facade area < 

160m² ) 

1 (7%) 4 (67%) 0 2 (20%) 2 (22%) 0 

Group 4  
(180m²≤  facade area < 

240m² ) 
 2 (14%) 0  2 (20%) 1 (10%) 0 1 (17%) 

Size of facades (see 

Table 5.7.19) 

Group 5  
(260m²≤  facade area < 

420m² ) 

0 1 (17%) 0 0 0 2 (33%) 

Total of street facade area 
1281.54 

m² 
971.22 m² 876.43 m² 924.74 m² 707.21 m² 

1024.13 

m² 

Fenestration (number of windows and doors; see 

Table 5.7.20) 
160 98 77 101 45 111 

Percentage of fenestration on street facade 
411.81 m² 

(32%) 

293.13 m² 

(30%) 

233.92 m² 

(27%) 

260.19 m² 

(28%) 

223.1 m² 

(31%) 

294.58 m² 

 (29%) 

Rectangular with 

straight architrave 

149 

(93%) 
77(78%) 53(69%) 69(68%) 39(87%) 92(83%) 

Shape of windows and 

doors Rectangular with round 

arch architrave 
1(0.62%) 19(19%) 8(10%) 23(23%) 5(11%) 15(14%) 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTICS OF 

FACADE ARTICULATION  ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Square with straight 

architrave 
10(6%) 2(2%) 1(1%) 9(9%) 1(2%) 2(2%) 

Rectangular with 

triangular architrave 
0 0 11(14%) 0 0 0 

Rectangular with 

combined (straight and 

arched) architrave 

0 0 2(3%) 0 0 0 

Rectangular with arched 

architrave 
0 0 2(3%) 0 0 0 

Shape of windows  

and doors 

Square with arched 

architrave 
0 0 0 0 0 2(2%) 

Horizontal 54(34%) 43(44%) 39(51%) 58(57%) 12(27%) 23(21%) 

Vertical 96(60%) 53(54%) 37(48%) 34(34%) 32(71%) 84(76%) 

Overall proportion of 

windows and doors 

(see table 5.7.21) Square 10(6%) 2(2%) 1(1%) 9(9%) 1(2%) 4(4%) 

Yes 6(43%) 4(67%) 5(50%) 7(70%) 3(33%) 2(33%) Number of 

buildings No  8(57%) 2(33%) 5(50%) 3(30%) 6(67%) 4(67%) 

Yes 
549.35 m² 

(43%) 

478.67 m² 

(49%) 

425.52 m²  

(48%) 

639.32 m²  

(69%) 

174.23 m²  

(25%) 

325.49 m²  

(32%) 

B
ro
k
en
 m

as
s 

Percentage of 

street facade 

cover by 

buildings with 

broken mass 
No  

732.19 m² 

(57%) 

492,55 m² 

(51%) 

450. 91 

m²  

(51%) 

285.42 m² 

(31%) 

532.98 m²  

(75%) 

698.64 m² 

(68%) 

Horizontal 1(7 %) 2(33%) 8(80%) 7(70%) 7(78%) 4(67%) 

Vertical 13(93%) 4(67%) 1(10%) 2(20%) 0 2(33%) 
Overall proportion of 

buildings 
Square 0 0 1(10%) 1(10%) 2(22%) 0 

No partition 1(7%) 0 2(20%) 3(30%) 3(33%) 0 

Horizontal partition 12(86%) 10(100%) 6(60%) 7(70%) 5(55%) 6(100%) 

Horizontal or vertical 

partition on building 

facade Vertical partition 7(50%) 2(33%) 6(60%) 1(10%) 3(33%) 2(33%) 

No vertical elements 7(50%) 4(67%) 6(60%) 9(90%) 6(67%) 3(50%) 

Slim 5(36%) 2(33%) 1(10%) 1(10%) 3(33%) 2(33%) 

Thickness of 

vertical 

elements on 

building facade 
Yes 

Thick 2(14%) 0 3(30%) 0 0 1(17%) 

Front 0 0 3(30%) 3(30%) 0 0 

Lateral 0 0 2(20%) 3(30%) 0 0 

Front + 

lateral 
0 0 2(20%) 3(30%) 0 0 

Location of 

building on the 

plot 

Retrace (free 

space between the 

limit of the plot to 

the building 

facade) None 14(100%) 6(100%) 3(30%) 1(10%) 9(100%) 6(100%) 

Yes 0 0 5(50%) 7(70%) 0 0 
Presence of vegetation 

No 14(100%) 6(100%) 0 0 9(100%) 6(100%) 

¹ These classifications are based in the theoretical discussion presented in Chapter Two (section 2.4.2.1) and in a previous study 
carried out by the researcher about visual pollution in Brazilian city centres (Portella, 2003). 

 
Table 5.7.19: Area of the building facades in the street facades in the sample (Source: fieldwork 

2005). 
 

AREA OF BUILDING FACADES 
 

STREET 1 in Oxford city centre. 
 

99.19 m2235.69 m 150.11 m181.42 m2 70.52 m22

5
4.
6
2
m

2

62.31 m63.84 m

3
1.
3
9
m

2

2 65.84 m
22

5
0
.0
5
 m

2

65.83 m
2

5
2.
49

m
2

98.24 m22

 
 

 

STREET 2 in Oxford city centre. 
 

134.24 m2116.70 m 2108.90 m2 2118.83 m 289.67 m
2402.88 m

 
 

 

STREET 3 in Gramado city centre. 
 

228.26 m
2 2

66.53 m
2

79.14 m 236.51 m 2
49.05 m

248.92 m 269.07 m
35.26 m228.42 m 2

2235.27 m

 
 

CONTINUATION ON THE NEXT PAGE. 



Appendix 5.7: Analysis of the physical characteristics of the commercial street facades in the sample and the application 

of the method adopted in this research to calculate the complexity of these streets. 

 457 

 

Continuation: 

AREA OF BUILDING FACADES 
 

STREET 4 in Gramado city centre. 
 

202.80 m
2

15.02 m
271.97 m 60.56 m2 87.42 m2 2 2157.25 m 257.40 m 116.61 m

2
70.77 m 2 284.94 m

 
 
 

STREET 5 in Pelotas city centre. 
 

75.73 m

33
.5
8
m

248.16 m 248.56 m 248.65 m 52.88 m

2
33
.6
1
m

2

256.89 m2 2135.02 m 61.55 m2 264.46 m2 248.12 m

 
 

 

STREET 6 in Pelotas city centre. 
 

64.88 m2 2202.78 m 71.55 m 258.09 m2 267.40 m2
2359.43 m

 
 

 
Table 5.7.20: Fenestration (number of windows and doors) in the street facades in the sample 

(Source: fieldwork 2005). 
 

FENESTRATION (number of windows and doors). 
 

STREET 1 in Oxford city centre: 160 windows and doors. 

 
 
 

STREET 2 in Oxford city centre: 98 windows and doors. 

 
 

 

STREET 3 in Gramado city centre: 77 windows and doors. 

 
 
 

STREET 4 in Gramado city centre: 101 windows and doors. 

 
 

 

STREET 5 in Pelotas city centre: 45 windows and doors. 

    
 
 

STREET 6 in Pelotas city centre: 111 windows and doors. 
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Table 5.7.21: Overall proportion of the building facades in the street facades in the sample (Source: 

fieldwork 2005). 
 

OVERALL PROPORTION OF BUILDINGS (horizontal, vertical or square emphasis) 
 

STREET 1 in Oxford case study. 

HORIZONTAL VERTICAL VERTICAL VERTICAL VERTICAL VERTICAL VERTICAL VERTICAL VERTICAL VERTICAL VERTICAL VERTICAL

VERTICAL VERTICAL  
 

STREET 2 in Oxford case study. 

HORIZONTAL VERTICAL VERTICAL VERTICAL VERTICAL HORIZONTAL  
 

STREET 3 in Gramado case study. 

HORIZONTAL HORIZONTAL HORIZONTAL VERTICAL HORIZONTAL HORIZONTAL HORIZONTAL HORIZONTAL HORIZONTAL VERTICAL  
 

STREET 4 in Gramado case study. 
 

VERTICALHORIZONTAL HORIZONTAL HORIZONTAL HORIZONTAL VERTICAL HORIZONTAL HORIZONTAL VERTICAL HORIZONTAL  
 

STREET 5 in Pelotas case study. 

VERTICALHORIZONTAL HORIZONTAL HORIZONTAL VERTICAL HORIZONTAL HORIZONTAL HORIZONTAL HORIZONTAL 
 

STREET 6 in Pelotas case study. 

VERTICAL HORIZONTAL VERTICALHORIZONTAL HORIZONTAL HORIZONTAL  

 

D. Visual character 

 

The following elements are taken into account to define the visual character of the 

commercial street facades in the sample: (i) architectural style of buildings (Appendix 2.2); 

(ii) number of storeys of building; (iii) building roofline (hip roof, flat roof and so on); and 

(iv) building symmetry. As already discussed in Chapter Two (section 2.4.2.1, item B4), 

this research assumes that these elements can be applied to create a definition of visual 

character. As argued by Stamps (2000, pp.58-59), character does not need to be defined 

only as “the context”, “spirit of place”, “social conventions” or other vague notions. 

According to him, visual character can be identified by similarities among physical 

characteristics of buildings, which form a streetscape. Table 5.7.22 shows the level of 

variation related to the physical characteristics of the visual character in each street facade. 

In this table, for example, the street with the highest variation of building symmetry is 

classified as number 1 (street 4), while the street with the lowest variation of this aspect is 

classified as number 6 (street 2). Table 5.7.23 indicates the variation of the aspects related 

to the visual character of each commercial street facades in the sample. 

 



Appendix 5.7: Analysis of the physical characteristics of the commercial street facades in the sample and the application 

of the method adopted in this research to calculate the complexity of these streets. 

 459 

Table 5.7.22: Level of variation of the elements related to the visual character of the street facades 

in the sample (Source: fieldwork 2005). 
 

ELEMENTS RELATED TO 

VISUAL CHARACTER 

Streets: 

A
rc
h
it
ec
tu
ra
l 

st
y
le
 o
f 

b
u
il
d
in
g
 

N
u
m
b
er
 o
f 

st
o
ri
es
 

R
o
o
f 
li
n
e 

B
u
il
d
in
g
 

sy
m
m
et
ry
 Final level of variation of 

the elements related to 

visual character* 

Street 4 5 1 2 1 9 Highest variation  

Street 1 1 5 1 4 11 

Street 3 5 2 3 2 12 

Street 6 3 4 5 3 15 

Street 2 2 4 4 6 16 

 

Street 5 4 3 6 5 18 Lowest variation 

* This is the sum of all number of each line: the lowest this value, the highest the 

variation of elements related to visual character. If more than one street has the same 

numeric classification, it means that these streets have the same level of variation. 
 

Table 5.7.23: Variation of the physical characteristic related to the visual character of the street 

facades in the sample (Source: fieldwork 2005). 
 

Streets in Oxford Streets in Gramado Streets in Pelotas PHYSICAL CHARACTERISTIC 

RELATED TO VISUAL CHARACTER ¹ Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Modern 0 1(17%) 0 0 1(11%) 0 

First Modern Period 1(7%) 1(17%) 0 0 0 0 

Art Deco 0 0 0 0 0 1(17%) 

Art Noveau 0 0 0 0 1(11%) 1(17%) 

Georgian 3(21%) 1(17%) 0 0 0 0 

Georgian with roof and 

dormer windows 
2(14%) 0 0 0 0 0 

Contemporary Box 0 0 4(40%) 4(40%) 3(33%) 2(33%) 

Building Stone 4(29%) 2(33%) 0 0 0 0 

Eclectic or Neo-Classic 0 0 0 0 4(45%) 2(33%) 

Medieval/Tudor 3(21%) 0 0 0 0 0 

Neo-bavarian or Tourist 

Architecture  
0 0 5(50%) 5(50%) 0 0 

Architectural 

style of 

buildings (see 

Appendix 2.2) 

Medieval or Tudor with 

apparent timber frame 

(decorative or not) 

1(7%) 1(17%) 1(10%) 1(10%) 0 0 

One 0 1(17%) 3(30%) 1(10%) 4(45%) 0 

Two 0 2(33%) 5(50%) 5(50%) 4(45%) 3(50%) 

Three 6(43%) 3(50%) 1(10%) 2(20%) 1(11%) 1(17%) 

Four 8(57%) 0 0 2(20%) 0 2(33%) 

Number of 

storey of 

buildings 

 
Five 0 0 1(10%) 0 0 0 

Flat roof 7(50%) 3(50%) 0 1(10%) 8(89%) 5(83%) 

Flat roof with decorative 

gable 
0 0 0 0 1(11%) 1(17%) 

Hip roof (gable) 4(29%) 3(50%) 6(60%) 4(40%) 0 0 

Hip roof  

(dormer window) 
3(21%) 0 1(10%) 0 0 0 

Roof line 

 

Hip roof 0 0 3(30%) 5(50%) 0 0 

Asymmetry 2(14%) 0 3(30%) 4(40%) 1(11%) 2(33%) 

Symmetry 7(50%) 2(33%) 2(20%) 2(20%) 3(33%) 1(17%) 

Building 

symmetry 

Partial symmetry 

(asymmetry is just seen in 

relation to the ground floor 

or/and some elements of 

roofline) 

5(36%) 4(67%) 5(50%) 4(40%) 5(56%) 3(50%) 

¹ These classifications are based in the theoretical discussion presented in Chapter Two (section 2.4.2.1) and in a previous 
study carried out by the researcher about visual pollution in Brazilian city centres (Portella, 2003). 

 

Regarding the frequencies of the elements related to the visual character (see Table 5.7.23 

above), each street facade can be described as follows: 

 



Appendix 5.7: Analysis of the physical characteristics of the commercial street facades in the sample and the application 

of the method adopted in this research to calculate the complexity of these streets. 

 460 

D1. Street facades in Oxford city centre 

 

Street 1 has the highest number of historic buildings when compared to the other streets in 

the sample. There are four buildings (29%) classified as Medieval or Medieval with 

apparent timber-framing, and these are the oldest buildings in terms of architectural style 

of this street facade. Four buildings are categorized as Building Stone (28.57%), five 

buildings are noted as Georgian or Georgian with visible roof and dormer windows 

(28.57%), and one building is classified as Art Deco. Looking at number of storeys, this 

street has the highest number of buildings with three (43% of buildings) and four storeys 

(57% of buildings) when compared to the other streets in the sample. Focusing on roofline, 

50% of the buildings have a flat roof, while 29% and 21% of the buildings have hip roof 

with gable and hip roof with dormer windows, respectively. In terms of symmetry of 

building facades, 50% of the buildings are symmetrical, while 36% and 14% of the 

buildings are partially symmetrical and asymmetrical, respectively (see Figure 5.7.2). 

 

 
 

Figure 5.7.2: Street 1 in Oxford city centre (Source: fieldwork 2005). 

 

Street 2 has the second highest number of historic buildings when compared to the other 

streets in the sample. There are two buildings (33%) classified as Building Stone. A variety 

of buildings of other architectural styles can also be seen: Modern, First Modern Period, 

Georgian, and Medieval or Tudor with apparent timber-framing. In terms of street facades, 

there is a balance between historic (Georgian, Building Stone and Medieval) and ordinary 

buildings (Modern, and First Period Modern). This street is characterized by buildings with 

three (50% of buildings) and four (33% of buildings) storeys. In terms of roofline, there is 

a balance between the number of buildings with flat roof (50% of buildings) and hip roof 

with gable (50% of buildings). However, because of the width of the building facades with 

flat roof, this kind of roofline can be perceived as more predominant. Looking building 

symmetry, the majority of buildings (66.67%) are symmetrical (see Figure 5.7.3). 

 

 
 

Figure 5.7.3: Street 2 in Oxford city centre (Source: fieldwork 2005). 

 

D2. Street facades in Gramado city centre 

 

Street 3 is comprised of Neo-Bavarian buildings in terms of architectural style, and its 

visual character is similar to the visual character of street 4. This street is characterized by 

buildings with one (30%) and two (50%) storeys. In terms of roofline, the majority of 

buildings have hip roof with gable (60% of buildings). Looking building symmetry, 70% 

of the buildings are categorized as symmetrical and partial symmetrical (see Figure 5.7.4). 
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Figure 5.7.4: Street 3 in Gramado city centre (Source: fieldwork 2005). 
 

Street 4 is similar to street 3 in terms of the architectural style of the buildings. The 

majority of the buildings are classified as Neo-Bavarian or Tourist Architecture (60%), 

while 40% of buildings are categorized as Contemporary. The difference between the 

visual character of streets 4 and 3 lie in the number of building storeys – in street 4, 40% of 

buildings have three and four storeys, while in street 3, the majority of buildings have one 

or two storeys. Looking at roofline, 50% of the buildings have hip roof with gables, and 

50% of the buildings have hip roof. In terms of symmetry, 89% of the buildings are 

symmetrical and partially symmetrical (see Figure 5.7.5). 

 

 
 

Figure 5.7.5: Street 4 in Gramado city centre (Source: fieldwork 2005). 

 

D3. Street facades in Pelotas city centre 

 

Street 5 is comprised of buildings classified as Eclectic (44%) and Contemporary Box 

(33%). One Modern building and one Art Nouveau building are also identified in this 

street. In terms of number of storeys, this street can be classified as flat because the 

majority of buildings have one (44% of buildings) and two (44% of buildings) storeys. 

Almost all buildings (89%) have flat roofs. Looking at building symmetry, 89% of the 

buildings are symmetrical and partially symmetrical (see Figure 5.7.6). 

 

 
 

Figure 5.7.6: Street 5 in Pelotas city centre (Source: fieldwork 2005). 

 

Street 6 is characterized by buildings classified as Eclectic (33%) and Contemporary Box 

(33%). It has also one Art Deco building and one Art Nouveau building. The difference 

between streets 5 and 6 lie in the number of storeys: in street 6, 67% of buildings have two 

or three storeys, while in street 5, the majority of them have one or two storeys. Looking at 

roofline, the majority of buildings (83%) have flat roofs. In terms of symmetry, 67% of the 

buildings are symmetrical and partially symmetrical (see Figure 5.7.7). 
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Figure 5.7.7: Street 6 in Pelotas city centre (Source: fieldwork 2005). 

 

E. Colour facade 

 

A colour palette is defined to analyse the colour variation of each commercial street facade 

in the sample
1
; this palette is based on the colours of buildings and commercial signs (see 

Tables 5.7.24 and 5.7.25). A general colour palette, related to all buildings and commercial 

signs of the street facades in the sample, is also defined. In this regard, the colours are 

grouped into three main categories: hue, colour-temperature, and colour-saturation (see 

Table 5.7.26). The following groups of hues are identified by this general palette: (i) blue 

to purple; (ii) green to yellow green, (iii) yellow to orange, and (iv) brown to red. In terms 

of colour saturation, colours are divided into dark, medium and light; and in terms of 

colour temperature, colours are classified as cold and hot. 

 
Table 5.7.24: Colours identified in each street facade in the sample with regard to the buildings and 

commercial signs (Source: fieldwork 2005). 
 

COLOURS IDENTIFIED IN EACH STREET FACADE IN THE SAMPLE 

 

STREET 1 in Oxford city centre. 

 
 

 

STREET 2 in Oxford city centre. 

 
 

CONTINUATION ON THE NEXT PAGE. 

 

 

 

 
 

 

 

 

 

 

 

                                                 
1 The analysis of colour facades was based on the colour photographs of each street facade in the sample. 
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Continuation: 

COLOURS IDENTIFIED IN EACH STREET FACADE IN THE SAMPLE 

 

STREET 3 in Gramado city centre. 

 
 

 

STREET 4 in Gramado city centre. 

 
 

 

STREET 5 in Pelotas city centre. 

 
 

 

STREET 6 in Pelotas city centre. 

 
 

PS: The colours represented by a circle are the main colour of the building body facade. 
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Table 5.7.25: Colour palette related to the buildings and commercial signs in each street facade in 

the sample (Source: fieldwork 2005). 
 

 

 Street 1

Body facades

Street 2 Street 3 Street 4 Street 5 Street 6

G
e
n
er
al
co
lo
u
r
p
a
le
tt
e
o
f

b
u
il
d
in
g
fa
c
ad
es

G
en
er
al
co
lo
u
r
p
al
et
te
o
f

co
m
m
er
c
ia
l
si
g
n
a
g
e

Body facades Body facades Body facades Body facades Body facades

 
 

Table 5.7.26: General colour palette related to the colours of buildings and commercial signs of all 

street facades in the sample. The colours are grouped by hue, colour-saturation, and colour-

temperature (Source: fieldwork 2005). 
 

HUES AND COLOUR-TEMPERATURE 
COLOUR 

SATURATION 
Blue to purple  

(cold colours) 

Green to yellow 

green (cold colours) 

Yellow to orange  

(hot colours) 

Brown to red  

(hot colours) 

Dark colours 

 

 
 

 

 

 

Medium colours 

 

 

 

 
 

 

Light colours 

 

 
 

  

 

White    

 

 
 

 

Two aspects are taken into account to define the level of colour variation in the street 

facades in the sample: (i) general colours of building facades, and (ii) colours of body 

facades. Colours of commercial signs are not considered in this analysis because they were 

already analysed when the level of commercial signage variation was investigated (see 

section 5.7.2.1 of this Appendix). Table 5.7.27 indicates the colour variation of each street 

facade in the sample with regard to the colour of buildings. In this table, for example, the 
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street with the highest colour variation of building facade is categorized as number 1 (street 

4), and the street with lowest colour variation of building facade is categorized as number 6 

(street 2). Table 5.7.28 shows the variation of each aspect. 
 

Table 5.7.27: Level of colour variation in the street facades in the sample (Source: fieldwork 2005). 
 

ELEMENTS RELATED TO 

COLOUR VARIATION 

Streets 

C
o
lo
u
r 

o
f 

b
u
il
d
in
g
 

fa
ca
d
es
 

C
o
lo
u
r 

o
f 
b
o
d
y
 

fa
ca
d
es
 Final level of  

colour variation* 

Street 1 4 1 5 Highest variation  

Street 3 2 3 5 

Street 4 1 4 5 

Street 5 5 2 7 

Street 6 3 5 8 

 

Street 2 6 6 12 Lowest variation 

* This is the sum of all number of each line: the lowest this value, the highest 

colour variation. If more than one street has the same numeric classification, it 

means that these streets have the same level of variation. 

 

Table 5.7.28: Colour variation of building facades in the street facades in the sample (Source: 

fieldwork 2005). 
 

COLOUR FEATURES ¹ Streets in Oxford Streets in Gramado Streets in Pelotas  

Hue Temperature Saturation Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Blue to purple Cold colour Dark Colour 14(100%) 5(83%) 3(30%) 1(10%) 3(33%) 5(83%) 

Blue to purple Cold colour 
Medium 

colour 
5(36%) 2(33%) 0 0 2(22%) 0 

Blue to purple Cold colour Light colour 7(50%) 1(17%) 3(30%) 3(30%) 2(22%) 5(83%) 

Green to yellow green Cold colour Dark Colour 0 0 3(30%) 3(30%) 0 2(33%) 

Green to yellow green Cold colour 
Medium 

colour 
0 0 3(30%) 2(20%) 0 5(83%) 

Green to yellow green Cold colour Light colour 0 0 0 0 0 0 

Yellow to orange Hot colour Dark Colour 0 0 0 0 0 0 

Yellow to orange Hot colour 
Medium 

colour 
2(14%) 0 10(100%) 7(70%) 9(100%) 2(33%) 

Yellow to orange Hot colour Light colour 0 0 0 0 0 0 

Brown to red Hot Colour Dark Colour 9(64%) 5(83%) 8(80%) 10(100%) 3(33%) 3(50%) 

Brown to red Hot Colour 
Medium 

colour 
0 0 0 2(20%) 0 0 

Brown to red Hot Colour Light colour 7(50%) 3(50%) 5(50%) 5(50%) 5(56%) 2(33%) 

White 8(57%) 3(50%) 6(60%) 4(40%) 6(67%) 2(33%) 

C
o
lo
u
rs
 o
f 
b
u
il
d
in
g
 f
ac
ad
es
 

Black 3 (21%) 0 0 0 0 0 

Blue to purple Cold colour Dark Colour 0 0 0 0 0 0 

Blue to purple Cold colour 
Medium 

colour 
2(14%) 0 0 0 0 0 

Blue to purple Cold colour Light colour 2(14%) 0 0 0 2(22%) 2(33%) 

Green to yellow green Cold colour Dark Colour 0 0 0 1(10%) 0 0 

Green to yellow green Cold colour 
Medium 

colour 
0 0 0 1(10%) 0 2(33%) 

Green to yellow green Cold colour Light colour 0 0 0 0 0 0 

Yellow to orange Hot colour Dark Colour 0 0 0 0 0 0 

Yellow to orange Hot colour 
Medium 

colour 
0 0 5(50%) 0 5(56%) 0 

Yellow to orange Hot colour Light colour 0 0 0 0 0 0 

Brown to red Hot Colour Dark Colour 1(7%) 0 1(10%) 0 1(11%) 0 

Brown to red Hot Colour 
Medium 

colour 
0 0 0 0 0 0 

Brown to red Hot Colour Light colour 6(43%) 3(50%) 2(20%) 3(30%) 3(33%) 2(33%) 

White 4(28%) 3(50%) 2(20%) 5(50%) 5(56%) 1(17%) 

C
o
lo
u
rs
 o
f 
b
o
d
y
 o
f 
b
u
il
d
in
g
 f
ac
ad
es
 

Black 1 (7%) 0 0 0 0 0 

¹ These classifications are based in the theoretical discussion presented in Chapter Two (section 2.4.2.1) and in a previous study 
carried out by the researcher about visual pollution in Brazilian city centres (Portella, 2003). 
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The relationships between colours of building facades are also analysed, as discussed in 

Chapter Two (section 2.4.2.1, item B5). These relations can be harmonious or not, and they 

are linked with the position of colours in the chromatic disc. Colours of body facades are 

delimited to this analysis because, usually they correspond to the biggest part of a building 

facade (Portella, 2003). Table 5.7.25 illustrates the main colours of the body facades in 

each street in the sample. Taking into consideration that these colours are in harmony with 

each other due to their position in the chromatic disc, it is relevant to define which kind of 

harmony is predominant in each street facade. As presented in Chapter Two (section 

2.4.2.1, item B5), seven harmonic groups are considered in this research: (i) achromatic 

harmony, (ii) monochromatic harmony, (iii) harmony by proximity, (iv) harmony by 

dominance, (v) harmony by contrast, (vi) harmony by complementary colours, and (vii) 

harmony by light-dark contrast. Tables 5.7.29 to 5.7.32 illustrate the findings related to this 

analysis. Figures 5.7.8 to 5.7.10 demonstrate the harmonic relationships found in each 

street facade as the position of the main colours of body facades in the chromatic disc. 

 
Table 5.7.29: Number of harmonic chromatic relationships found in the street facades in the sample 

with regard to the main colours of body facades (Source: fieldwork 2005). 
 

Number of harmonic relationships found in each street with 

regard to the main colours of body facades: HARMONIC CHROMATIC RELATIONSHIP ¹ 

Street 1 Street 2 Street 3 Street 4 Street 5 Street 6 

Achromatic harmony 0 0 0 0 0 0 

Monochromatic harmony 1 1 2 2 4 3 

Harmony by proximity 2 0 1 3 4 0 

Harmony by dominance 2 0 2 2 3 1 

Harmony by contrast 6 0 3 7 18 2 

Harmony by complementary colours 0 0 0 0 0 0 

Harmony by light – dark contrast 4 3 4 5 3 1 

¹ These classifications are based in the theoretical discussion presented in Chapter Two (section 2.4.2.1) and in a 
previous study carried out by the researcher about visual pollution in Brazilian city centres (Portella, 2003). 
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Figure 5.7.8: Location in the chromatic disc of the main colours of body facades in the street 

facades located in Oxford city centre – streets 1 and 2 (Source: fieldwork 2005). 
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Table 5.7.30: Identification of the harmonic chromatic relationships found in streets 1 and 2 with 

regard to the main colours of body facades (Source: fieldwork 2005). 
 

Streets Building numbers* 
Distance in degrees between the colours  

in the chromatic disc 
Harmonic relationships 

Group A 0º Monochromatic harmony 

Group A and building 3 30º Harmony by proximity 

Buildings 1 and 4 30º Harmony by proximity 

Buildings 3 and 4 60º Harmony by dominance 

Group A and building 1 60º Harmony by dominance 

Buildings 3 and 1 90º Harmony by contrast 

Group A and building 4 90º Harmony by contrast 

Buildings 9 and 3 130º Harmony by contrast 

Buildings 9 and 4 130º Harmony by contrast 

Group A and building 9 155º Harmony by contrast 

Buildings 9 and 1 155º Harmony by contrast 

Street 

1 

Group B and all the other buildings 0º Light-dark contrast 

Group A 0º Monochromatic harmony Street 

2 Group B and all the other buildings 0º Light-dark contrast 

*The identification of the buildings in each street facade per number is shown in Appendix 5.11. 
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Figure 5.7.9: Location in the chromatic disc of the main colours of body facades in the street 

facades located in Gramado city centre – streets 3 and 4 (Source: fieldwork 2005). 

 
Table 5.7.31: Identification of the harmonic chromatic relationships found in streets 3 and 4 with 

regard to the main colours of body facades (Source: fieldwork 2005). 
 

Streets Building numbers* 
Distance in degrees between the colours  

in the chromatic disc 
Harmonic relationships 

Group A 0º Monochromatic harmony 

Group B 0º Monochromatic harmony 

Group A and building 3 30 Harmony by proximity 

Group A and Group B 60º Harmony by dominance 

Group B and building 9 60º Harmony by dominance 

Group B and building 3 90º Harmony by contrast 

Group A and building 9 120º Harmony by contrast 

Buildings 3 and 9 155º Harmony by contrast 

Street 

3 

Group C and all the other buildings 0º Light-dark contrast 

Group A 0º Monochromatic harmony 

Group B 0º Monochromatic harmony 

Group A and building 9 30º Harmony by proximity 

Street 

4 

Group A and building 3 30º Harmony by proximity 

CONTINUATION ON THE NEXT PAGE: 
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Continuation: 

Streets Building numbers* 
Distance in degrees between colours  

in the chromatic disc 
Harmonic relationships 

Buildings 10 and 9 35º Harmony by proximity 

Group A and building 10 60º Harmony by dominance 

Buildings 9 and 3 60º Harmony by dominance 

Buildings 10 and 3 90º Harmony by contrast 

Group A and building 4 90º Harmony by contrast 

Group B and building 10 120º Harmony by contrast 

Buildings 9 and 4 120º Harmony by contrast 

Buildings 10 and 4 150º Harmony by contrast 

Group B and building 9 150º Harmony by contrast 

Group A and group B 180º Harmony by contrast 

S
tr
ee
t 
4
 

Group C and all the other buildings 0º Light-dark contrast 

*The identification of the buildings in each street facade per number is shown in Appendix 5.11. 
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Figure 5.7.10: Location in the chromatic disc of the main colours of body facades in the street 

facades located in Pelotas city centre – streets 5 and 6 (Source: fieldwork 2005). 

 
Table 5.7.32: Identification of the harmonic chromatic relationships found in streets 5 and 6 with 

regard to the main colours of body facades (Source: fieldwork 2005). 
 

Streets Building numbers* 
Distance in degrees between the colours  

in the chromatic disc 
Harmonic relationships 

Buildings 8 and 1 180º Harmony by contrast 

Buildings 1 and 4B 150º Harmony by contrast 

Buildings 8 and 4A 145º Harmony by contrast 

Group D and 4 120º Harmony by contrast 

Group A and building 8 90º Harmony by contrast 

Group A and group C 150º Harmony by contrast 

Group A and group D 180º Harmony by contrast 

Group B and building 1 120º Harmony by contrast 

Group B and building 4A 90º Harmony by contrast 

Group B and group C 120º Harmony by contrast 

Group B and group D 150º Harmony by contrast 

Group C and building 1 120º Harmony by contrast 

Group C and building 4B 90º Harmony by contrast 

Group C and building 4A 150º Harmony by contrast 

Group D and building 1 90º Harmony by contrast 

S
tr
ee
t 
5
 

Group D and building 4A 120º Harmony by contrast 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

Streets: Building numbers* 
Distance in degrees between colours  

in the chromatic disc 
Harmonic relationships 

Group D and building 4B 120º Harmony by contrast 

Group D and building 8 90º Harmony by contrast 

Group A and building 4A 60º Harmony by dominance 

Group A and building 4B 60º Harmony by dominance 

Group B and building 8 60º Harmony by dominance 

Group C and building 8 60º Harmony by dominance 

Buildings 8 and 4B 30º Harmony by proximity 

Group A and group B 30º Harmony by proximity 

Group B and building 4B 30º Harmony by proximity 

Group C and group D 30º Harmony by proximity 

Street 

5 

Group E and all the other buildings 0 Light-dark contrast 

Group A 0 Monochromatic harmony 

Group B 0 Monochromatic harmony 

Group C 0 Monochromatic harmony 

Group D 0 Monochromatic harmony 

Group B and group C 60º Harmony by dominance 

Group A and group C 120º Harmony by contrast 

Group A and group B 180º Harmony by contrast 

Street 

6 

Building 2 and all the other buildings 0 Light-dark contrast 

*The identification of the buildings in each street facade per number is shown in Appendix 5.11. 

 

F. Final level of building variation 

 

Having identified the level of building variation related to silhouette, facade details, facade 

articulation, visual character, and colour in the above sections, table 5.6.33 summarizes the 

final level of building variation in each street facade in the sample. 

 
Table 5.6.33: Level of building variation in the street facades in the sample (Source: fieldwork 

2005). 
 

PHYSICAL CHARACTERISTIC  

OF BUILDINGS 

Streets 

S
il
h
o
u
et
te
 

D
et
ai
ls
 

A
rt
ic
u
la
ti
o
n
 

V
is
u
al
 

ch
ar
ac
te
r 

C
o
lo
u
r 
 Final level of  

building variation* 

Street 4 10 15 37 9 5 76 The highest variation 

Street 1 22 6 35 11 5 79 

Street 3 23 12 29 12 5 81 

Street 6 25 20 35 15 8 103 

Street 2 28 9 41 16 12 106 

 

Street 5 29 16 45 18 7 115 The lowest variation 

* This is the sum of all number of each line: the lowest this value, the highest the building 

variation. If more than one street has the same numeric classification, it means that these streets 

have the same level of variation. 

 

 

5.7.2.3 Final level of complexity of the commercial street facades in the sample  

 

As discussed before (see section 5.7.2), the method applied in this research to calculate the 

level of complexity of the commercial street facades in the sample takes into account the 

variation of commercial signs and building facades (see Chapter Five, section 5.3.3.2, item 

A). As a result of the analyses presented in the above sections, in each street facade, the 

final level of variation of commercial signs, building silhouette, facade details, building 

articulation, visual character, and colour are summed up in order to calculate the final level 

of complexity. These results are presented in Table 5.7.34. 
Table 5.7.34: Final level of complexity of the street facades in the sample with regard to the 
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variation of physical characteristics of commercial signs and buildings (Source: fieldwork 2005). 
 

VARIATION OF PHYSICAL 

CHARACTERISTICS OF 

Building facades 

Streets 

C
o
m
m
er
ci
al
 

si
g
n
s 

S
il
h
o
u
et
te
 

D
et
ai
ls
 

A
rt
ic
u
la
ti
o
n
 

V
is
u
al
 

ch
ar
ac
te
r 

C
o
lo
u
r 

v
ar
ia
ti
o
n
 FINAL LEVEL OF COMPLEXITY 

 

Street 4 38 10 15 37 9 5 114 The highest variation and complexity 

Street 1 43 22 6 35 11 5 122 

Street 3 44 23 12 29 12 5 125 

Street 6¹ 39 25 20 35 15 8 142 

Street 2 48 28 9 41 16 12 154 

 

Street 5¹ 49 29 16 45 18 7 164 The lowest variation (not complexity) 

¹ The term complexity is not applied to streets 5 and 6 because these are tending to disorder (see Chapter Five, Table 5.6). 

These streets are classified as just having higher or lower variation of commercial signs and buildings. 
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Questionnaire Type A 
 

 

 

Information Sheet 

COMMERCIAL SIGNAGE IN HISTORIC CITY CENTRES 

 

 

 

 

 

 

 

 

 
                                                                                                                                                                              (Source: author) 

You are invited to participate in a voluntary research study conducted by Adriana Araujo 

Portella, Ph.D. researcher in the Joint Centre for Urban Design at Oxford Brookes 

University, Oxford, UK. This work is supervised by Dr. Alan Reeve and Dr. Roger 

Simmonds, both senior lecturers of Oxford Brookes University. 

 

You are invited to participate if you are living in >case study<, 

and you are at least 18 years of age. 
 

CONTENT: This research survey explores user perception and evaluation of commercial 

streets in one historic city in England (Oxford) and two historic cities in Brazil (Pelotas 

and Gramado). The objective is to identify your overall view about the relationship 

between commercial signage and buildings in > streets 1 and 2 (residents in Oxford), 

streets 3 and 4 (residents in Gramado), streets 5 and 6 (residents in Pelotas) <. All 

questions are related with your opinion about commercial signage (shopfronts and 

window displays). Your viewpoint can help to improve the appearance of historic city 

centres, helping the development of a general commercial signage approach applicable to 

historic cities of different urban contexts. You will be asked some information about 

yourself (such as gender, occupation, nationality and age).  

 

TIME: Although it is estimated that about 10-15 minutes are required to complete the 

questionnaire, please feel free to answer them in as timely a fashion as you feel 

appropriate. 

 

CONFIDENTIALITY:  All responses to this survey are confidential.  Your identity will 

remain anonymous and no identifying information from the computer will be recorded.  

 

YOUR RIGHTS: The selection of participants to answer this questionnaire is based on 

an opportunity sampling. Your participation is entirely voluntary and you are under no 

obligation to participate. You are under no obligation to answer items on the survey that 

you find offensive or disgusting. Should you decide to end your participation, you may do 
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so at any time without penalty. You are not waiving any legal claims, rights or remedies 

because of your participation in this research study. If you have questions regarding your 

rights as a participant of this research, contact the chair of the University Research Ethics 

Committee at Oxford Brookes University (ethics@brookes.ac.uk). 

 

RESULTS: The data will be kept in accordance with the University policy of Academic 

Integrity, Oxford Brookes University. It will be securely stored in electronic form for a 

period of 5 years. The complete study will be available to be consulted in the Library of 

Oxford Brookes University in Summer 2007. 

 

RESEARCHER: If you have further questions about this research survey, you may 

contact the researcher below. 

Adriana Araujo Portella 

PhD researcher in Urban Design 

Joint Centre for Urban Design, room LL607 

Oxford Brookes University, Gipsy Lane Campus, Headington, Oxford, OX3 0BP 

Phone number: 01865 – 483985 (England); 3222-3134 (Brazil) 

aaportella@brookes.ac.uk 

 

INSTRUCTIONS:  I would like you to read all the questions carefully, but recommend 

that you do not spend too much time on any one item. What I want is your initial, "gut" 

feelings about each street. If at any time you feel that you may not have enough 

information to give an answer, go with your initial response anyway. This 

questionnaire is meant to be anonymous responses from people regarding their 

personalities, attitudes and opinions, so please refrain from leaving any distinguishing 

names or numbers on the materials that may indicate your identity. I appreciate your most 

honest answers. 

 

 

If you decide to take part in this research, you could keep these first sheets.  

Thank you for your cooperation! 
 

This study has been approved by the University Research Ethics Committee of Oxford 

Brookes University. 
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PLEASE, ANSWER THE QUESTIONS LOOKING AT: 
> street 1 (residents in Oxford), street 3 (residents in Gramado), street 5 (residents in Pelotas) <: 
 

 1. Do you like the appearance of this street? 

� I really like                � I like                � I don’t know             � I don’t like              � I really don’t like  

 

1A. How important to your answer above is the: (each item should have one answer) 

 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Appearance of buildings                                                                    � � � � � 

Appearance of commercial signs � � � � � 

Historic buildings and places                                                             � � � � � 

Number of commercial signs � � � � � 

Other: � � � � � 

 

 2. Rate the street along each of the following scales: 
� � � � � 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

     
� � � � � 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 

     
� � � � � 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

     
� � � � � 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

     
� � � � � 

E. Very complex Complex Neither complex nor simple Simple Very simple 

 

 3. Please indicate the main positive and negative characteristics of the commercial signs: 

Positive  Negative  

  

  

  

 

 4. Please indicate the main positive and negative characteristics of the buildings: 

Positive  Negative  

  

  

  

 

 5. The number of commercial signs in the street is: 

� very many        � many           � moderate           � few             � very few 

 

 6. Is the appearance of any building harmed by commercial signs? � yes   � no 

6A If yes, how many? 

� very many        � many           � moderate           � few             � very few 

 

 7. Mark the alternative that best describes the street:  (each item should have one answer) 

 Very high High Moderate Low Very  low 

The variation of commercial signs is: � � � � � 

The variation of buildings is: � � � � � 

 

 8. The coverage of buildings by commercial signs is: 
� very much          � a lot         � moderate        � small         � very small 
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 9. The commercial signs make the appearance of the historic buildings (indicated by the researcher): 
� very beautiful         � beautiful        � neither beautiful nor ugly     � ugly       � very ugly 

� the street does not have historic buildings 

 

 10. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 

chose; it will help the researcher identify the building later). 

________________________________________________________  

 

 11. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 

chose; it will help the researcher identify the building later). 

 ________________________________________________________ 

 

 

PLEASE, ANSWER THE QUESTIONS LOOKING AT: 
> street 2 (residents in Oxford), street 4 (residents in Gramado), street 6 (residents in Pelotas) <: 

 

 12. Do you like the appearance of this street? 

� I really like                � I like                � I don’t know             � I don’t like              � I really don’t like  

 

12A. How important to your answer above is the: (each item should have one answer) 

 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Appearance of buildings                                                                    � � � � � 

Appearance of commercial signs � � � � � 

Historic buildings and places                                                             � � � � � 

Number of commercial signs � � � � � 

Other: � � � � � 
 

 13. Rate the street along each of the following scales:  
� � � � � 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

     
� � � � � 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 

     
� � � � � 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

     
� � � � � 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

     
� � � � � 

E. Very complex Complex Neither complex nor simple Simple Very simple 
 

 14. Please indicate the main positive and negative characteristics of the commercial signs: 

Positive  Negative  

  

  

  

 

 15. Please indicate the main positive and negative characteristics of the buildings: 

Positive  Negative  
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 16. The number of commercial signs in the street is: 

� very many        � many           � moderate           � few             � very few 

 

 17. Is the appearance of any building harmed by commercial signage? � yes   � no 

     17A. If yes, how many? 

� very many        � many           � moderate           � few             � very few 

 

 18. Mark the alternative that describes the appearance of the street: (each item should have one answer) 

 Very high High Moderate Low Very  low 

The variation of commercial signs is: � � � � � 

The variation of buildings is: � � � � � 

 

 19. The coverage of buildings by commercial signs is: 

� very much          � a lot         � moderate        � small         � very small 

 

 20. The commercial signs make the appearance of the historic buildings (indicated by the researcher): 

� very beautiful         � beautiful        � neither beautiful nor ugly     � ugly       � very ugly 

� the street does not have historic buildings 

 

 21. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 

chose; it will help the researcher identify the building later). 

________________________________________________________ 

 

 22. Please identify the building(s) that you like the least  in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 

chose; it will help the researcher identify the building later). 

________________________________________________________ 

 

INFORMATION ABOUT YOU: 

 

Gender:  � male      � female   

 

Occupation:___________________________________ Nationality:______________________________ 

 

Age:   � 18 – 29 years old       � 30 – 65 years old        � more than 65 years old 

 

 

Thank you very much for your participation! 
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Questionnaire Type B 
 

 

 

Information Sheet 

COMMERCIAL SIGNAGE IN HISTORIC CITY CENTRES 

 

 

 

 

 

 

 

 

 
                                                                                                                                                                               (Source: author) 

You are invited to participate in a voluntary research study conducted by Adriana 

Araujo Portella, Ph.D. researcher in the Joint Centre for Urban Design at Oxford 

Brookes University, Oxford, UK. This work is supervised by Dr. Alan Reeve and Dr. 

Roger Simmonds, both senior lecturers of Oxford Brookes University. 

 

You are invited to participate if you are living in >case study<, 

and you are at least 18 years of age. 
 

CONTENT: This research survey explores user perception and evaluation of commercial 

streets in one historic city in England (Oxford) and two historic cities in Brazil (Pelotas 

and Gramado). The objective is to identify your overall view about commercial signage 

controls, the appearance of the city centre, and the appearance of six commercial streets 

shown on a poster attached to this questionnaire. All questions are related with your 

opinion about commercial signage (shopfronts and window displays). Your viewpoint can 

help to improve the appearance of historic city centres, helping the development of a 

general commercial signage approach applicable to historic city centres of different urban 

contexts. You will be asked some information about yourself (such as gender, occupation, 

nationality and age).  

 

TIME: Although it is estimated that about 30-45 minutes are required to complete the 

questionnaire, please feel free to answer them in as timely a fashion as you feel 

appropriate. 

 

CONFIDENTIALITY:  All responses to this survey are confidential. Your identity will 

remain anonymous and no identifying information from the computer will be recorded.  

 

YOUR RIGHTS: The selection of participants to answer this questionnaire is based on 

an opportunity sampling. Your participation is entirely voluntary and you are under no 

obligation to participate. You are under no obligation to answer items on the survey that 

you find offensive or disgusting. Should you decide to end your participation, you may do 
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so at any time without penalty. You are not waiving any legal claims, rights or remedies 

because of your participation in this research study. If you have questions regarding your 

rights as a participant of this research, contact the chair of the University Research Ethics 

Committee at Oxford Brookes University (ethics@brookes.ac.uk). 

 

RESULTS: The data will be kept in accordance with the University policy of Academic 

Integrity, Oxford Brookes University. It will be securely stored in electronic form for a 

period of 5 years. The complete study will be available to be consulted in the Library of 

Oxford Brookes University in Summer 2007. 

 

RESEARCHER: If you have further questions about this research survey, you may 

contact the researcher below. 

Adriana Araujo Portella 

Ph.D. researcher in Urban Design 

Joint Centre for Urban Design, room LL607 

Oxford Brookes University, Gipsy Lane Campus, Headington, Oxford, OX3 0BP 

Phone number: 01865 – 483985 (England); 3222-3134 (Brazil) 

aaportella@brookes.ac.uk 

 

INSTRUCTIONS:  I would like you to read all the questions and look the poster 

carefully, but recommend that you do not spend too much time on any one item. What I 

want is your initial, "gut" feelings. If at any time you feel that you may not have 

enough information to give an answer, go with your initial response anyway. This 

questionnaire is meant to be anonymous responses from people regarding their 

personalities, attitudes and opinions, so please refrain from leaving any distinguishing 

names or numbers on the materials that may indicate your identity. Again, I appreciate 

your most honest answers. 

 

 

If you decide to take part in this research, you could keep these first sheets.  

Thank you for your cooperation! 
 

This study has been approved by the University Research Ethics Committee of Oxford 

Brookes University. 
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                 CITY CENTRE OF >case study<  

         COMMERCIAL SIGNAGE CONTROLS 
             (To this part of the questionnaire you do not need  

                                  to look the poster) 

 

1. Do you think that commercial signage controls are  

necessary in the city centre?   

� yes      � no       � I don’t know 

 

2. Would  you  like to be  consulted  whilst  commercial  

signage controls within the city centre are developed?  

� yes      � no       � I don’t know 

 

3. How important might be the following in commercial signage controls to the city centre?  

(each item should have one answer) 

 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Appearance of buildings                                                                    � � � � � 

Appearance of commercial signs  � � � � � 

Historic buildings and places                                                             � � � � � 

Number of commercial signs � � � � � 

Other: � � � � � 

 

 

 

            YOUR OVERALL VIEW OF THE  

   >case study< CITY CENTRE APPEARANCE 
(To this part of the questionnaire you do not need to look  

                                the poster) 

 

4. How would you sum up the appearance of  

the city centre?  

� very beautiful                    

� beautiful                      

� neither beautiful nor ugly                    

� ugly                      

� very ugly 

4A. How important to your answer above is the: (each item should have an answer) 

 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Appearance of buildings                                                                    � � � � � 

Appearance of commercial signs � � � � � 

Historic buildings and places                                                             � � � � � 

Number of commercial signs � � � � � 

Other: � � � � � 
 

5. Regarding your personal experience, how important to you is the following city centre functions: 

(each item should have one answer) 

 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Leisure (visit; shop; linger in)       � � � � � 

Work       � � � � � 

Passing through       � � � � � 

Other: � � � � � 
 

6. How would you sum up the commercial signage in the city centre? 

� very ordered       � ordered      � neither ordered nor disordered      � disordered     � very disordered  
 

 

 

This picture is from Oxford city centre. In the 

questionnaires related to Gramado and Pelotas, photos 

of these cities were used. 

This picture is from Oxford city centre. In the questionnaires 

related to Gramado and Pelotas, photos of these cities were 

used. 
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7. You would describe the city centre as: (each item should have one answer) 

 Strongly  

Agree 
Agree Undecided Disagree 

Strongly 

 disagree 

A historical centre    � � � � � 

A commercial centre    � � � � � 

A tourist centre       � � � � � 

A cosmopolitan centre          � � � � � 

Other:  � � � � � 

 

8. Do you think that commercial signage reinforces more the historic or the commercial appearance 

of the city centre?     

� more the commercial appearance     � more the historic appearance         

� the commercial and historic appearance equally  

 

9. How important are the following in making the city centre an attractive place?  

(each item should have one answer) 

 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Appearance of buildings                                                                    � � � � � 

Appearance of commercial signs � � � � � 

Historic buildings and places                                                             � � � � � 

Number of commercial signs � � � � � 

Other: � � � � � 

 

10. Do you think that the commercial signs in the city centre are positive or negative elements to the 

image of the city?  

� positive      � negative    � I don’t know 

 

11. Does commercial signage help you to navigate through the city centre?  

� yes       � no 
 

  

COMPARISON AMONG DIFFERENT COMMERCIAL STREETS 
English and Brazilian commercial streets 

You do need to look the poster to answer this part of the questionnaire. 
 

 

12. Looking the photos, rank the streets from 1 (I like the most) to 6 (I like the least):  (please, put the 

numbers above the lines) 

_____Street 1     _____Street 2      _____Street 3      _____Street 4    _____Street 5    _____Street 6 

 

13. Do you like the appearance of the: 

 I really like  I like  I don’t know I don’t like  I really don’t like  

street 1? � � � � � 

street 2? � � � � � 

street 3? � � � � � 

street 4? � � � � � 

street 5? � � � � � 

street 6? � � � � � 

 

ANSWER THE FOLLOWING QUESTIONS WITH REFERENCE TO THE STREET 

YOU LIKE THE MOST IN TERMS OF APPEARANCE:  

 
14. The street that you like the most is: 

� street 1              � street 2                � street 3             � street 4            � street 5              � street 6 
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14A. How important to your answer above is the: (each item should have one answer) 

 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Appearance of buildings                                                                    � � � � � 

Appearance of commercial signs � � � � � 

Historic buildings and places                                                             � � � � � 

Number of commercial signs � � � � � 

Other: � � � � � 

 

15. Rate the street along each of the following scales: 
� � � � � 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

     
� � � � � 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 

     
� � � � � 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

     
� � � � � 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

     
� � � � � 

E. Very complex Complex Neither complex nor simple Simple Very simple 

 

16. Please indicate the main positive and negative characteristics of the commercial signs: 

Positive  Negative  

  

  

  

 

17. Please indicate the main positive and negative characteristics of the buildings: 

Positive  Negative  

  

  

  

 

18. The number of commercial signs in the street is: 

� very many        � many           � moderate           � few             � very few 

 

19. Is the appearance of any building harmed by commercial signs? � yes   � no 

      19A. If yes, how many? 

� very many        � many           � moderate           � few             � very few 
 

20. Looking the poster, mark the alternative that best describes the street that you most like: 

(each item should have one answer) 

 Very high High Moderate Low Very  low 

The variation of commercial signs is: � � � � � 

The variation of buildings is: � � � � � 
 

21. The coverage of building facade by commercial signs is: 
� very much          � a lot         � moderate        � small         � very small 
 

22. The commercial signs make the appearance of the historic buildings (marked with a cross): 
� very beautiful         � beautiful        � neither beautiful nor ugly     � ugly       � very ugly 

� the street does not have historic buildings 
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23. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: building(s) number______________________   

 

24. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: building(s) number______________________   

 

ANSWER THE FOLLOWING QUESTIONS WITH REFERENCE TO THE STREET 

YOU LIKE THE LEAST IN TERMS OF APPEARANCE: 

 
25. The street that you like the least is: 

� street 1              � street 2                � street 3             � street 4            � street 5              � street 6 

 

25A. How important to your answer above is the: (each item should have one answer) 

 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Appearance of buildings                                                                    � � � � � 

Appearance of commercial signs  � � � � � 

Historic buildings and places                                                             � � � � � 

Number of commercial signs � � � � � 

Other: � � � � � 
 

26. Rate the street along each of the following scales:  
� � � � � 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

     
� � � � � 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 

     
� � � � � 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

     
� � � � � 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

     
� � � � � 

E. Very complex Complex Neither complex nor simple Simple Very simple 
 

27. Please indicate the main positive and negative characteristics of the commercial signs: 

Positive  Negative  

  

  

  

 

28. Please indicate the main positive and negative characteristics of the buildings: 

Positive  Negative  

  

  

  

 

29. The number of commercial signs in the street is: 

� very many        � many           � moderate           � few             � very few 

 

30. Is the appearance of any building harmed by commercial signs? � yes   � no 

30.A If yes, how many? 

� very many        � many           � moderate           � few             � very few 
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31. Looking the poster, mark the alternative that describes the appearance of the street that you like 

the least: (each item should have one answer) 

 Very high High Moderate Low Very  low 

The variation of commercial signs is: � � � � � 

The variation of buildings is: � � � � � 

 

32. The coverage of building facades by commercial signs is: 

� very much          � a lot         � moderate        � small         � very small 

 

33. The commercial signs make the appearance of the historic buildings (marked with a cross): 

� very beautiful         � beautiful        � neither beautiful nor ugly     � ugly       � very ugly 

� the street does not have historic buildings 

 

34. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: building(s) number______________________   

 

35. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: building(s) number______________________   

 

 

INFORMATION ABOUT YOU: 

 

Gender:  � male      � female   

 

Occupation:___________________________________ Nationality:______________________________ 

 

Age:   � 18 – 29 years old       � 30 – 65 years old        � more than 65 years old 

 

 

Thank you very much for your participation! 
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Appendix 5.10 

 

 

Profile of the sample who answered questionnaires type A and type B 
 

 

1. Interviews: the sample of users was comprised of eight City Council officers. The two 

officers from Oxford are English; while the two officers from Gramado and the four 

officers from Pelotas are Brazilian. Two are planners (Oxford), one is a lawyer (Pelotas), 

and the other five are architects and urban planners (Gramado and Pelotas). In terms of 

gender, just one officer, in Pelotas, is female. All users are classified in the age group of 30 

to 65 years old.  

 

2. Questionnaire type A: the sample of 33 users (11 users in each case study) was 

comprised of 45% of lay people and 55% of professionals. The largest group of lay users is 

composed of students doing a university degree (15%), while the largest parcel of 

professionals are architects (48%). The majority of participants are Brazilians (67%), while 

30% are British and 3% are Chinese. It can be explained by the fact that there are two case 

studies in Brazil. In terms of age group, 57% of users are classified between 18 to 29 years 

old, while 40% of users are categorized between 30 to 65 years old, and 3% of users are 

more than 65 years old. In relation to gender, 52% are male and 48% are female. Tables 

below show these data in each case study. 
 

Table 5.10.1: Occupation of users who answered questionnaire type A (Source: fieldwork 2005). 
 

Case study 
USER GROUP OCCUPATION 

OXFORD GRAMADO PELOTAS 
TOTAL 

Assistant in the Department of 

History of the City Council 
0 1(9%) 0 1(3%) 

Dentist 0 0 2(18%) 2(6%) 

Financer consultant 0 1(9%) 0 1(3%) 

Historian 0 1(9%) 0 1(3%) 

Journalist 0 1(9%) 1(9%) 2(6%) 

Law student 0 0 1(9%) 1(3%) 

Production assistant 1(9%) 0 0 1(3%) 

Student of a university degree 5(46%) 0 0 5(15%) 

LAY PEOPLE 

Teacher in primary and secondary school 0 1(9%) 0 1(3%) 

Architect 3(27%) 6(55%) 7(64%) 16(48%) 

Ph.D. researcher in urban design or planning 1(9%) 0 0 1(3%) PROFESSIONALS 

Planner 1(9%) 0 0 1(3%) 

 TOTAL 11(100%) 11(100%) 11(100%) 33(100%) 
 

Table 5.10.2: Nationality of users who answered questionnaire type A (Source: fieldwork 2005). 
 

Case study 
NATIONALITY 

OXFORD GRAMADO PELOTAS 
TOTAL 

Brazilian 0 11(100%) 11(100%) 22(67%) 

Chinese 1(10%) 0 0 1(3%) 

English 10(90%) 0 0 10(30%) 

TOTAL 11(100%) 11(100%) 11(100%) 33(100%) 
 

Table 5.10.3: Age group of users who answered questionnaire type A (Source: fieldwork 2005). 
 

Case study 
AGE GROUP 

OXFORD GRAMADO PELOTAS 
TOTAL 

18 to 29 years old 9(82%) 1(14%) 8(72%) 18(57%) 

30 to 65 years old 2(18%) 10(86%) 2(18%) 14(40%) 

more than 65 years old 0 0 1(10%) 1(3%) 

TOTAL 11(100%) 11(100%) 11(100%) 33(100%) 
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Table 5.10.4: Gender of users who answered questionnaire type A (Source: fieldwork 2005). 
 

Case study 
GENDER 

OXFORD GRAMADO PELOTAS 
TOTAL 

Male 7 (63%) 7 (67%) 3(23%) 17(52%) 

Female 4(37%) 4(36%) 8(72%) 16(48%) 

TOTAL 11(100%) 11(100%) 11(100%) 33(100%) 

 
3. Questionnaire type B: the sample of 361 users (114 users from Oxford; 120 users from 

Gramado; 127 users from Pelotas) was comprised of 57% of lay people and 43% of 

professionals. The largest group of lay people is composed of teachers in primary and 

secondary schools (12%), while 35% of professionals are architects and students of 

architecture. The largest number of users is Brazilian (70%); this can be explained by the 

fact that there are two case studies in Brazil. The second largest number of people is 

British (13%). Users from other nationalities also participated in the survey: Indian, 

Chinese, Mexican, Canadian, French, Italian, Portuguese, Thai, Brazilian/French, German, 

Greek, Iranian, Pakistani, Saudi, Taiwanese, Uruguayan, American, British/Brazilian, 

Danish, and Japanese. This mix of nationalities just reinforced that the research findings 

were related to the perception and evaluation of people from different cultural 

backgrounds. Moreover, there was a balance between respondents in terms of age and 

gender: 48% of users are between 18 to 29 years old, while 50% of users are between 30 to 

65 years old. In addition, 48% of users are male, while 52% of users are female. Tables 

below show these data in each case study. 

 
Table 5.10.5: Occupation of users who answered questionnaire type B (Source: fieldwork 2005). 
 

Case study 
OCCUPATION 

OXFORD GRAMADO PELOTAS 
TOTAL 

Adman 0 0 3(2%) 3(0.8%) 

Adman and journalist 0 0 1(1%) 1(0.3%) 

Administrator 2(2%) 3(3%) 0 5(1%) 

Secretary in primary school 0 1(1%) 0 1(0.3%) 

Administrator in Preservation Trust 1(1%) 0 0 1(0.3%) 

Agronomist 0 0 1(1%) 1(0.3%) 

Anthropologist researcher 2(2%) 0 0 2(0.5%) 

Assistant director 2(2%) 0 0 2(0.5%) 

Bachelor in arts 0 0 1(1%) 1(0.3%) 

Biologist 0 1(1%) 0 1(0.3%) 

Businessman and student of law 0 1(1%) 0 1(0.3%) 

Businessman 0 3(3%) 0 3(0.8%) 

City Councillor assistant 0 0 1(1%) 1(0.3%) 

Political scientist 0 0 1(1%) 1(0.3%) 

Commercial assistant 0 1(1%) 0 1(0.3%) 

Consultant and librarian 2(2%) 0 0 2(0.5%) 

Dentist 0 0 2(2%) 2(0.5%) 

Designer, Adman and Plastic Artist 0 0 1(1%) 1(0.3%) 

Driver 0 2(2%) 0 2(0.5%) 

Educational supervisor in primary 

school 
0 1(1%) 0 1(0.3%) 

Finance administrator 0 1(1%) 0 1(0.3%) 

Finance consultant 0 1(1%) 1(1%) 2(0.5%) 

General service assistant 0 1(1%) 0 1(0.3%) 

Graphic designer 0 0 2(3%) 2(0.5%) 

Graphic designer and adman 0 0 1(1%) 1(0.3%) 

Graphic assistant 0 1(1%) 0 1(0.3%) 

Historian 0 1(1%) 1(1%) 2(0.5%) 

Hotel manager 0 2(2%) 0 2(0.5%) 

Hotel secretary 0 2(2%) 0 2(0.5%) 

Housewife 0 1(1%) 4(3%) 5(1%) 

LAY 

PEOPLE 

Journalist 0 2(2%) 11(7%) 13(4%) 

CONTINUATION ON THE NEXT PAGE. 



Appendix 5.10: Profile of the sample who answered questionnaires type A and type B. 

 485 

Continuation: 

Case study 
OCCUPATION 

OXFORD GRAMADO PELOTAS 
TOTAL 

Lawyer 3(3%) 2(2%) 2(2%) 7(2%) 

Lawyer and lecturer in a Law School 0 0 2(2%) 2(0.5%) 

Lecturer in Arts Course 0 0 1(1%) 1(0.3%) 

Lecturer in Psychology School 2(2%) 0 0 2(0.5%) 

Lecturer in Visual Arts School 0 0 2(2%) 2(0.5%) 

Maid 0 0 1(1%) 1(0.3%) 

Manager and servant 0 1(1%) 0 1(0.3%) 

Mechanic 0 1(1%) 0 1(0.3%) 

Motorcycle taxi driver 0 1(1%) 0 1(0.3%) 

Oceanologist 0 0 1(1%) 1(0.3%) 

Officer Assistant 0 1(1%) 0 1(0.3%) 

Pedagogue 0 1(1%) 1(1%) 2(0.5%) 

Photographer 0 1(1%) 0 1(0.3%) 

Physicist 2(2%) 0 0 2(0.5%) 

Plastic artist 0 1(1%) 0 1(0.3%) 

Plastic artist and sculptor 0 0 1(1%) 1(0.3%) 

Portuguese teacher 0 0 1(1%) 1(0.3%) 

Researcher fellow and psychologist 3(3%) 0 0 3(0.8%) 

Researcher in psychology 6(5%) 0 0 6(2%) 

Retired finance analyst 0 5(4%) 0 5(1.4%) 

Rice grower 0 0 4(3%) 4(1%) 

Secretary of City Council and teacher 0 0 1(1%) 1(0.3%) 

Servant in guest house 0 1(1%) 0 1(0.3%) 

Shop owner and builder 0 1(1%) 0 1(0.3%) 

Sociologist 0 0 1(1%) 1(0.3%) 

Student 5(4%) 1(1%) 0 6(2%) 

Student in business school 1(1%) 0 0 1(0.3%) 

Student in building design school 0 0 1(1%) 1(0.3%) 

Student in computer science 3(3%) 0 1(1%) 4(1%) 

Student in geography and 

environmental science 
2(2%) 0 0 2(0.6%) 

Student in law school 0 0 3(2%) 3(0.8%) 

Student of linguistics 1(1%) 0 0 1(0.3%) 

Student in psychology 4(4%) 0 0 4(1%) 

Student in transport economics 3(3%) 0 0 3(0.8%) 

Student in urban geography 2(2%) 0 0 2(0.6%) 

Student in visual arts school 0 0 8(6%) 8(2%) 

Student in biology 0 2(2%) 0 2(0.6%) 

Student in publicity 0 0 2(2%) 2(0.6%) 

Student and teacher 3(3%) 0 0 3(0.8%) 

Syndic leader 0 1(1%) 0 1(0.3%) 

Teacher in primary and secondary 

school 
0 32(27%) 11(9%) 43(12%) 

Tourism specialist 0 1(1%) 1(1%) 2(0.6%) 

Trainer in syndicate of hotels 0 1(1%) 0 1(0.3%) 

LAY 

PEOPLE 

Writer 2(2%) 0 0 2(0.6%) 

Architect or student in architecture 51(81%) 29(24%) 47(37%) 127(35%) 

Civil engineer 0 12(10%) 4(3%) 16(4%) 

Landscape architect and  

landscape planner 
1(1%) 0 0 1(0.3%) 

Planner 10(9%) 0 0 10(3%) 

PROFESSI- 

ONALS 

Urban designer 1(1%) 0 0 1(0.3%) 

TOTAL 114(100%) 120(100%) 127(100%) 361(100%) 

 
Table 5.10.6: Nationality of users who answered questionnaire type B (Source: fieldwork 2005). 
 

Case study 
NATIONALITY 

OXFORD GRAMADO PELOTAS 
TOTAL 

American 1(1%) 0 0 1(0.3%) 

Brazilian 7(6%) 120(100%) 125(98%) 252(70%) 

Brazilian/French 2(2%) 0 0 2(0.5%) 

British 45(40%) 0 0 45(13%) 

British/Brazilian 1(1%) 0 0 1(0.3%) 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

Case study 
NATIONALITY 

OXFORD GRAMADO PELOTAS 
TOTAL 

Canadian 5(4%) 0 0 5(1.4%) 

Chinese 7(6%) 0 0 7(1.8%) 

Danish 1(1%) 0 0 1(0.3%) 

French 4(3%) 0 0 4(1%) 

German 2(2%) 0 0 2(0.5%) 

Greek 2(2%) 0 0 2(0.5%) 

Indian 10(9%) 0 0 10(3%) 

Iranian 2(2%) 0 0 2(0.5%) 

Italian 4(3%) 0 0 4(1%) 

Japanese 1(1%) 0 0 1(0.3%) 

Mexican 6(5%) 0 0 6(1.6%) 

Pakistan 2(2%) 0 0 2(0.5%) 

Portuguese 4(3%) 0 0 4(1%) 

Saudi 2(2%) 0 0 2(0.5%) 

Taiwanese 2(2%) 0 0 2(0.5%) 

Thai 4(3%) 0 0 4(1%) 

Uruguayan 0 0 2(2%) 2(0.5%) 

TOTAL 114(100%) 120(100%) 127(100%) 361(100%) 

 
Table 5.10.7: Age group of users who answered questionnaire type B (Source: fieldwork 2005). 
 

Case study 
AGE GROUP 

OXFORD GRAMADO PELOTAS 
TOTAL 

18 to 29 years old 64(56%) 39(33%) 68(53%) 171(48%) 

30 to 65 years old 50(44%) 76(63%) 55(43%) 181(50%) 

more than 65 years old 0 5(4%) 4(4%) 9(2%) 

TOTAL 114(100%) 120(100%) 127(100%) 361(100%) 

 

Table 5.10.8: Gender of users who answered questionnaire type B (Source: fieldwork 2005). 
 

Case study 
GENDER 

OXFORD GRAMADO PELOTAS 
TOTAL 

Male 65(57%) 58(48%) 53(42%) 176(48%) 

Female 49(43%) 62(52%) 74(58%) 185(52%) 

TOTAL 114(100%) 120(100%) 127(100%) 361(100%) 

 

4. Focus group: the only personal information recorded of the 22 participants was 

occupation. They were City Council officers (18%), students of law (9%) and architecture 

(18%), lecturers of law (5%), civil engineering (9%), architecture (18%) and technical 

colleges (5%), university staff (5%), and professionals (14%), who have offices and/or 

offer services in the city centre. 
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Appendix 5.12 

 

 

Pre-set questions given to every interviewer before the interview session 

 

 
 

Information Sheet 

COMMERCIAL SIGNAGE IN HISTORIC CITY CENTRES 

  
                                                                                                                                                                               (Source: author) 

 

You are invited to participate in an interview conducted by Adriana Araujo Portella, 

Ph.D. researcher in the Joint Centre for Urban Design at Oxford Brookes University, 

Oxford, UK. This work is supervised by Dr. Alan Reeve and Dr. Roger Simmonds, 

both senior lecturers of Oxford Brookes University. 

 

Professionals that work to the City Council and are familiar with the commercial 

signage control applied in the city centre are invited to participate in this 

interview. 

  

CONTENT: The interview seeks to understand how commercial signage is approached 

by local authorities in historic city centres. The aim is to identify which aspects are taken 

into account during the development and application of commercial signage controls 

within the city centre. This investigation is just related to commercial signs on the 

pavement within conservation areas. You will be asked some information about yourself 

(such as gender, occupation, nationality and age).  

 

TIME: Although it is estimated that about 30-40 minutes are required to complete the 

interview session, please feel free to answer the questions in as timely a fashion as you 

feel appropriate. 

 

CONFIDENTIALITY:  All responses to this survey are confidential.  Your identity will 

remain anonymous and no identifying information from the computer will be recorded.  

 

YOUR RIGHTS: Your participation is entirely voluntary and you are under no 

obligation to participate. You are under no obligation to answer items on the interview 

that you find offensive or disgusting. Should you decide to end your participation, you 

may do so at any time without penalty. You are not waiving any legal claims, rights or 

remedies because of your participation in this research study. If you have questions 

regarding your rights as a participant of this research, contact the chair of the University 

Research Ethics Committee at Oxford Brookes University (ethics@brookes.ac.uk). 
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RESULTS: The data will be kept in accordance with the University policy of Academic 

Integrity, Oxford Brookes University. It will be securely stored in electronic form for a 

period of 5 years. The complete study will be available to be consulted in the Library of 

Oxford Brookes University in Summer 2007. 

 

RESEARCHER: If you have further questions about this research survey, you may 

contact the researcher below. 

Adriana Araujo Portella 

Ph.D. researcher in Urban Design 

Joint Centre for Urban Design, room LL607 

Oxford Brookes University, Gipsy Lane Campus, Headington, Oxford, OX3 0BP 

Phone number: 01865 - 483985 

aaportella@brookes.ac.uk 

 

INSTRUCTIONS:  This interview is meant to be anonymous responses, so please refrain 

from leaving any distinguishing names or numbers on the materials that may indicate your 

identity. Again, we appreciate your most honest answers 

 

 

If you decide to take part in this research, you could keep these first sheets.  

Thank you for your cooperation! 
 

This study has been approved by the University Research Ethics Committee of Oxford 

Brookes University. 
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COMMERCIAL SIGNAGE CONTROLS IN THE CITY CENTRE OF >case study<: 

 

INTERVIEW QUESTIONS 

 

1. Please tell me if any kinds of commercial signage control are applied within the city 

centre? If yes, what form do they take (such as laws, guidelines, and so on)?  

 

2. What are the aims of these controls (such as to maintain and reinforce the character 

of the city centre, stimulate commercial activity, and so on)?  

 

3. Who are the groups responsible for the development of commercial signage controls 

within the city centre?  

 

4. Are these controls efficient to order commercial signage in the city centre? Why does 

it happen? 

 

5. Who are the professionals consulted whilst developing commercial signage controls 

within the city centre? Do lay people participate in this process (such as local people, 

shop owners, and so on)? If yes, how do they participate (such as through discussion 

groups, workshops, questionnaires, and so on)?  

 

6.  How does the City Council enforce commercial signage controls in the city centre? 

Are there any penalties applied to shop owners if they do not comply? If yes, which are 

they? 

 

7. Do the controls influence the appearance of the city centre? If yes, in which way 

does it happens? 

 

8. Is a planning application to install a new commercial sign in the city centre  

necessary? If yes, who analyses this planning application and which physical aspects of 

the commercial sign are taken into account (such as size, shape, proportion, colours, 

fonts, and so on)?  

 

9. Is the City Council involved in marketing the city centre to attract people (such as 

through posters, leaflets, tourist information, Internet sites, and so on)? If yes, what 

image of the city centre is being promoted do you think (such as historical, commercial, 

touristy, leisure, economical, and so on)?  

 

10. Do commercial signs influence positively or negatively the image of the city 

centre? Why? 

 

11. Has another commercial signage control to the city centre been developed by the 

City Council? If yes, why has it been done? 

 
INFORMATION ABOUT YOU:  

Gender:  � male      � female   

Occupation:___________________________Nationality:__________________________ 

Age: � 18 – 29 years old    � 30 – 65 years old   � more than 65 years old 

 

Thank you very much for your participation! 
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Appendix 5.13 

 

 

Record cards designed and applied to help the observation of the physical 

characteristics of the commercial street facades in the sample 
 

 

RECORD CARD A – STREET FACADE 

 

Street facade observed: ______ 

 

GENERAL CHARACTERISTICS OF THE STREET FACADE 

 

1. Number of buildings: ______ 

 

2. Number of commercial signs (shopfronts and window displays): ______ 

 

3. Total of the street facade area (this information is obtained from the analysis of the graphics 

designed in Auto Cad from the photographs of the street facade):______    

 

4. Percentage of the street facade covered by commercial signs (this information is obtained 

from the analysis of the graphics designed in Auto Cad from the photographs of the street 

facade):______  

 

5. Number of buildings harmed by commercial signs: ______ 

 

6. Percentage of the street facade related to buildings harmed by commercial signs (this 

information is obtained from the analysis of the graphics designed in Auto Cad from the 

photographs of the street facade):______  

 

7. Number of historic buildings harmed by commercial signs and their level of damage*: 
Building number_____ Level of damaged: (   ) level 1 (   ) level 2 (   ) level 3   

Building number_____ Level of damaged: (   ) level 1 (   ) level 2 (   ) level 3   

Building number_____ Level of damaged: (   ) level 1 (   ) level 2 (   ) level 3   

Building number_____ Level of damaged: (   ) level 1 (   ) level 2 (   ) level 3   

Building number_____ Level of damaged: (   ) level 1 (   ) level 2 (   ) level 3   

 
* Level 1: Facade fragmented by commercial signs and/or colours. 

   Level 2: Facade is not fragmented by commercial signs or/and colours. 

   Level 3: Facade is not fragmented by commercial signs or/and colours, and it is still possible to identify the aesthetic 

composition of the building facade. 

 

8. Percentage of the street facade related to historic buildings harmed by commercial signs 

(this information is obtained from the analysis of the graphics designed in Auto Cad from the 

photographs of the street facade):______ 
 

9. Square metres of commercial signs per street metre (this information is obtained from the 

analysis of the graphics designed in Auto Cad from the photographs of the street facade):______ 

 

10. Symmetry of the street shape perimeter (this information is obtained from the analysis of the 

graphics designed in Auto Cad from the photographs of the street facade): 
(   ) Level 1: silhouette has high variation (main turns on shape perimeter ≥ 6)  

(   ) Level 2: silhouette has variation but some similarity can be seen (main turns on shape perimeter ≤ 5) 

(   ) Level 3: silhouette has low variation and looks almost symmetric (main turns on shape perimeter < 4) 
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11. Number of vertexes: (this information is obtained from the analysis of the graphics designed in 

Auto Cad from the photographs of the street facade):  
(   ) Group A (2 to 6 vertexes) (   ) Group D (17 to 21 vertexes) 
(   ) Group B (7 to 11 vertexes)        (   ) Group E (22 to 31 vertexes) 

(   ) Group C (12 to16 vertexes) 

 

12. Number of turns in the shape perimeter (this information is obtained from the analysis of the 

graphics designed in Auto Cad from the photographs of the street facade):______ 

 

13. Fenestration (number of windows and doors):______ 

 

14. Percentage of fenestration on the street facade (this information is obtained from the 

analysis of the graphics designed in Auto Cad from the photographs of the street facade):______  

 

15. Number of buildings with broken mass: ______  

 

16. Percentage of the street facade covered by buildings with broken mass (this information is 

obtained from the analysis of the graphics designed in Auto Cad from the photographs of the street 

facade):______  

 

RECORD CARD B – COMMERCIAL SIGNS 

 

Street facade observed: ______ 

Building number: ______ 

Commercial sign number (it is based on the previous identification of the commercial signs in 

Appendix 5.7):______ 

 

PHYSICAL CHARACTERISTICS OF THE COMMERCIAL SIGNS IN EACH BUILDING 

 

1. Size: 
(   ) Very small (0 < area ≤ 1.50m²) (   ) Big (4.50m² < area ≤ 10m²) 

(   ) Small (1.50m² < area ≤ 3m²) (   ) Very big (area > 10m²) 

(   ) Moderate (3m² < area ≤ 4.50m²)  

 

2. Shape:  
(   ) Square                    (   ) Irregular 

(   ) Rectangular              (   ) Semi elliptical 

(   ) Circle                      (   ) Rectangular 3D 

(   ) Elliptical                  (   ) Other:____________________ 

 

3. Chromatic groups (this information was based on the chromatic analysis of each street facade 

presented in Appendix 5.7): Make a circle in the correspondent colour observed in the commercial 

sign analysed. 

 
GRAMADO - Street 3

A   B    C   D   E    F   H    J    M

B   C    E    F   H    I   M

B   C    D   E    F   H    I     J   M

A   B    C   E    F   G   H    I     J   M

B   C    E   F    G   H    I    J     L  M

A   B    C   E    F   H    I     J   M
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4. Chromatic contrast between letters and sign background:  
 

(   ) Level 1  » 
White background + dark colour letters; dark colour background + white letters; light colour 

background + dark colour letters. 

(   ) Level 2  » Dark colour background + light colour letters. 

(   ) Level 3  » 
White background + medium colour letters; dark colour background + medium colour letters; light 

colour background + medium colour letters; medium colour background + white letters; medium 

colour background + dark colour letters; medium colour background + light colour letters. 

(   ) Level 4  » 
White background + light colour letters; dark colour background + dark colour letters; light colour 

background + white letters; light colour background + light colour letters; medium colour 

background + medium colour letters. 

 

5. Proportion:  
(   ) Vertical                 (   ) Square 

(   ) Horizontal             (   ) Other:_______________________ 

(   ) Circle                     

 

6. Arrangement in relation to the building facade:  
(   ) Parallel        (   ) Perpendicular        (   ) Angle 

 

7. Type of sign:  
(   ) Letters fixed on wall (   ) Banner 

(   ) Frame (   ) Letters on sunblind 

(   ) Poster on shop windows (   ) Painted on sunblind 

(   ) Luminous letters fixed on shop windows/facades (   ) Small billboard 

(   ) Painted on façade wall (   ) Other:_______________________ 

(   ) Painted on shop windows  

 

8. Location on the building facade: 
(   ) Base (   ) On the street sidewalk 

(   ) Body (   ) Other:_______________________ 

(   ) Coronation  

 

9. Presence of images: 
(   ) Yes             (   ) No 

 

10. Type of lettering style: (this is based on the types presented in Appendix 2.1)  
(   ) Type 1 (Old Style) (   ) Type 5 (Script) 

(   ) Type 2 (Modern) (   ) Type 6 (Decorative) 

(   ) Type 3 (Slab Serif) (   ) Combination of more than one type:____________ 

(   ) Type 4 (Sans Serif) (   ) Without letters 
 

11. Predominant lettering style:  
(   ) Type 1 (Old Style) (   ) Type 5 (Script) 

(   ) Type 2 (Modern) (   ) Type 6 (Decorative) 

(   ) Type 3 (Slab Serif) (   ) Combination of more than one type:____________ 

(   ) Type 4 (Sans Serif) (   ) Without letters 
 

12. Size of letters in relation to size of sign background:  
(   ) Background is predominant (   ) No letters 

(   ) Letters are predominant (   ) Other:_________________ 

(   ) Balance between letter and background sizes  
 

13. Size of images in relation to size of sign background:  
(   ) Background is predominant (   ) Balance between image and background sizes 

(   ) Images are predominant (   ) No images 

(   ) Image breaks background into two parts (   ) Other:____________________________________ 
 

14. Letter size (letter height):  

(   ) High (0.10 cm < x ≤ 0.30 cm)                  (   ) Short (x < 0.55cm) 

(   ) Moderate (0.30 cm < x ≤ 0.55 cm)           (   ) Combination of more than one type: _________________ 
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RECORD CARD C – BUILDINGS 

 

Street facade observed: ______ 

Building number: ______ 

SILHOUETTE 

 

1. Symmetry of the shape perimeter (building):    
(   ) Asymmetry 

(   ) Symmetry 

(   ) Partial symmetry 

 

2. Height of building:    
(   ) Group A (3.93m to 6.61m) (   ) Group D (11.98m to 14.65m) 

(   ) Group B (6.62m to 9.29m) (   ) Group E (14.66m to 17.33m) 

(   ) Group C (9.30m to 11.97m)  

 

3. Width of building:    
(   ) Group A (2.69m to 8.66m) (   ) Group D (more than 20.6m to 26.57m) 

(   ) Group B (more than 8.66m to 14.63m) (   ) Group E (more than 26.57m to 32.52m) 

(   ) Group C (more than 14.63m to 20.6m)  

 

4. Kind of crowning *:   
(   ) Group 1 (   ) Group 5 

(   ) Group 2 (   ) Group 6 

(   ) Group 3 (   ) Group 7 

(   ) Group 4  

* Appendix 5.7, Table 5.7.11.  

 

FACADE DETAILS 

5. Kind of details*:   
(   ) Group 1 (   ) Group 16 

(   ) Group 2 (   ) Group 17 

(   ) Group 3 (   ) Group 18 

(   ) Group 4 (   ) Group 19 

(   ) Group 5  (   ) Group 20  

(   ) Group 6  (   ) Group 21  

(   ) Group 7 (   ) Group 22 

(   ) Group 8 (   ) Group 23 

(   ) Group 9 (   ) Group 24  

(   ) Group 10 (   ) Group 25 

(   ) Group 11  (   ) Group 26 

(   ) Group 12  (   ) Group 27  

(   ) Group 13  (   ) Group 28  

(   ) Group 14 (   ) Group 29 

(   ) Group 15  

* Appendix 5.7, Table 5.7.15.  

 

6. Style of buildings (see Appendix 2.2):   
(   ) Modern  (   ) Contemporary Box 

(   ) First Modern Period (   ) Building Stone  

(   ) Art Deco  (   ) Eclectic or Neo-Classic 

(   ) Art Nouveau (   ) Medieval or Tudor 

(   ) Georgian  (   ) Neo-Bavarian 

(   ) Georgian with roof and dormer windows (   ) Medieval or Tudor with apparent timber 

framed (decorative or not) 

 

7. Texture of revetments:     
(   ) With texture               (   ) Low texture (brick junction)                   (   ) Without texture 
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FACADE ARTICULATION 

 

8. Size of facades (this information is obtained from the analysis of the graphics designed in Auto 

Cad from the photographs of the street facade):    
(   ) Group 1 ( area < 60m² ) (   ) Group 4 (180m² ≤  area < 240m² 

(   ) Group 2 (60m² ≤  area < 100m² ) (   ) Group 5 (260m² ≤  area < 420m² ) 

(   ) Group 3 (100m² ≤  area < 160m² )  

   

9. Total of the street facade area (this information is obtained from the analysis of the graphics 

designed in Auto Cad from the photographs of the street facade):______    

 

10. Shape of windows and doors:    
(   ) Rectangular with straight architrave 

(   ) Rectangular with round arch architrave 

(   ) Square with straight architrave 

(   ) Rectangular with triangular architrave 

(   ) Rectangular with combined (straight and arched) architrave 

(   ) Rectangular with arched architrave 

(   ) Square with arched architrave 

(   ) Other:__________________________________________ 

 

11. Overall proportion of windows and doors:    
(   ) Horizontal      (   ) Vertical         (   ) Square 

  

12. Broken mass:    
(   ) Yes   (   ) No  

 

13. Overall proportion of the building:   
(   ) Horizontal                       (   ) Vertical                              (   ) Square 

 

14. Horizontal or vertical partitions on the building facade: 
(   ) No partition                  (   ) Horizontal partition            (   ) Vertical partition 

 

15. Thickness of vertical elements:   
(   ) No  

(   ) Yes »   (   ) Slim    OR    (   ) Thick 

 

16. Localization of the building on the plot:   
(   ) Frontal retrace (   ) Frontal retrace + lateral retrace 

(   ) Lateral retrace (   ) None 

  

17. Presence of vegetation:   
(   ) Yes             (   ) No  

 

VISUAL CHARACTER 

18. Number of storeys:    
(   ) One  (   ) Four  

(   ) Two  (   ) Five  

(   ) Three  (   ) Other:____________________________________ 

   

19. Roof line:   
(   ) Flat roof (   ) Hip roof (dormer window) 

(   ) Flat roof with decorative gable (   ) Hip roof  

(   ) Hip roof (gable) (   ) Other:____________________________________ 

 

20. Building symmetry:    
(   ) Asymmetry           (   ) Symmetry            (   ) Partial symmetry  
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COLOUR VARIATION 

21. Chromatic groups:        
(   ) Blue to purple, cold colour, dark colour 

(   ) Blue to purple, cold colour, medium colour 

(   ) Blue to purple, cold colour, light colour 

(   ) Green to yellow green, cold colour, dark colour 

(   ) Green to yellow green, cold colour, medium colour 

(   ) Green to yellow green, cold colour, light colour 

(   ) Yellow to orange, hot colour, dark colour 

(   ) Yellow to orange, hot colour, medium colour 

(   ) Yellow to orange, hot colour, light colour 

(   ) Brown to red, hot colour, dark colour 

(   ) Brown to red, hot colour, medium colour 

(   ) Brown to red, hot colour, light colour 

(   ) White   

 

22. Chromatic groups of the body facade:  
(   ) Blue to purple, cold colour, dark colour 

(   ) Blue to purple, cold colour, medium colour 

(   ) Blue to purple, cold colour, light colour 

(   ) Green to yellow green, cold colour, dark colour 

(   ) Green to yellow green, cold colour, medium colour 

(   ) Green to yellow green, cold colour, light colour 

(   ) Yellow to orange, hot colour, dark colour 

(   ) Yellow to orange, hot colour, medium colour 

(   ) Yellow to orange, hot colour, light colour 

(   ) Brown to red, hot colour, dark colour 

(   ) Brown to red, hot colour, medium colour 

(   ) Brown to red, hot colour, light colour 

(   ) White  
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Appendix 5.14 

 

 

Categories related to the positive and negative physical characteristics of 

buildings and commercial signs mentioned by users when the commercial 

street facades were evaluated 
 

 
Table 5.14.1: Categories related to the positive and negative characteristics of buildings mentioned 

by users from Oxford, Gramado and Pelotas when the commercial street facades in the sample 

were evaluated (Source: fieldwork 2005). 
 

CATEGORIES RELATED TO THE POSITIVE 

CHARACTERISTICS OF BUILDINGS 

CATEGORIES RELATED TO THE NEGATIVE 

CHARACTERISTICS OF BUILDINGS 

1. Amplitude (size, volume and width). 1. Additions to original building facade. 

2. Architecture legibility. 2. Conflict between historic and ordinary buildings. 

3. Articulation. 3. Architectural legibility. 

4. Balance. 4. Articulation. 

5. Buildings as landmarks, they help people's orientation. 5. Basic. 

6. Buildings blend with each other. 6. Boring/ monotonous. 

7. Buildings give a touristy appearance to the place. 7. Building height. 

8. Buildings height and streetscape skyline. 8. Colours. 

9. Coherence. 9. Commercial shops. 

10. Colours. 10. Commercial signage on building facades. 

11. Complexity. 11. Complexity. 

12. Detachment of some buildings. 12. Connectivity between streets and buildings. 

13. Details. 13. Contrast. 

14. Discrete. 14. Control over building style. 

15. Doors/ windows. 15. Details. 

16. Expressive buildings. 16. Lack of harmony. 

17. Flexibility of uses. 17. Disorder. 

18. General building appearance. 18. Disproportion. 

19. Good conservation. 19. Facade fragmentation (ground floors versus up floors). 

20. Good use of land. 20. Facades covered by commercial signage. 

21. Harmony. 21. Fake appearance. 

22. Historic character/ presence of historic buildings. 22. General buildings appearance. 

23. Homogeneity. 23. Lack of character. 

24. Linear buildings. 24. Lack of conservation of historic buildings. 

25. Local character/ identity. 25. Lack of green areas. 

26. Low density. 26. Lack of historic buildings. 

27. Materials/ texture. 27. Lack of lateral space between buildings. 

28. Mix of historic and ordinary buildings. 28. Lack of movement. 

29. Monumental buildings. 29. Lack of use (e.g. Parking). 

30. New buildings. 30. Location in the city. 

31. Number of storeys. 31. Metallic doors of shops. 

32. Order/ standard buildings. 32. Mischaracterization. 

33. Presence of green areas. 33. Negative commercial appeal. 

34. Proportion. 34. Number of buildings. 

35. Relationship among buildings and shopfronts. 35. Number of commercial signs. 

36. Rhythm. 36. Rain protection. 

37. Safety. 37. Relationship among buildings. 

38. Scale. 38. Rhythm. 

39. Shape. 39. Scale. 

40. Symmetry. 40. Sidewalk. 

41. Similarity 41. Similarity/ too similar. 

42. Simplicity. 42. Simplicity/ too simple. 

43. Size. 43. Size (height + width + shape). 

CONTINUATION ON THE NEXT PAGE. 



Appendix 5.14: Categories related to the positive and negative physical characteristics of buildings and commercial 

signs mentioned by users when the commercial street facades were evaluated. 

 498 

Continuation: 

CATEGORIES RELATED TO THE POSITIVE 

CHARACTERISTICS OF BUILDINGS 

CATEGORIES RELATED TO THE NEGATIVE 

CHARACTERISTICS OF BUILDINGS 

44. Space between buildings. 44. Variety of buildings. 

45. The building typology respects the local plan. 45. Variety of uses. 

46. Unity. 46. Volumetry. 

47. Variety/ diversity. 47. Window size. 

48. Volumetry.  

49. Width.  

 

Table 5.14.2: Categories related to the positive and negative characteristics of commercial signs 

mentioned by users from Oxford, Gramado and Pelotas when the commercial streets facades in the 

sample were evaluated (Source: fieldwork 2005). 
 

CATEGORIES RELATED TO THE POSITIVE 

CHARACTERISTICS OF COMMERCIAL SIGNS 

CATEGORIES RELATED TO THE NEGATIVE 

CHARACTERISTICS OF COMMERCIAL SIGNS 

1. Dynamics. 1. Buildings harmed by commercial signs. 

2. Colours. 2. Car oriented. 

3. Commercial signage background. 3. Colour. 

4. Commercial signage does not harm buildings. 4. Complexity. 

5. Commercial signage helps people’s orientation. 5. Contrast. 

6. Contrast to the sobriety of the streetscape. 6. Lack of harmony. 

7. Discreet commercial signage. 7. Disordered commercial signage. 

8. Elegant. 8. Disproportion. 

9. Few brands. 9. Facades covered by commercial signage. 

10. Font size. 10. Font size. 

11. Font type. 11. Franchises/ branches. 

12. Free sidewalks. 12. General commercial signage appearance. 

13. General commercial signage appearance. 13. Grammatical mistakes. 

14. Good conservation. 14. Illumination at night. 

15. Good legibility of signs. 15. Lack of conservation. 

16. Harmony. 16. Lack of glass frontage. 

17. Identification of shops/ information. 17. Lack of unity. 

18. Importance to the commercial centre. 18. Lack of vitality. 

19. Individual signs/ they do not form groups. 19. Legibility not clear. 

20. Large expanses of windows. 20. Location on facades. 

21. Less boring. 21. Materials. 

22. Location on facades. 22. New commercial signs. 

23. Neutral. 23. No active fronts. 

24. Not invasive. 24. No character. 

25. Not monotonous. 25. No good visibility of commercial signs. 

26. Number of commercial signs. 26. No visual identity. 

27. Ordered and standard commercial signage. 27. Number of commercial signs. 

28. Relationship between the sizes of commercial signs and 

building. 
28. Ordinary. 

29. Shape. 29. Persuasion. 

30. Signs contribute to the city image. 
30. Relationship among the sizes of buildings and 

shopfronts. 

31. Similarity. 31. Shape. 

32. Simplicity. 32. Signs distract pedestrian attention. 

33. Size. 33. Similarity/ too similar. 

34. Variety of uses. 34. Simplicity/ too simple. 

35. Variety/ diversity. 35. Size. 

36. Visibility. 36. Standard signs without dynamism. 

37. Visibility to the street. 37. Variety/ too much. 
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Table 5.14.3 User answers related to the categories of positive characteristics of buildings (see 

Table 5.14.1) (Source: fieldwork 2005). 

 
CATEGORIES USER ANSWERS RELATED TO POSITIVE CHARACTERISTICS OF BUILDINGS 

1. AMPLITUDE  

(size, volume and width). 
Amplitude, size, volume, width, the buildings are ample (street 3). 

2. ARCHITECTURE 

LEGIBILITY. 
Easy access to consumers, we can see where the commercial buildings are located (street 5). 

3. ARTICULATION. Some articulation (streets 1 and 5). 

4. BALANCE. 
Good balance among differences and similarities (street 1). Streetscape balanced (streets 1, 2 

and 5).  

5. BUILDINGS AS 

LANDMARKS, THEY HELP 

PEOPLE'S ORIENTATION. 

The buildings help my orientation in the city centre (streets 3 and 5). 

6. BUILDINGS BLEND WITH 

EACH OTHER. 

They complement the adjacent buildings (street 1). The buildings are not conspicuous in 

relation to the street (street 1). The buildings complement their surrounding areas (street 5). 

7. BUILDINGS GIVE A 

TOURISTY APPEARANCE 

TO THE PLACE. 

Tourist architecture, Neo-Bavarian (streets 3 and 4). 

8. BUILDINGS HEIGHT AND 

STREETSCAPE SKYLINE. 

Buildings with similar height excluding one that has only on floor (building 4 in street 1). 

Harmony in height and volume (streets 1, 2, 3, 4, 5 and 6). Height, skyline (streets 1, 2, 3, 4 and 

5). Heterogeneity with some height limits (street 1 and 2). Interesting roofline, some skylines 

are interesting (streets 1, 2, 3, 4 and 6). Low buildings, buildings not high (streets 3 and 6). 

Relationship among heights (streets 1, 2 and 3). Roofscape; the rooftop of Starbucks Coffee, the 

Chester Style (street 1). Skyline (street 1). Tall buildings (street 1). The building coronations 

sometimes in angle and flat do not allow monotony (streets 1 and 3). The height of buildings 

does not vary very much, similar height (streets 1, 2, 3, 5 and 6). There is height limit mainly on 

the ground floor (streets 1 and 2). Varied in building heights (streets 3, 4 and 6). 

9. COHERENCE. Individual yet coherent (street 1). 

10. COLOURS. 

Colour balance (street 3). Colour dynamism (street 3). Colourful/active (streets 1, 3 and 4). 

Colours have the same tone/hue (street 2). Colour, plaster and painted (streets 1, 3 and 4). 

Harmonious colours (streets 1 and 2). Neutral colours (street 1). Nice colours (streets 1 and 2). 

Range of colours (streets 2 and 4). Uniform colours (street 2). Colourful/active (street 3). 

Harmonious colours (street 4). Light colours (street 6). One historic building is painted with 

suitable colours (building 5 in street 5). Some of the buildings are well painted (street 6). 

11. COMPLEXITY. Complexity (street 1). 

12. DETACHEMENT OF 

SOME BUILDINGS. 
Each building stands out from each other (street 6). 

13. DETAILS. 
Details, well detailed (streets 1 and 2). Rich detailing (street 1). Coordination of details on the 

cornice level (street 5). Details, well detailed (street 6). 

14. DISCRETE. Sober, discreet (street 2). 

15. DOORS/ WINDOWS. 

Interesting windows (street 2). Ordered fenestration (street 2). Fenestration (streets 1 and 3). 

Sash windows (street 1). Alles Blau has nice doors/windows (street 6). The arched doors and 

windows form a good pattern (street 6). Window shapes (street 6). Window and door shapes 

(street 6). 

16. EXPRESSIVE 

BUILDINGS. 
Expressive (street 1). 

17. FLEXIBILITY OF USES. Flexibility of uses (street 2). 

18. GENERAL BUILDING 

APPEARANCE. 

Architecture, building appearance (streets 1, 2, 3, 4, 5 and 6). Beautiful architecture, nice 

architecture, cool buildings (streets 1, 2, 3, 5 and 6). Free architecture style (streets 3 and 4). I 

quite like the Alpine variety (street 4). Interesting architecture (streets 1, 2, 3 and 5). One nice 

building (building 5 in street 5). Opulent architecture, the architecture is well-designed (streets 

1, 2, 5 and 6). The appearance of the buildings is not too bad (streets 3, 4, 5 and 6). The beauty 

of buildings which are not damaged, and the buildings that have been conserved are positive 

characteristics of the street (streets 5 and 6). The buildings follow an architectural style; 

buildings have a well- defined typology, remarkable style (streets 1, 2, 3, 4 and 6). The 

buildings have a happy look because of the colours and the architecture (street 5). All buildings 

put together form a lovely sight (streets 1 and 2). Appealing buildings, attractive (streets 1, 3 

and 4). Architecture "pacing" (street 3). Buildings with balconies and flower pots (street 3). 

Germanic building appearance (streets 3 and 4). Suitable architecture for the city (street 3). The 

buildings increase the beauty of the streetscape (street 1). The building structure is very visible 

(street 2). Well-constructed buildings (street 3). 

19. GOOD CONSERVATION. 

Architectural aspects preserved, the importance of historic buildings is recognized (streets 1 and 

2). Cleanliness (streets 1, 2, 3 and 6). Preserved historic buildings, old buildings are well 

preserved (streets 1 and 2). The buildings have been restored, conservation of buildings, good-

maintenance (streets 1, 2, 3, 4 and 5). The buildings look well kept (painted) (streets 1, 3, 5 and 

6). One historic building is conserved (building 5 in street 5, building 1 in street 6). The 

building coronations are still preserved, for example the platbands (street 5). The buildings still 

have a bit of their original character (streets 5 and 6). Historic importance recognized by the 

preservation of historic buildings (streets 1 and 2). They have been restored, conservation of 

buildings, good-maintenance (streets 1 and 2). 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

CATEGORIES USER ANSWERS RELATED TO POSITIVE CHARACTERISTICS OF BUILDINGS 

20. GOOD USE OF LAND. 
The buildings occupy better the reduced land available in the city (street 3). Good use of city 

land (street 5). 

21. HARMONY. 
Despite diversity, the architectural language is harmonious (street 3). Harmony between 

buildings, harmonious streetscape (streets 1, 2, 3 and 4). 

22. HISTORIC CHARACTER/ 

PRESENCE OF HISTORIC 

BUILDINGS. 

Historic value, character/history, historic identity (streets 1, 2, 5 and 6). The historic variety is 

interesting (streets 1 and 2). History, historical buildings, historical/original facades (streets 1, 

2, 5 and 6). The buildings look traditional, traditional architecture (streets 1, 2, 5 and 6). 

Buildings reflect the history of the place (streets 1 and 2). The street has buildings which are 

benchmarks for all centuries (streets 1 and 2). The buildings help to preserve the cultural 

identity of the city (street 5). Historic buildings are attractive, beautiful historic buildings (street 

5). Historic buildings that should be preserved (street 5). One of the historic buildings is not 

damaged (building 5 in street 5). Original (street 5). Some of the buildings are historically 

important and could be better preserved (street 5). The historic buildings can still be restored 

(street 6). The lack of maintenance of buildings reflects the shop owners’ attitudes in relation to 

the historic character of the city (street 5). The buildings represent the XIX and XX century 

architecture (street 5). The historic buildings still present original elements such as platbands 

and other ornaments (streets 5 and 6). 

23. HOMOGENITY. 
Homogeneous (street 2). The buildings look like a group, they can be considered as a group 

(streets 1 and 4). 

24. LINEAR BUILDINGS. Linear buildings (street 1) 

25. LOCAL CHARACTER/ 

IDENTITY. 

Culture/style, cultural richness (streets 2 and 6). Each building has its own identity (street 2). 

Local value (street 1). Original buildings (street 4). The buildings reflect the history of the city 

and the traditional architecture (streets 1 and 2). The buildings create an architectural identity 

for the street (streets 2 and 4). 

26. LOW DENSITY. Low density (street 3). 

27. MATERIALS/ TEXTURE. Different textures (streets 1 and 3). Texture, architecture texture (streets 1 and 3). 

28. MIX OF HISTORIC AND 

ORDINARY BUILDINGS. 

Historic buildings accommodate modern users (streets 1 and 2). New buildings similar in 

appearance with old buildings (street 3). Presence of historic buildings along the commercial 

street (street 1). The buildings are modern structures combined with traditional architecture, 

harmony between old and modern buildings, ordered mix of historic and new buildings (streets 

1 and 2). 

29. MONUMENTAL 

BUILDINGS. 
The buildings seem to be monumental (street 3). 

30. NEW BUILDINGS. New buildings (street 4). 

31. NUMBER OF STOREYS. Buildings with no more than 4 storeys (street 3). Number of storeys (street 1). 

32. ORDER/ STANDARD 

BUILDINGS. 

Uniform, standard buildings, building designs follow a standard (streets 1, 2, 3, 5 and 6). 

Ordered buildings, buildings with ordered elements (streets 1, 2 and 3).  

33. PRESENCE OF GREEN 

AREAS. 

Gardens and trees nearby, green spaces, greenery, green areas (streets 3 and 4). Landscape 

gardening (street 3). The landscape is noted in the streetscape (street 3). 

34. PROPORTION. 
Good proportions (streets 1 and 5). Horizontality (streets 3, 4 and 5). Some well proportioned 

Georgian frontages (street 1). Verticality (street 1). 

35. RELATIONSHIP AMONG 

BUILDINGS AND 

SHOPFRONTS. 

The shopfronts do not hide the buildings (streets 1 and 2). The building design is perfect, the 

only things that damage the buildings are the shopfronts (streets 4 and 5). Shopfronts detach 

from the buildings (street 2). Without visual pollution (street 2). Some buildings have nice 

shopfronts (street 5). 

36. RHYTHM. 
Interesting rhythm (street 1). Rhythm (streets 1, 2 and 4). The rhythm of the plots and buildings 

(street 1). 

37. SAFETY. Safety (street 3). 

38. SCALE. 
Right scale (street 1). Scale (streets 1 and 4). Scale is human and proper to the street scale, 

human in scale (streets 2, 5 and 6). 

39. SHAPE. 
Forms (streets 1, 4 and 6). Shape and maintenance (street 5). Interesting shapes (streets 1 and 

4). 

40. SYMMETRY. Building symmetry (streets 2 and 3). 

41. SIMILARITY Similar structure of most buildings, similar buildings (streets 1, 2, 3, 4, 5 and 6). 

42. SIMPLICITY. Not too complex (streets 2, 3 and 6). They are simple, simple architecture (streets 2, 5 and 6). 

43. SIZE. Different sizes (street 5). Size (street 1). 

44. SPACE BETWEEN 

BUILDINGS. 

Front gardens and lateral spaces between buildings (street 3). Lateral space between buildings 

(streets 1, 3 and 5). 

45. THE BUILDING 

TYPOLOGY RESPECTS THE 

LOCAL PLAN. 

Knowledge about the Local Plan; the Local Plan is respected in terms of the appearance of the 

buildings (street 3). 

46. UNITY. 
Formal and visual unity (street 2). Unity even considering shopfront arrangements (streets 2 and 

5). Uniformity (street 2). 

47. VARIETY/ DIVERSITY. 

Differences among shops (streets 2 and 5). Harmony and diversity (streets 1 and 2). Interesting, 

different from each other (streets 1 and 3). Some building variety with regard to the remarkable 

homogeneity of the street scene (street 1). The different styles of buildings match to each other 

(streets 1 and 2). Varied, a good variety, interesting variety of styles and periods, different 

styles, range of styles, variety of architecture styles (streets 1, 2, 3, 4, 5 and 6). Variety of well 

proportioned traditional facades (street 1). Few variations among buildings (street 5). 

Interesting buildings, different from each other (street 6).  

CONTINUATION ON THE NEXT PAGE. 
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CATEGORIES USER ANSWERS RELATED TO POSITIVE CHARACTERISTICS OF BUILDINGS 

48. VOLUMETRY. 

Bulk (streets 1 and 3). Different building bulks (street 3). The bulk compatibility among buildings, 

harmony among buildings (streets 1 and 6). The bulk gives homogeneity to the streetscape (street 

2). Buildings have similar bulk (street 2). 

49. WIDTH. Small front (street 1). Wide buildings (street 3). 

 
Table 5.14.4 User answers related to the categories of negative characteristics of buildings (see 

Table 5.14.1) (Source: fieldwork 2005). 
 

CATEGORIES USER ANSWERS RELATED TO NEGATIVE CHARACTERISTICS OF BUILDINGS 

1. ADDITIONS TO 

ORIGINAL BUILDING 

FACADES. 

Insensitive additions to the original buildings (street 1). Different additions to the original buildings 

(street 6). 

2. AESTHETIC CONFLICT 

BETWEEN HISTORIC AND 

ORDINARY BUILDINGS. 

Modern buildings do not match with the historic buildings (streets 5 and 6). Modern buildings may 

not fit into the historic area (street 5). No effort in harmonizing new buildings with historic 

buildings (streets 5 and 6). 

3. ARCHITECTURAL 

LEGIBILITY. 
The buildings do not have good legibility (street 4). 

4. ARTICULATION. Limited articulation (street 5). 

5. BASIC. Basic (street 6). 

6. BORING/ 

MONOTONOUS. 
Bland; boring; dull; monotonous; boring architecture (streets 1, 2, 5 and 6) 

7. BUILDING HEIGHT. 

Different heights (streets 1, 3, 4 and 6). Flat frontage; flat; flat in terms of roofscape; too flat 

(streets 1, 5 and 6). Height disordered (street 3). Height/mass (streets 5 and 6). Low rise, low 

buildings (street 3). Regular heights; little range of building segments (streets 1 and 6). Too high 

(streets 3 and 6).  

8. COLOURS. 

Aggressive colours (street 5). Colour in disharmony with building style, disharmonic colours 

(streets 5 and 6). Colours, monotony (street 1). Colours add too little value to buildings (street 5). 

Colours could be more colourful; colourless (streets 1 and 6). Colours of the buildings (streets 2, 5 

and 6). Colours of the buildings on the left side of the street are too bright (street 5). Colours too 

far away from each other if we think about the chromatic disc (street 5). Dark colours (street 1). 

Different colours (street 5). Disordered colours; no colour combination (street 5). Fragmentation of 

buildings into two parts by different colours (streets 5 and 6). Lack of uniformity among colours 

(street 5). Mainly an ugly green colour on the right side of the street (street 6). Mix-up of colours 

(street 6). Strong colour, colours too strong (street 5). The colours are not suitable to historic 

buildings (street 5). The way that the buildings are painted (street 5). Too many colours (streets 4, 

5 and 6). Too many strong colours with too much variation (street 5). Ugly colours, the colours are 

awful (streets 5 and 6). 

9. COMMERCIAL SHOPS. Historic buildings with commercial activities (street 6). 

10. COMMERCIAL 

SIGNAGE ON BUILDING 

FACADES. 

The shopfront on the roof of building 4 (Paqueta shop in street 3). Commercial signage and colours 

(street 5). Lack of shopfront standard (street 6). The shopfronts are the only problem (street 5). The 

buildings are not much more than background for shopfronts (street 6). Visual pollution caused by 

commercial signs (streets 5 and 6). 

11. COMPLEXITY. Complexity (streets 4 and 5). 

12. CONNECTIVITY 

BETWEEN STREETS AND 

BUILDINGS. 

The connectivity between streets and buildings is not clear (street 2).  

13. CONTRAST. Contrast (street 6). 

14. CONTROL OVER 

BUILDING STYLE. 
Control over building design should be consistent (street 3). 

15. DETAILS. 

Facades are applied on buildings as individual elements, they are not related to the building, and 

facade looks a fake mask put on the buildings (street 4). Some parts of the buildings are not well 

detailed (streets 3 and 4). Too many details and ornaments (streets 3, 4 and 5). Too many 

unnecessary ornaments (street 4). 

16. DISHARMONY. Lack of harmony (streets 2, 3, 4, and 5). Lack of harmony among buildings (streets 3 and 5). 

17. DISORDER. 
The buildings do not follow a standard (street 3). They do not follow a total standard (streets 3 and 

4). Messy, disorder (streets 5 and 6). Standard shapes/design (street 4). 

18. DISPROPORTION. 
Some disproportion between buildings (street 3). The buildings do not have much horizontal 

proportion (street 2). Disproportion (street 4). 

19. FACADE 

FRAGMENTATION (ground 

floors versus up floors). 

Fragmented facades (streets 5 and 6). Some buildings look like commercial shops only on the 

ground floor (street 1). The building should be good on the ground floor as they are on the upper 

floors (streets 1 and 2). The buildings are very different in terms of their ground floor and upper 

floors (streets 1, 2 and 4). 

20. FACADES COVERED 

BY COMMERCIAL 

SIGNAGE. 

Shopfronts hide parts of facades; buildings are covered too much by signs (streets 4, 5 and 6). 

21. FAKE APPEARANCE. 

Buildings do not reflect the culture of the city; they do not reflect the real characteristics of the 

place (streets 3 and 4). Very pastiche; fake design; imitation of European architectural styles 

(streets 3 and 4). 

CONTINUATION ON THE NEXT PAGE. 
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CATEGORIES USER ANSWERS RELATED TO NEGATIVE CHARACTERISTICS OF BUILDINGS 

22. GENERAL BUILDING 

APPEARANCE. 

Chaotic styles (street 4). Design/style, style of the buildings, general appearance (streets 5 and 6). 

Different styles, different facade compositions (street 4). Dislike the architecture, no architecture 

beauty (streets 4 and 6). I found the architecture boring (street 6). Lack of aesthetic (streets 5 and 

6). No difference between houses and shops (street 3). Not that beautiful (Lucirene Shop in street 

3). One building without shape variety (building 6 in street 2). Some buildings interfere on the 

streetscape (streets 2, 5 and 6). Some buildings are out of the visual standard of the city (street 4). 

The last building does not look nice, it look like a big box (building 6 in street 2). Some buildings 

are very ugly; ugly buildings (streets 5 and 6). No interesting buildings (street 6). The actual 

appearance of some buildings interferes with the streetscape, but it happens because of the 

appearance of commercial signs (streets 5 and 6). 

23. LACK OF 

CHARACTER. 

The street does not have a unique architectural style (street 3). Residential identity (street 4). 

Characterless; most of the buildings have no distinguishing character (street 6). Lack of style, 

identity (street 6). 

24. LACK OF 

CONSERVATION/ LACK 

OF CARE WITH HISTORIC 

BUILDINGS. 

A new edifice built above a historic building (building 6 in street 6). Lack of care with the historic 

buildings (streets 5 and 6). The historic buildings are not explored with care (streets 5 and 6). 

Abandoned; neglected (street 5). Historic/old buildings are not conserved (streets 5 and 6). Lack of 

building restoration (street 5). Lack of conservation of some buildings; dirty (streets 1, 5 and 6). 

Lack of painted and maintenance of some buildings (street 2). Painted neglected (street 6). The 

buildings look nice; however, they are not well conserved (streets 2, 5 and 6). The buildings need 

maintenance more often (street 4). When the buildings are not well-kept, they damage the 

streetscape (street 6). 

25. LACK OF GREEN 

AREAS. 
Lack of green areas; lack of trees (streets 1, 2, 5 and 6). 

26. LACK OF HISTORIC 

BUILDINGS. 
Lack of historic buildings (streets 3 and 4). 

27. LACK OF LATERAL 

SPACE BETWEEN 

BUILDINGS. 

No open space between buildings (streets 1, 2, 5 and 6). The buildings are too close to each other, 

it is difficult to identify when one building finishes and another starts (streets 1 and 2). 

28. LACK OF MOVEMENT. Lack of movement (street 6). 

29. LACK OF USE (e.g. 

parking). 
Lack of use like the car parking (next to the building 3 in street 3). 

30. LOCATION IN THE 

CITY. 
Buildings are not well located in the city, the street is too busy to cross the road (street 4) 

31. METALIC DOORS OF 

SHOPS. 
Metallic doors on shop windows (street 5). 

32. 

MISCHARACTERIZATION. 

Alteration of building facade, the buildings lost many of their original features (streets 5 and 6). 

Alteration of buildings without any care about their architectural style (streets 5 and 6). Buildings 

are damaged by shopfronts (streets 5 and 6). Buildings are damaged by "modern alterations" on the 

original building facades (streets 5 and 6). Deep damaged of some buildings (streets 5 and 6). 

Historic buildings are damaged (street 5). Restoration with materials that do not match with the 

building styles (street 6). Some buildings damage the architectural style of the street (street 6). The 

historic buildings are damaged by shopfronts (streets 5 and 6). The historic buildings are damaged 

by shopfronts and colours (streets 5 and 6). Original windows and doors closed with brick/wall 

(street 6). 

33. NEGATIVE 

COMMERCIAL APPELING. 
Too much visual appeal (street 4). 

34. NUMBER OF 

BUILDINGS. 
Number of buildings (streets 3 and 5). Too many buildings (street 5). 

35. NUMBER OF 

COMMERCIAL SIGNS. 
Too many shopfronts (street 6). 

36. RAIN PROTECTION. Lack of protection against rain according to pedestrian’s point of view (street 1) 

37. RELATIONSHIP 

BETWEEN BUILDINGS. 

Some buildings do not form a unity with the others (street 6). The building at the right side of the 

street scene does not match with the streetscape (building 6 in street 2). 

38. RHYTHM. Rhythm could be more similar (street 5). 

39. SCALE. Lack of range in scale (street 5). 

40. SIDEWALK. Maintenance of pavements (street 1). 

41. SIMILARITY/ TOO 

SIMILAR. 
All buildings look the same; it is boring (street 6). 

42. SIMPLISCITY/ TOO 

SIMPLE. 
Simplicity; simple architecture (streets 4, 5 and 6). 

43. SIZE (height + width + 

shape). 

The buildings take up too much of land (street 4). Square; just little squares side by side (street 1). 

Different sizes of buildings (street 3). Shape/ height (street 5). Size too huge; too big; buildings too 

big (street 6). Small buildings (street 5). Some buildings without a proper shape (street 6). The 

wide of some buildings (street 6). The buildings could be bigger (street 5). Too many differences in 

size and shape (street 6). 

44. VARIETY OF 

BUILDINGS. 
Mixture of different styles; too many styles (streets 1, 2, 3, 5 and 6). No variety (street 6). 

45. VARIETY OF USES. Lack of mixture of uses (e.g. living/open space) (street 2). 

46. VOLUMETRY. 
Different bulks with regard to new and old buildings (streets 5 and 6). Bulk without creativity 

(street 6). 

47. WINDOWS SIZE. Windows too big (street 5). 
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Table 5.14.5 Answers of users related to the categories of positive characteristics of commercial 

signs (see Table 5.14.2) (Source: fieldwork 2005). 

 

CATEGORIES 
USER ANSWERS RELATED TO POSITIVE CHARACTERISTICS  

OF COMMERCIAL SIGNS 

1. DYNAMICS. Little discreet, dynamic signs (street 4). 

2. COLOURS. Colours, range of colours (streets 5 and 6). Colourful (streets 3, 5 and 6). Hot colours (street 6). 

3. COMMERCIAL 

SIGNAGE BACKGROUND. 
Some signs are transparent; the background is the building wall (street 2). 

4. COMMERCIAL 

SIGNAGE DOES NOT 

HARM BUILDINGS. 

Commercial signs complement building design (streets 1 and 3). Commercial signs are not too 

detached from building facades (streets 1, 2 and 3).  Harmony between commercial signage and 

facades (streets 1, 2 and 3). The relationship between shopfronts and buildings is not negative 

(streets 1, 2 and 3). Commercial signage does not interfere with building facades (street 1). 

Commercial signage does not damage the visual of the street (streets 1, 2 and 3). Commercial signs 

do not hide buildings (streets 1, 2 and 3). The signs are part of the building style (street 4). 

5. COMMERCIAL 

SIGNAGE HELPS PEOPLE 

ORIENTATION. 

The signs help people’s orientation in the city centre; they are landmarks (streets 5 and 6). They 

help visitor’s orientation (street 5). 

6. CONSTRAST TO THE 

SOBRIETY OF THE 

STREETSCAPE. 

The commercial signs create contrast with the local sobriety of the street (street 1). 

7. DISCREET 

COMMERCIAL SIGNAGE. 

Discreet signage, commercial signs allow building to be priority; sober commercial signage (streets 

1, 2, 3 and 4). The shopfronts are almost not noticed (streets 1 and 3). Discreet shopfronts (streets 

1, 2 and 3). Discreet commercial signage, it does not interfere on buildings appearance (streets 1, 2 

and 3). Size, colour and lettering style are discrete (street 1). 

8. ELEGANT. Elegant (street 1). 

9. FEW BRANDS. Few brand markers or adverts, a lot of local shops (street 3). 

10. FONT SIZE. Font size (street 1). 

11. FONT TYPE. Font type (street 2). Similar fonts (street 6). 

12. FREE SIDEWALKS. Signs do not obstruct sidewalks (street 3). 

13. GENERAL 

COMMERCIAL SIGNAGE 

APPEARANCE. 

Beautiful, good-taste, tasteful, bold (streets 1, 2 and 3). Overall structure of commercial signage 

(street 3). Some signs look well designed (street 6). Few well-designed shopfronts do not damage 

the buildings such as buildings 1, 4 and 6 (street 6). Commercial signage is very attractive and 

neatly arranged (streets 1, 2 and 3). Commercial signage looks well designed, design and style 

(streets 1, 2 and 3). Commercial signage is a positive element of the streetscape (street 1). 

14. GOOD 

CONSERVATION. 
Good conservation and maintenance (street 1). 

15. GOOD LEGIBILITY OF 

SIGNS. 

Legible, reinforce legibility (streets 5 and 6). Clean, the texts are visible (streets 5 and 6). 

Accessible (everybody can read) (street 6). Big letters can be seen very easily (streets 5 and 6). Few 

texts on signs (street 5). Clean signs, letters and images are very visible (street 2). Good 

visualization of messages (streets 2 and 5). 

16. HARMONY. Harmony, visual harmony (streets 1 and 3). 

17. IDENTIFICATION OF 

SHOPS/ INFORMATION. 

Easy identification of shops (streets 1, 2, 3, 4, 5 and 6). Information (streets 1, 2, 3 4, 5, and 6). 

Commercial signage indicates to consumers where is the commercial sector of the city (streets 1, 2 

and 3).The commercial signs help to define the ideal user group for each shop (street 5). The signs 

give information to tourists (streets 5 and 6). Commercial signage indicates the sale items (streets 1, 

2, 3 and 5). Commercial signage advertises shops and products on sale (streets 1, 2, 3, 5 and 6). 

They get your attention; they catch your eyes in a different way (streets 5 and 6). They can be 

identified from a long distance (streets 5 and 6). They indicate well known brands (streets 5). 

18. IMPORTANCE TO THE 

COMMERCIAL CENTRE. 
Promote sales (street 5). Value the trade (street 5). 

19. INDIVIDUAL SIGNS/ 

THEY DO NOT FORM 

GROUPS. 

Individual signs, they do not form groups which cover large area of the buildings (street 1). 

20. LARGE EXPANSES OF 

WINDOWS. 
Larges expanses of windows (street 1). 

21. LESS BORING. Less boring (street 3). 

22. LOCATION ON 

FACADES. 

Some of the buildings are discreet (e.g. buildings number 3 and 4) (street 5) Location; position 

(street 5). 

23. NEUTRAL. Neutrality of signs, they do not interfere with the buildings (street 1). 

24. NOT INVASIVE. Not invasive (street 1). 

25. NOT MONOTONOUS. Not monotonous (street 2). 

26. NUMBER OF 

COMMERCIAL SIGNS. 

Amount of signage is pleasant, daring (street 3). Few shopfronts (streets 1, 2, 3 and 4). Number, 

quantity of shopfronts (streets 1 and 2). Proportion; all of them are proportioned (streets 1 and 2). 

The number of shopfronts (streets 1 and 2). There is more or less one shopfront per building (street 

1). There are many shopfronts (street 4). One building without shopfront (building 5 in street 5). 

27. ORDERED AND 

STANDARD 

COMMERCIAL SIGNAGE. 

Commercial signage looks ordered (streets 1, 2 and 3). Commercial signage is not confusing; there 

is no visual pollution (streets 1, 2 and 3). All shopfronts follow a standard, uniform commercial 

signage (streets 1, 2 and 3). 

CONTINUATION ON THE NEXT PAGE. 
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CATEGORIES 
USER ANSWERS RELATED TO POSITIVE CHARACTERISTICS  

OF COMMERCIAL SIGNS 

28. RELATIONSHIP 

BETWEEN THE SIZE OF 

COMMERCIAL SIGNS 

AND BUILDINGS. 

Well-proportioned commercial sign sizes in relation to building facade (street 3). Relationship 

between shopfront area (square metres) and facade area (streets 1 and 2). Relationship between 

shopfronts and buildings in terms of number and width of signs (street 1). 

29. SHAPE. 
Shape (streets 1 and 2). The shopfronts are ordered in shape and location on facades (street 2). 

Shape (street 6). 

30. SIGNS CONTRIBUTE 

TO THE CITY IMAGE. 
The signs contribute to reinforce the tourist image of the city (street 3). 

31. SIMILARITY. Uniformity, the signs look similar (streets 2, 3 and 4). 

32. SIMPLISCITY. Simplicity (streets 1, 2 and 3). 

33. SIZE. 

Quite constrained in scale, small commercial signage (streets 1, 2 and 3). Commercial signage does 

not cover buildings too much, shopfront sizes are coherent with the building sizes (streets 1, 2 and 

3). Some signs are not too big (streets 1, 2, 3 and 5). 

34. VARIETY OF USES. The mix of shops and cafes is interesting (street 1). 

35. VARIETY/ DIVERSITY. Creative and variety (street 4). A bit interesting in variety, diversity (street 4). 

36. VISIBILITY. Visible (street 4). 

37. VITALITY TO THE 

STREET. 
Signs give vitality to the street (street 4). 

 

Table 5.14.5 Answers of users related to the categories of negative characteristics of commercial 

signs (see Table 5.14.2) (Source: fieldwork 2005). 
 

CATEGORIES 
USER ANSWERS RELATED TO NEGATIVE CHARACTERISTICS  

OF COMMERCIAL SIGNS 

1. BUILDINGS HARMED 

BY COMMERCIAL SIGNS. 

Detracting, detract from original frontage (streets 1 and 3). Shopfronts interfere with buildings when 

exaggerated (streets 3 and 5). Some shopfronts do not match the buildings; they are not related 

sympathetically to the buildings (streets 3, 5 and 6). Some shopfronts do not match the character of 

the buildings (street 1). The break between the rest of the building and the ground floor, where the 

commercial signs are displayed (streets 1 and 6). The commercial signs damage the city and the 

buildings; I cannot tell any positive aspects related to the signs (streets 5 and 6). Signs damage 

historic buildings (streets 5 and 6). They do not help street legibility (street 4). They do not value the 

buildings (street 4). Shopfronts overpower the buildings; some shopfronts dominate the facade 

(streets 5 and 6). Building 9 is problematic (street 4). The shop frontages seem to go back and forth 

- looking broken-up (street 4). Commercial signage damages the buildings and, consequently, the 

city (streets 5 and 6). 

2. CAR ORIENTED. Car oriented (street 5). 

3. COLOUR. 

Colours of ground floor in relation to upper floors, buildings fragmented by colours (streets 1, 4 and 

6). Colourless (streets 1, 5 and 6). Colours in general (streets 1, 2, 5 and 6). Colour contrast between 

buildings and signs (streets 2, 4 and 5). Colours too strong (streets 3, 5 and 6). Colours attract too 

much attention, colours too bright, too glaring (streets 5 and 6). Lack of colour standard (streets 5 

and 6). Coloruful (streets 4, 5 and 6). Shopfront colours do not blend with building colours (street 

5). Colour variation; different colours (street 5). Too colourful - negative chromatic contrast, too 

busy colours (streets 4, 5 and 6). Colours too shocking (streets 5 and 6). Colours do not blend with 

buildings (streets 5 and 6). Too strong colours (streets 5 and 6). 

4. COMPLEXITY. Complex (streets 3, 5 and 6). 

5. CONTRAST. Contrast between ground floor and upper floors (streets 2 and 6). 

6. LACK OF HARMONY. I don't see harmony among shopfronts (street 6). 

7. DISORDERED 

COMMERCIAL SIGNAGE. 

Too chaotic, disorganized, the signs are disconnected given the impression of chaos, kind of 

disorder (streets 3, 4, 5 and 6). Visual pollution on Paqueta shop facade (street 3). The signs make 

the streetscape messy and dirty (street 5). Commercial signage promotes a messy image on the 

streetscape (streets 5 and 6). Lack of standard (mainly in terms of lettering style) (streets 3, 4, 5 and 

6). Commercial signage damages the appearance of streets (streets 5 and 6). Commercial signage is 

chaotic; it harms aesthetic composition of facades given impression of chaos, disorder (streets 5 and 

6). 

8. DISPROPORTION. Badly-proportioned signs (streets 5 and 6). 

9. FACADES COVERED 

BY COMMERCIAL 

SIGNAGE. 

Shopfronts cover building facades too much; some shopfronts hide the architecture (streets 3, 5 and 

6). The signs cover windows totally and partially (street 6). The commercial signs cover the ground 

floor of the buildings (street 6). 

10. FONT SIZE. Font size (streets 1, 2 and 6). 

11. FRANCHISES/ 

BRANCHES. 

Franchises (streets 1 and 6). The street needs more local shops rather than branches (streets 1, 5 and 

6). 

12. GENERAL 

COMMERCIAL SIGNAGE 

APPEARANCE. 

Body Shop sign is too conspicuous (street 1). Signs too conspicuous (streets 5 and 6). Design/style 

(streets 3, 5 and 6). Some shopfronts are too prominent; overpowering signage (streets 4 and 6). 

Ugly; cheap; garish (streets 4, 5 and 6). Advertising, signs (street 6). Some shopfronts are negative 

and do not match with the street style (street 6). Bad taste (street 5). Bland shutters (street 6). 

Commercial signage is not very attractive; unattractive (streets 3, 5 and 6). Lack of creativity, lack 

of aesthetic (streets 4, 5 and 6). Too aggressive (streets 3, 5 and 6). Visually appealing, commercial 

appealing (streets 5 and 6). Some commercial signs are negative and do not match with the 

streetscape (streets 5 and 6). Some commercial signs are too prominent (streets 5 and 6).  

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

CATEGORIES 
USER ANSWERS RELATED TO NEGATIVE CHARACTERISTICS 

OF COMMERCIAL SIGNS 

13. GRAMATICAL 

MISTAKES. 
Gramatical mistakes (street 5). 

14. ILLUMINATION AT 

NIGHT. 
The commercial signs could be more illuminated at night (streets 3 and 6). 

15. LACK OF 

CONSERVATION. 
Dirty (street 5). 

16. LACK OF GLASS 

FRONTAGE. 
Lack of glass frontage (street 5) 

17. LACK OF UNITY. Lack of unity (streets 4 and 5). Lack of unity and creativity (street 3). 

18. LACK OF VITALITY. The shops look closed or shut down and not very interesting (street 6). Uninviting to enter (street 5). 

19. LEGIBILITY NOT 

CLEAR. 

Difficult to read through (streets 1, 4 and 5). No hand-crafted signs (streets 1 and 4). Not easy and 

quick identification of shops (streets 1, 3, 5 and 6). Shop signs are not the most subtle, but they do 

catch your eyes (streets 1 and 2). Large letters (street 5). Polluted signs, too many different texts 

(street 5). Too much information (streets 4 and 5). Signs are not clear (street 4). No ideal what they 

are selling (street 6). 

20. LOCATION ON 

FACADES. 

Commercial signage displayed on shop windows (streets 1, 2, 4, 5 and 6). Maybe some shopfronts 

could be displayed on specific places (streets 4 and 5). Shopfront displayed on roof of Paqueta shop 

(street 3). Shopfronts displayed on lateral walls of buildings (street 3). Signs displayed on the top 

part of buildings (streets 5 and 6). Location on facades (streets 5 and 6). 

21. MATERIALS. Materials (street 5). 

22. NEW COMMERCIAL 

SIGNS. 
New signs such as on building 6 (street 2). New signs (street 6). 

23. NO ACTIVE FRONTS. No active shopfronts (street 6). 

24. NO CHARACTER. No character (street 5). 

25. NO GOOD VISIBILITY 

OF COMMERCIAL SIGNS. 

Visibility of some shopfronts (streets 1, 3 and 5). The signs are mixed up with the visual pollution 

caused by other signs; I cannot see anything neither the signs nor the buildings. (street 5). Too 

obtrusive (street 6). 

26. NO VISUAL IDENTITY. The signs do not have visual identity (street 5). The signs do not have identity (street 5). 

27. NUMBER OF 

COMMERCIAL SIGNS. 

More than one shopfronts per building (streets 2, 5 and 6). Too many commercial signs (streets 4, 5 

and 6). Number of commercial signs (streets 5 and 6). Too many adverts on the same shop facade 

(streets 4, 5 and 6). 

28. ORDINARY. 
Lack of originality (street 5 and 6). Not interesting, too common, boring, dull; monotonous (streets 

3, 5 and 6). 

29. PERSUASION. Persuasion, they persuade people to consume goods (streets 1, 3, 5 and 6). 

30. RELATIONSHIP 

AMONG THE SIZES OF 

BUILDINGS AND 

SHOPFRONT. 

Badly-proportioned shopfronts in relation to the size of building facades (street 5) 

31. SHAPE. 
Shopfronts in angle (45 degrees) displayed on facades (street 5). Signs too square (street 5). Lack of 

standard shape (street 6). Shape (street 6). 

32. SIGNS DISTRACT 

PEDESTRIAN 

ATTENTION. 

Signage distracts eyes (streets 2, 4 and 6). Signs can interfere on pedestrian orientation (street 5).  

33. SIMILARITY/ TOO 

SIMILAR. 
 The signs look very similar, very alike, little variation of types (streets 1, 2, 5 and 6). 

34. SIMPLICITY/ TOO 

SIMPLE. 
Simplicity (streets 5 and 6). 

35. SIZE. 

Some shopfront sizes such as on Paqueta shop (street 3). Size (streets 4, 5 and 6). Too much variety 

in size (streets 4, 5 and 6). Too many shopfronts too big (streets 5 and 6). Too big shopfronts (streets 

4, 5 and 6). Disordered sizes (street 6). 

36. STANDARD SIGNS 

WITHOUT DYNAMISM. 
Standard signs without dynamism (street 6). 

37. VARIETY/ TOO MUCH. 
Similar buildings with different types of shopfronts (street 5). Heterogeneity; different signs (street 

6). Too much variation (streets 4, 5 and 6). 
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Appendix 5.15 

 

 

Transcription of the interviews with officers of the City Councils of 

Oxford, Gramado and Pelotas (Note: the transcriptions may not be quoted from 
without the explicit and written permission of the author) 
 

 

5.15.1 Transcription of the structured interview with officers of the City Council of 

Oxford 
 

Interviewer: Principal Planning Officer. 

Data: 25/05/2005. 

Duration: 37 minutes. 

Observation: a tourist officer, who works in the conservation department of Oxford City 

Council, was also contacted by the researcher. However, she preferred to answer the 

interview questions in writing. Her notes were returned to the researcher on the next day. 
 

1. Please tell me if any kinds of commercial signage control are applied within the city 

centre? If yes, what form do they take (such as laws, guidelines, and so on)? 
 

Principal Planning Officer: Well, Oxford does not have a specific guide to control 

commercial signage. This control is based on PPG 19 that is the general guideline that 

helps local authorities to control commercial signage in the whole country. PPG 19 goes to 

explain if planning permission is required (…) it also identifies what kinds of controls and 

issues we should be looking for. It advises local authorities on the aspects that we should 

look at in terms of historic context and particular types of adverts…this control is quite old 

and needs updating. In addition to this PPG, the Local Plan of Oxford defines general 

principles that should be respected regarding shopfronts and adverts. At the moment, we 

are developing a new Local Plan that now is in the second draft. In the section 12.8 of this 

new Plan, there will be a number of policies related to shopfronts... the guidelines defined 

in this section are already applied in Oxford.  

 

Tourist Officer: We have to abide by the law which governs whether adverts’ consent is 

required or not - the Town and Country Planning (Control of Advertisements), Regulations 

1992.  There are policies on adverts within the adopted Oxford Local Plan and the 2
nd
 

Deposit Oxford Local Plan. Also, there is the Planning Act 1990 (Listed Buildings and 

Conservation areas). 
 

2. What are the aims of these controls (such as to maintain or reinforce the character of 

the city centre, stimulate commercial activity, and so on)?  
 

Principal Planning Officer: The main purpose of these controls is to protect the city 

character, but this protection is mainly focused on conservation areas and historic 

buildings... apart from both of these, it is difficult to refuse a planning application of a new 

shopfront. 
 

Tourist Officer: Statutory Controls define whether advert consent is actually required. 

Listed Buildings Act allows local authorities to seek specific consents if the advert affects 

the special character of listed buildings. Local Plan policy and guidance highlights tighter 

controls within sensitive areas of the city. 
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3. Who are the groups responsible for the development of commercial signage 

controls within the city centre? 

 

Principal Planning Officer: Once a planning application comes in, all property owners that 

will be affected by the insertion of a new shopfront are notified, and usually we’ve got a 

list of all civic societies like Preservation Trust; they are also contacted. When a planning 

application comes, they are notified, and then, they write their comments and a planning 

officer will look at these. If there are valid reasons to object to a new shopfront or a valid 

proposal of amendments to the skin, the planning application will come back to the agent, 

and we ask if he could consider the comments before a final decision be made by City 

Council. 

  

Tourist Officer: The Control through the relevant Acts whether consent is need is split 

between development control officers (unlisted buildings) and conservation officers (listed 

buildings). 

 

4. Are these controls efficient to order the commercial signage in the city centre? Why 

does it happen? 

 

Principal Planning Officer: Usually they are. If a planning application is refused, it is going 

to an appeal. Inspectors always support the Council in cases of listed buildings. If it is just 

in a conservation area, it will depend of the matter of the case really. The greatest 

protection is regarding listed buildings. If the property is not listed, and it is not in a 

conservation area, there is only one reason to refuse a planning application: visual 

appearance regarding traffic considerations. If someone drives pass and the lights of a 

shopfront can be too strong, it can cause a problem, so the application will be refused. But, 

we cannot refuse any other applications in non-conservation areas. The opinion of the 

community in non-conservation areas is not considered (…) only in that case (explained 

above) a planning application can be refused. If there are too many signs in a specific area, 

some recommendations may be made, but we cannot produce any other reasons. Just 

because the community does not like a shopfront (…) it is not a good enough reason. 

 

5. Who are the professionals consulted whilst developing commercial signage controls 

within the city centre? Do lay people participate in this process (such as local people, 

shop owners, and so on)? If yes, how do they participate (such as through discussion 

groups, workshops, questionnaires, and so on)?  

 

Principal Planning Officer: When a new planning application comes, this is published in a 

local newspaper, and people can comment on it. Usually, civic societies write their 

comments and send to us. If these are reasonable, we take the suggestions and have a 

meeting with the shopkeeper. 

 

Tourist Officer: If an application for display adverts is received within city centre, it will 

be advertised in a local newspaper (OX Times), and a site note posted if Listed Building 

Consent is sought. Anyone can make comments in writing. Oxford Cure Society and 

Oxford Preservation Trust regularly write in. 
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6.  How does the Council enforce commercial signage controls in the city centre? Are 

there any penalties applied to shop owners if they do not comply? If yes, which are 

they? 

 

Principal Planning Officer: Normally, in the way that we used to, if someone is putting a 

new shopfront, and there is a building operator, he needs a building permit or a building 

control to physically do the work. So, we can look in our records if they have a building 

permit and a planning application as well to put the new sign. If they do not have one, we 

send an enforcement officer to the site. However, because the majority of shopkeepers use 

an agent, and most agents know that to display a new shopfront you need a planning 

application and a building permit; we usually do not need to send an enforcement officer. 

The agents always get the application and building permit. Sometimes when a new shop 

moves for a building and the shopkeeper wants to display a new shopfront as soon as 

possible, for example if it is coming to Christmas period (…) sometimes they do put signs 

up without regulation. But, usually in Oxford, because of the preservation societies, these 

societies will let us know anyway. They help as actors to control commercial signage. In 

Oxford this kind of participation is sharper anyway because there are a lot of academics 

(…) so, a lot of people in their spare time participate in preservation societies, they have a 

general interest in preserving the character of the city. 

  

Considering franchises, we try to encourage them to fit in the city style in order to use a 

standard one. I am interested enough in the Disney shop in the High Street. I reviewed the 

planning application of that shop, and effectively they were not open to negotiate. They 

said that the whole shopfront came in a box from America (…) so, it left little room for 

discussion and I needed to refuse the application. What we did at the end was to push the 

shopfront further to the direction of West Gate Arcade; so, it is not quite so noticeable. 

What we try to do as far as we can is to persuade shop owners to manufacture special shop 

fronts and adverts to fit in with the building really in order to just apply a standard solution 

to a particular building. 

 

Tourist Officer: Enforcement comes into play in planning terms if the advert is 

unauthorized or it is not in accordance with the relevant consent. An enforcement notice 

can require rectification of the situation. Failure to comply can lead to prosecution through 

the court but this process is not often used. 

 

7. Do the controls influence the appearance of the city centre? If yes, in which way 

doe it happen? 

 

Principal Planning Officer: I am sure it does. It will help if we can influence more, but, as I 

said, the main controls are related to listed buildings and the conservation area. If we are 

outside of those areas, it becomes more difficult to control. I think one thing that would 

help us is to have a design guide. For example, if there is a vacancy at Christmas and 

someone is already to move in immediately, at least a design guide could be given to him. 

So, he could design and draw the new shopfront and get very accurate with the issues that 

we are looking at. It is something that we intend to do, but we are busy with other things at 

the moment (…) but it is on the program. I know that it is something that the civic societies 

mentioned as well 

 

Tourist Officer: Yes. By and large they result in better quality design and non-standard 

approaches to corporate images. It is difficult to quantify if the controls have an affect on 
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the city centre. I think if there was more bad design, the public would be aware, but most 

of the designs are not as discerning as you might think. Commercial signage controls can 

help to reinforce the historic appearance of the place if officers know what they are dealing 

with and if they are well informed. 

 

8. Is a planning application to install a new commercial sign in the city centre  

necessary? If yes, who analyses this planning application and which physical aspects 

of the commercial sign are taken into account (such as size, shape, proportion, colours, 

fonts, and so on)? 

 

Principal Planning Officer: Effectively, to display a new commercial sign, a planning 

application is necessary. You just don’t need an application, if you do some minor changes 

in an existing shopfront; for all other situations you need a planning application. 

Considering adverts, if they satisfy the regulations defined by PPG 19 and they are not on a 

listed building, they may be not need a planning application. But, as the majority of 

buildings in the city centre are listed, we catch the majority of them. Planning application 

is needed in sensitive areas which are the conservation areas. 

 

When a planning application is analysed, size, shape, proportion, colour, and fonts of the 

new shopfront are looked at. It is a combination of all these things, we start to look at the 

building first (…) and analyse if the sign is in proportion with the size of the building as a 

whole. This is the starting point. Then, we look at other aspects like colour. One example is 

Laura Ashley shop (…) you look at the character of this building, and you don’t just look 

at the ground floor but the whole building, and, then, you come down to the low floor. The 

sign needs to reflect the character of that building. In fact, in some occasions, we can pick 

up the hues and letters lines, it more difficult when you have many different letters (…) it 

is just a starting point really. 

 

Tourist Officer: Size, shape, proportion, colours, fonts and materials, plus the relationship 

with neighbouring properties in the street. 

 

9. Is the City Council involved in marketing the city centre to attract people (such as 

through posters, leaflets, tourist information, Internet sites, and so on)? If yes, what image 

of the city centre is being promoted do you think (such as historical, commercial, 

touristy, leisure, economical, and so on)? 

 

Principal Planning Officer: Yes. Guidelines are what we do have to help it. When the 

Local Plan will be adopted, there will be guidelines to help developers and shopkeepers, 

showing what, in design terms, will work to reinforce the city image. The other person that 

is quite relevant in this process is the city centre manager. Now, he is in a separate 

company called city centre management. He is employed part time by the City Council and 

part time by private retailers. He is a middleman at the moment. He is a useful link 

between the business community and the local authority. The other person is the tourist 

officer, she works in the conservation section and she is particularly concerned about the 

impact of shopfronts on listed buildings, conservation areas, and the image of the city (this 

person was contacted by the researcher and she answered this interview in writing). 

 

Tourist Officer: Not the planning authority, it is not its role. But the City Council is 

involved in this issue. Oxford is promoted as a variety of destinations. Usually, I think the 

main aspects of the built environment that are either controlled or protected in order to 
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promote the city centre image are alterations to buildings, spaces, protection of trees and 

their replacement, street surfaces, and new buildings. 

 

10. Do commercial signs influence positively or negatively the image of the city 

centre? Why? 

 

Principal Planning Officer: There are examples of good and bad commercial signs. There 

are nice examples in High Street, such as Jigsaw and Fellow shopfronts, these are very 

good examples. In modern buildings we can see some ugly shopfronts (…) even just 

opposite here, the jewelry, just at the corner of Bond Square, has a very big shopfront. But, 

there are some good examples of shopfronts in modern buildings (…) the shopfront in 

Next shop, I think is quite good and there is a couple in the other side of the road, but they 

are not many to be proud. The other place to look at is what is called “English Historic 

Towns Forum”. They help local authorities and are representatives really. They produced a 

guide to shopfronts (Shopfronts & Adverts in Historic Towns). It is a general guide applied 

to all English historic towns. It is a guide of best practices. It is worth looking at because it 

is a kind of ideal to have in each place. It takes examples of places such as Oxford, 

Cambridge and other cities, and the common fact is that all cities are from historic places. 

It is a good example of what to do in any historic sites. 

 

Tourist Officer: The shopfronts help, of course, to identify the commercial and retail areas 

and reinforce the historical side of the city and the presence of non-multiple business. Also, 

like significant landscape features in an ordered rural setting, shops and shopfronts can act 

as addresses and waymarkers in the city. 

 

11. Has another commercial signage control to the city centre been developed by the 

City Council? If yes, why has it been done? 

 

Principal Planning Officer: The new Local Plan has been designed and, as I said earlier, it 

will have specific guidelines for shopfronts and adverts. 

 

5.15.2 Transcription of the structured interview with officers of the City Council of 

Gramado 

 

Interviewers: Principal Planning Officer; Environmental Officer Assistant. 

Data: 22/07/2005. 

Duration: 42 minutes. 

 

1. Please tell me if any kinds of commercial signage control are applied within the city 

centre? If yes, what form do they take (such as laws, guidelines, and so on)? 

 

Principal Planning Officer: We had a local law which was not reflecting the visions of the 

City Council. We will have a new law that is the Code of Postures which will regulate all 

commercial signs in the city. The project of this law has been analysed by the town 

councillors, and it has been discussed in public audiences with the local community. While 

we are waiting for the approval of this new law, we have a Decree of law which does not 

allow any kind of commercial signs; only the standard shopfront proposed by the City 

Council is allowed, this is the only kind of media that we are permitting now. 

 

We also intend to organize a Group in order to avoid that this new legislation becoming too 
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rigid. We think that issues related to commercial signs should be more flexible. So, the 

Adman asked us to organize a Council Group formed by people related to the built 

environment, such as architects and people interested in the preservation of the natural 

landscape. So, in future they will analyse the cases which attend the regulation but have 

some specific details that differ from what is proposed by this. So, the commercial signage 

control will be flexible. I think next week we are going to have this group already formed. 

Otherwise, it becomes too limited, such as you can do this and you cannot do that. This 

group will be formed by people from the local community as well, one person from the 

planning department, one from the environmental department, one interior designer and 

one publisher; it is a group composed by people from the local community and the City 

Council as well. 

 

As the old legislation was very broad, the Decree of law was organized in order to control 

commercial signage during the period in which the new law was being analysed. So, it 

helps to avoid that during this period people start to display how many signs they want. So, 

all signs are not allowed now, only the standard. The new Code of Postures will have a 

chapter just related to commercial signs. This Code will be finished and approved by the 

end of this year [2005]. 

 

2. What are the aims of these controls (such as to maintain and reinforce the character of 

the city centre, stimulate commercial activity, and so on)?  

 

Principal Planning Officer: The main purpose of this new Code of Postures is to avoid 

visual pollution, protect the city identity and stimulate tourism. Tourism is the main 

activity of the city, and Gramado has a very peculiar identity which attracts many visitors. 

This new law will be not only related to commercial signs in the city centre, it will be 

applied to all the city in order to protect the tourist character of the place and create a 

visual identity for access roads, streets and so on. 

 

3. Who are the groups responsible for the development of commercial signage 

controls within the city centre? 

 

Environmental Officer Assistant: Planning officers, environment officers, town 

councillors, and local people through public audiences. 

 

4. Are these controls efficient to order the commercial signage in the city centre? Why 

does it happen? 

 

Principal Planning Officer: Yes, I am sure. I think the control is the main tool that we have 

to enforce shop owners to respect the actual legislation, and, I think, the new one as well. 

Without control, it is impossible to be sure that the law has being respected by them. I 

think that shop owners are in favour of the new commercial signage legislation, but, as 

usually, they just cooperate if all shop owners respect the law. So, they apply the 

guidelines in their shopfronts. They say that they will respect the legislation only if 

everybody respects it. They know that ordered commercial signage is a positive feature of 

the city centre because it makes the place more attractive visually for residents and tourists. 

They agree with the project of the new law, but there is a worry that some shopkeepers will 

not respect it. There is an important support from the local community, they support that 

commercial signage needs to be ordered, and they help the control. If there is an irregular 

shopfront in the city centre, residents go to the City Council to complain, or they call or 
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send post and e-mails to us. Also, there is a local broadcast TV program know as “Talk 

Citizen” in which local people complain about things that should be improved in the city. 

 

5. Who are the professionals consulted whilst developing commercial signage controls 

within the city centre? Do lay people participate in this process (such as local people, 

shop owners, and so on)? If yes, how do they participate (such as through discussion 

groups, workshops, questionnaires, and so on)?  

 

Environmental Officer Assistant: Now, we are organizing public audiences where civic 

entities and the local community are invited to discuss the development of the new Code of 

Postures which has a special chapter related to commercial signs. Articles published in 

local newspapers invite people to play a part in these meetings. 

 

6.  How does the City Council enforce commercial signage control in the city centre? 

Are there any penalties applied to shop owners if they do not comply? If yes, which 

are they? 

 

Principal Planning Officer: We have a department of control that is known as “Centre of 

Fiscalization”. It has a record of all shop owners who have consent to display shopfronts 

and adverts, and the staff of this department is permanently on-site in order to be sure that 

no new signs were installed without the City Council’s permission. If it happens, a penalty 

is applied; the shop owner needs to pay a considerable amount of money. 

 

7. Do the controls influence the appearance of the city centre? If yes, in which way 

does it happen? 

 

Environmental Officer Assistant: The objective of the new legislation is to make 

commercial signs part of the visual identity of the city. We want to create an individual 

style to Gramado, different from other cities (…) our own visual identity. Because of this, 

we propose to forget the old law and design a new one which also includes aspects related 

to billboards displayed on side roads. We intend to take away all billboards displayed on 

the roads. We want to leave just natural landscape and vegetation. We understand that 

commercial signage should not be aggressive to the natural and built environment. Also, 

people who come to Gramado do not expect to see places with huge shopfronts, they prefer 

shopping areas that do not harm the natural landscape and the identity of the city, big 

shopfronts are considered by us negative elements to Gramado. 

 

8. Is a planning application to install a new commercial sign in the city centre 

necessary? If yes, who analyses this planning application and which physical aspects 

of the commercial sign are taken into account (such as size, shape, proportion, colours, 

fonts, and so on)? 

 

Principal Planning Officer: To display a new shopfront, a planning application is 

necessary. It will be analysed, and, then, if it is approved, the shop owner needs to pay a 

licence. Depending on each case, this licence is not applied. If the shop owner is the owner 

of the property, he does not need to pay. The City Council just gives to him a licence for 

the sign. All signs are controlled in this way. Shop owners send a project, with drawings, 

dimensions of the new sign and so on. So, we analyse if the new sign is appropriate for the 

urban context, and whether the shop owner needs to pay for the licence. So, it is approved 

or refused. Then, the final decision goes to the department of control, and they will control 
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whether the layout authorized by the City Council has been followed on-site. 

 

When a new application comes, it is analysed by planning department officers and 

environment department officers. While we do not have the Council Group organized, we 

decided that both these departments should be looking at this issue together, but the idea is 

to create a specific group, as I said before, formed by members of the local community and 

officers from these departments. 

 

9. Is the City Council involved in marketing the city centre to attract people (such as 

through posters, leaflets, tourist information, Internet sites, and so on)? If yes, what image 

of the city centre is being promoted do you think (such as historical, commercial, 

touristy, leisure, economical, and so on)? 

 

Environmental Officer Assistant: The City Council is completely involved in marketing 

the city through all kinds of media. We promote sites on the Internet, folders, articles 

published in local newspapers, TV broadcast programmes and so on. The City Council is 

in favour of commercial signs, but these media need to be ordered, matching with the 

architecture of the city, and not coming against our proposal of visual identity. A shopfront 

cannot be very modern if it is next to a colonial building for example, it should be 

harmonious with the context. 

 

10. Do commercial signs influence the image of the city centre positively or 

negatively? Why? 

 

Principal Planning Officer: The majority of signs in Gramado are noted as positive 

elements in the city centre image. They match with the city centre appearance and 

reinforce the tourists’ visual identification of the place. 

 

11. Has another commercial signage control of the city centre been developed by the 

City Council? If yes, why has it been done? 

 

Principal Planning Officer: As I said before, the new Code of Postures has been developed, 

and it will have a special section related to commercial signs. It is being analysed by the 

town councillors. 

 

5.15.3 Transcription of the structured interview with officers of the City Council of 

Pelotas 

 

Interviewers: Principal Planning Officer; City Council Lawyer; and two Planning Officers. 

Data: 10/08/2005. 

Duration: 46 minutes. 

 

1. Please tell me if any kinds of commercial signage control are applied within the city 

centre? If yes, what form do they take (such as laws, guidelines, and so on)? 

 

Principal Planning Officer: The pressure created by the local community on the City 

Council due to the lack of commercial signage controls has existed for a long time. 

Nowadays, we have only the Code of Posture that is too old. Previous local governments 

always wanted to design a new law. This wish has been noticed since the eighties. The City 

Council has some drafts from that time, but they have never been effective. Then, the last 
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local government decided to do something about this. So, the head of the planning 

department in that time, Marco Adilio, decided to be engaged in this issue asking us to do 

something. I remember that we wanted to design a new commercial signage regulation; so, 

the department of culture came and they started to work with us. They were motivated by 

the protection of the historic buildings that a new law could promote. So, we sent a draft of 

a project of law related to the control of commercial signs in the city centre (…) and, what  

happened? [he asked to the City Council lawyer].  

 

City Council Lawyer: The draft of this project of law passed through all bureaucratic 

stages; everybody approved it. So, it started to be analysed by the town councillors (…) it 

was sent to them as part of other reports and projects of law, and now, when the new local 

government took over, all projects sent by the former government were sent back to their 

origin. Now, we are reviewing the project again and deciding when we are going to send to 

the town councillors. It is going to be sent to them as soon as possible. 

 

Principal Planning Officer: It is what happened since you finished your Master’s 

dissertation in 2003. Your study was the starting point for this subject that comes out again 

in Pelotas. We are still in the same situation of 2003; there is no efficient legislation related 

to the control of commercial signage. We are waiting for this new law to be approved. This 

new law is very broad, it will be applied to banners and all shopfronts displayed on 

building facades. Today, I denounced an irregular banner that someone put in a street; it 

was blocking the pedestrian walking through. But, there is a complete lack of control 

actually. 

 

City Council Lawyer: And, the civil inquiry that was open because of the results of your 

Master’s dissertation, if I’m not wrong it is number 018 of 2003, is still open. It was not 

archived because it was understood that a law exists [Code of Postures], but no progress 

was made. A civil public action against the City Council was not approached because the 

prosecutor is still waiting for us to send the project of law to the town councillors. So, the 

law can be approved and implemented as an efficient commercial signage control. 

 

Principal Planning Officer: I think some aspects of this new project of law can still be 

reviewed, but we tried to cover all important issues related to commercial signs. 

 

Planning Officer: What it is still missing in this new project of law is some simulations to 

show how the appearance of the city centre will be improved with the implementation of 

this new legislation. 

 

Principal Planning Officer: It is true, it is missing some way of illustrating how the city 

centre’s appearance would be improved with the implementation of the new law. The 

project of law was based in an initiative of the department of quality landscape which 

began to develop this project alone. In the beginning we have some doubts about who is 

the person responsible for the development of this kind of legislation. That department 

assumed that it was its responsibility due to some issues such as signs on vegetation, but 

we realize that this subject is related to our responsibilities because it is an urban issue. So, 

as they already had some drafts, we began to work together, but we did not do a pilot study 

to test the proposed guidelines to control commercial signs. 
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2. What are the aims of these controls (such as to maintain and reinforce the character of 

the city centre, stimulate commercial activity, and so on)?  

 

Principal Planning Officer: The main aim of this new project of law is to protect the 

historic patrimony, reduce visual pollution and promote a positive image for the city 

centre. The idea is to create a place that attract people and allow them to see the historic 

buildings now hidden by shopfronts. 

 

3. Who are the groups responsible for the development of commercial signage 

controls within the city centre? 

 

Principal Planning Officer: Planning officers, cultural officers, environment officers, and 

the city council lawyer. 

 

4. Are these controls efficient to order the commercial signage in the city centre? Why 

does it happen? 

 

Principal Planning Officer: The only legislation that we have now, until the new law is 

approved, is the Code of Postures, but it is too generic. Regarding this current legislation, 

the display of shopfronts follows criteria defined by shop owners and not by us. Until 

today, sometimes, people come to the City Council to ask to display shopfronts, but we do 

not have any criteria to say if they can or not do what they want. It becomes a subjective 

decision (…) whether I like or not, I can say that a shopfront is good, but others can say 

that it is not. 

 

5. Who are the professionals consulted whilst developing commercial signage controls 

within the city centre? Do lay people participate in this process (such as local people, 

shop owners, and so on)? If yes, how do they participate (such as through discussion 

groups, workshops, questionnaires, and so on)?  

 

Principal Planning Officer: It is important to highlight that during the process of 

development of this new law, we contacted publicity agencies (…) it was very interesting. 

Several people came here and they contributed a lot. They are people that work with the 

design of shopfronts. So, they know the problem of visual pollution. They say that a lot of 

people work illegally in the design of commercial signs, such as metalworkers. Besides the 

aesthetic problem, they say that there are safety issues. Sometimes we see a sign displayed 

on a building facade, but we do not know if it is going to fall. Some shop owners do not 

have even a guarantee of an engineer to ensure the shopfront is safe. So, people from the 

publicity agencies contributed to this discussion; a debate was organized. The major 

concern of the publicity agencies was that the City Council should have a list of all 

professionals able to design commercial signage in the city. The importance given to the 

aesthetic aspects of facades was mainly indicated by officers of the City Council; it was 

not much taken into account by the advertisers. This group wants people such as 

metalworkers not to be allowed to design commercial signs. Shop owners were also invited 

to this meeting and some of them popped in the first time. However, in the next meetings 

they did not show up. It is a shame because they are the group who are completely 

involved in the problem of visual pollution. They are the ones that contract people to 

design and fix shopfronts on their buildings.  
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6.  How does the City Council enforce commercial signage control in the city centre? 

Are there any penalties applied to shop owners if they do not comply? If yes, what are 

they? 

 

Principal Planning Officer: After the new law is approved and implemented, the control by 

us will become an important issue, because it is related to all staff of the planning 

department. Everything depends on the control promoted by City Council, any guideline 

that we want to implement, that we think that is really good, a perfect law, can be useless if 

there is no control. A new law without control is like nothing. Also, after a shop owner 

displays his commercial sign on his building, it is too difficult to remove it (…) if it is 

removed, it creates a heavy atmosphere in local society. We have examples of shop owners 

that want their shops to stand out from the others (…); for example, there is a confectioner 

at Goncalves Chaves Street who displayed a gigantic sign in a triangular shape on his shop. 

It is totally against any kind of guideline to control commercial signage, even the Code of 

Postures  (…); if you go to the site and ask him to take the sign down, he will start to 

complain that he is helping the city in a lot of other ways like in (…) the Fenadoce [a 

national event that happens in the city every year], and the City Council goes there to 

remove his shopfront. In some respects, he has a point (…) The role of commercial signage 

control should be focused on removing irregular commercial signs before these media are 

finished and displayed on building facades. If a fiscal officer is on-site everyday, he can 

say for us, look, there is someone putting an irregular sign in that building, so we go there 

at this moment, before they finish the work (…) it is a very complicated issue. 

 

Planning Officer: The new law defines a period of 12 to 48 months for shop owners to 

readapt their signs to the new regulation. 

 

City Council Lawyer: To persuade shop owners to support this new commercial signage 

control, first we decided to implement the new regulation in a pilot area; some plots in the 

main pedestrian street of the city centre known as “calcadao”. So, we can control and guide 

how commercial signage should look like in this specific area, and after we can start to 

apply the law in other parts of the city. In this way, the local community and shop owners 

will be able to evaluate on-site how better the city centre will look if the law is 

implemented in the whole city centre. If we design a law to be applied in the whole city in 

one go, it will be impossible (…) people will not respect the law. The objective of this pilot 

area is to persuade people to readapt their signs to the new law voluntarily. 

 

7. Do the controls influence the appearance of the city centre? If yes, in which way 

does it happen? 

 

Principal Planning Officer: I think that the main objective of the new law is to improve the 

appearance of the city centre in order to attract people and promote this place as an 

attractive area, especially in relation to the historic patrimony. Officers of the culture 

department say that aspects related to the protection of the historic patrimony should be 

included in this new legislation in order to value these buildings and avoid negative 

situations such as shopfronts covering almost all building facades. This issue is very 

important and it was discussed during a long time (…) the maximum percentage of facade 

that can be cover by commercial signs, and in relation to fenestration as well. All these 

subjects are defined by the new legislation in order to increase tourist activities and the 

visual quality of the built environment. So, a visitor can see the buildings and the historic 

city centre, now harmed by commercial signs, can have its character recovered. 
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8. Is a planning application to install a new commercial sign in the city centre 

necessary? If yes, who analyses this planning application and which physical aspects 

of the commercial sign are taken into account (such as size, shape, proportion, colours, 

fonts, and so on)? 

 

Principal Planning Officer: Now, it is not required, but the new law previews this. To 

install a new sign, a planning application will be required. It will be analysed by the 

department of planning - city council officers who are architects will analyse if the new 

sign is in accordance with the law. Aspects related to size, shape, proportion, colours and 

so on will be analysed. 

 

9. Is the City Council involved in marketing the city centre to attract people (such as 

through posters, leaflets, tourist information, Internet sites, and so on)? If yes, what image 

of the city centre is being promoted do you think (such as historical, commercial, 

touristy, leisure, economical, and so on)? 

 

Principal Planning Officer: I think the City Council is always involved in marketing the 

city, and this function has been increased since 2001. Now a department of tourism was 

created in the City Council. It coordinates issues such as traffic signs, tourist signs and so 

on. As this new department is not formed by architects, we, from the planning department, 

are dealing with these issues. 

 

10. Do commercial signs influence positively or negatively the image of the city 

centre? Why? 

 

Principal Planning Officer: Actually, shopfronts are negative elements of the image of the 

city centre, but we intend to transform these media in positive features of the city through 

the implementation of the new law. 

 

11. Has another commercial signage control to the city centre been developed by the 

City Council? If yes, why has it been done? 

 

Principal Planning Officer: There is the new project of law, as I said before. It has been 

developed because the current Code of Postures is too generic and not efficient to control 

visual pollution. 
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Appendix 5.16 

 

 

Document produced at the end of the focus group discussion 
 

 

5.16.1 Report of the main results obtained from the focus group discussion 

 

▪ Theme of discussion: The relationship between commercial signage and building form in 

the historic city centre of Pelotas. 

▪ Date: 10/08/2005. 

▪ Location: School of Architecture and Urban Planning of the Federal University of 

Pelotas. 

▪ Participants: City Council officers; students of law and architecture; lecturers of law, civil 

engineer, architecture and edification technician schools; university staff; professionals 

who have offices and/or offer services in the city centre (such as lawyers, architects, urban 

planners, philosophers, historian, dentists, agronomists, journalists, and so on). The list of 

those present is given at the end of this report
1
. 

 

5.16.1.1 Main objectives of the focus group 

 

a. Identify what residents think about the relationship between commercial signage and 

building form in the historic city centre of Pelotas. 

b. Identify whether residents agree with the perception and evaluation of users from the 

other case studies about the commercial street facades in Pelotas. 

c. Identify the factors that contribute to increase visual pollution in the city centre, and 

what can be done to reduce it. 

c. Discuss the lack of interest of shop owners in debating the problem of visual pollution. 

 

5.16.1.2 General comments 

 

The support given by the School of Architecture and Urban Planning of the Federal 

University of Pelotas was fundamental to realizing the focus group discussion. In addition, 

the support given by the local media in Pelotas was significant: one article was published 

in the local newspaper of Pelotas, “Diario Popular”, to introduce the researcher to the local 

community and persuade people to participate in the focus group discussion.  

 

The participation of City Council officers in the focus group discussion was relevant 

because it allowed a fully discussion about the current legislation related to commercial 

signage control in Pelotas (Code of Postures) and the new legislation to control these 

media that has been developed. The fact that shop owners did not show up in the focus 

group just underlines one of the main reasons that contribute to increasing the visual 

pollution in Pelotas: the lack of interest of this group in helping the City Council order 

commercial signs. They do not understand that an ordered city centre can attract more 

people, and, consequently, increase their commercial profits (Portella, 2003). City Council 

                                                 
1 The participants gave permission for the researcher to insert in this appendix the list of those present in the 

focus group discussion. This list contains the name of the participants, the institution that they work to, and 

their e-mail address. Please, do not contact the participants without the explicit and written permission of the 

researcher. 
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officers indicated that persuading this user group to be involved in the development of 

commercial signage controls has been one of their aims. However, their initiatives are 

always ignored by shop owners. 

 

5.16.1.3 Proposed actions to reduce the visual pollution in the historic city centre of 

Pelotas 

 

Considering the debate about what can be done to reduce the visual pollution in Pelotas 

city centre, eight general proposed actions were suggested by the participants of the focus 

group. 

 

1. The persuasion of shop owners to support commercial signage controls. 

 

a1. Publication of articles in local newspapers, distribution of pamphlets to shop owners, 

and promotion of debates broadcast on local TV. The objective here is to promulgate the 

negative effects caused by the visual pollution, and the positive results that ordered 

commercial signs can bring to historic city centres in terms of tourist and economic 

development. 

 

a2. Design of a handbook, which introduces to the local community the main issues 

considered in the new commercial signage control that has been designed by the local 

authority. It should be distributed to shop owners and all members of society interested in 

this subject.  

 

a3. Organization of workshops to (i) discuss with shop owners what might be regulated 

through commercial signage controls, and (ii) show, through examples of other cities, that 

ordered commercial signs improve city centre appearance, attract more visitors and, 

consequently, increase the social and economic vitality of places. These meetings can be 

organized by the City Council and the local universities. These entities might contact in 

person the head of the two main commercial societies of the Pelotas, “Associacao 

Comercial” and “Camara de Dirigentes Logistas”, in order to commit these to engaging 

their associates to participate in the discussions. The meetings should be open to all 

members of the local community and be advertised by the local media. 

 

2. The application of a commercial signage control approach, which takes into account the 

character of the whole city centre. 

 

A commercial signage approach which focuses just on individual buildings and does not 

take into account their surrounding areas can be a contributory factor to decreasing the 

visual quality of historic city centres. It happens in Pelotas, where even when historic 

building facades are free of signs, commercial signs on adjacent buildings harm their 

appearance. Commercial signage controls might be designed with regard to the character 

of the whole historic city centre. 

 

3. The use of computer simulations to illustrate how the appearance of the city centre will 

be improved with the implementation of commercial signage controls. 

 

Computer simulations of street facades in the city centre in order to illustrate how the 

appearance of this area will improve with the implementation of an efficient commercial 
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signage control. This kind of visual appeal might contribute to persuading shop owners to 

support commercial signage controls proposed by the local authority. 

 

4. The delimitation of “street models” in order to test commercial signage controls. 

 

The selection of one or two street facades in the city centre in order to apply commercial 

signage controls would allow shop owners and the local community to evaluate on-site the 

improvement of the appearance of commercial streets caused by the implementation of 

commercial signage controls. Consequently, this initiative might stimulate other shop 

owners to adopt voluntarily the guidelines proposed by the City Council. The local 

authority can also analyse on-site how shopfronts and window displays might be organized 

with regard to the historic heritage. The participants suggested that these street facades 

might be selected by the City Council with the support of the local shop owners. In 

addition, the City Council can give some financial support to the shop owners of these 

streets, who agree to adapt their commercial signs to the proposed guidelines.  

 

5. The control of physical characteristics of commercial signs and the definition of a 

maximum percentage of building facade that can be covered by these media. 

 

Commercial signage controls should be designed in order to regulate physical 

characteristics of shopfronts and window displays (such as size, colour, shape, location on 

facades, and so on), and define a maximum percentage of building facades that can be 

covered by these media. Regarding this last issue, the majority of participants in the focus 

group indicate that a maximum of 3% of building facade covered by these media is the best 

alternative for the historic city centre of Pelotas.  

 

6. The control of the quantity of information displayed on commercial signs. 

 

A limit on the amount of information promulgated by commercial signs might be 

considered in commercial signage controls. Shopfronts, for example, should be designed to 

communicate only the names of the shops. Additional information such as “here you can 

have the best price in the city”, “great deals”, and “good value” should be not allowed on 

shopfronts and be limited in window displays. 

 

7. The fragmentation of a building facade by colour and commercial signs should be 

avoided. 

 

Fragmentation of a building facade by colour and/or commercial signs due to commercial 

purposes should not be allowed. Usually, when more than one shop is located in one 

historic building, shop owners in Pelotas tend to divide the building facade into different 

parts using colours and commercial signs. Colours and commercial signs of different shops 

located in the same building should be designed as a group. 

 

8. The involvement of the local universities in discussions about visual pollution. 

 

Lectures and informal discussions organized among students in order to debate the 

consequences that visual pollution can bring to historic city centres is an initiative that 

should be promoted by the local universities. Pelotas has two Schools of Architecture and 

Urban Planning and one School of Publicity. This discussion might contribute to making 
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students aware about the problem of visual pollution and proactive in terms of avoiding 

this in their future professional projects.  

 

5.16.1.4 Photographs of the focus group discussion 

 

 

    
 

 

    
 

 

    
 
Figure 5.16.1: Focus group discussion carried out on 10

th
 August 2005 at the School of 

Architecture and Urban Planning of the Federal University of Pelotas (Source: author). 
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5.16.1.5 List of participants 

 

 

Please, do not contact the participants without the explicit and written permission of the 

researcher. 
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Appendix 5.17 

 

 

Main results of this Ph.D. research published in the local newspaper of 

Pelotas, “Diario Popular” 
 

 

5.17.1 Article published on 30
th
 July 2006 

 

The article (below) published in the local newspaper of Pelotas, “Diario Popular”, 

presented the main findings of this Ph.D. research. It mainly described the results related to 

the perception and evaluation of residents in Pelotas. It also emphasized that the researcher 

was going to present her study in the 19th IAPS International Conference: Environment, 

Health and Sustainable Development, in Alexandria, Egypt. 
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5.17.2 Article published on 10
th
 September 2006  

 

The article (below) published in the local newspaper of Pelotas, “Diario Popular”, 

summarized the main results of this Ph.D. research that were going to be presented in the 

19th IAPS International Conference: Environment, Health and Sustainable Development, 

in Alexandria, Egypt, on 13th September 2006. 
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Appendix 6.1 

 

 

Sub-hypotheses tested in Chapter Six 
 

 

Sub-hypotheses emerged from working hypotheses A and B and based on the issues 

discussed in the literature review (see Chapters Two, Three and Four) were designed to 

guide the statistical analysis in Chapter Six. The results from the testing of these sub-

hypotheses are presented in Chapter Six as findings related to working hypotheses A and 

B. 

 

Working hypothesis A: There are no differences between users, who live in places where 

different commercial signage approaches are applied, in terms of perception and 

evaluation of necessity for commercial signage controls, public participation in the 

development of these controls, and physical aspects that need to be taken into account in 

these controls. 

 

Working hypothesis B: Historic city centres where different commercial signage 

approaches are applied are perceived and evaluated differently in terms of appearance, 

city centre functions, city centre image, and wayfinding through commercial signage. 

 

6.1.1 Sub-hypothesis emerged from working hypothesis A 

 

1. Users from different urban contexts agree that (i) commercial signage controls are 

necessary in the city centre, (ii) they would like to be consulted whist commercial signage 

controls are developed, and (iii) commercial signage controls might comprise aspects 

related to the appearance of buildings, appearance of commercial signage, historic 

buildings and public spaces, and number of commercial signs (tested in section 6.3 of 

Chapter Six). 

 

6.1.2 Sub-hypotheses emerged from working hypothesis B 

 

2. In city centres where commercial signage controls are effective, user satisfaction with 

the appearance of these places is positive; while in a city centre where commercial signage 

controls are not effective, user satisfaction with the appearance of this place is negative 

(tested in section 6.4.1.1 of Chapter Six). 

 

3. Taking into account the above sub-hypothesis, there are no differences between lay 

people and professionals in terms of perception and evaluation (tested in section 6.4.1.1 of 

Chapter Six). 

 

4. In cities where different commercial signage approaches are adopted, different aspects 

of the streetscape will influence user satisfaction with the appearance of the city centre 

(tested in section 6.4.1.1, item A of Chapter Six). 

 

5. Taking into account the above sub-hypothesis, there are no differences between lay 

people and professionals in terms of perception and evaluation (tested in section 6.4.1.1, 

item A of Chapter Six). 
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6. In city centres where commercial signage controls are effective, commercial signs are 

evaluated as ordered, while in a city centre where commercial signage controls are not 

effective, commercial signs are evaluated as disordered (tested in section 6.4.1.2 of 

Chapter Six). 

 

7. The higher the user perception and evaluation of order among commercial signs, the 

higher the user satisfaction with the appearance of the city centre (tested in section 6.4.1.2, 

item A of Chapter Six). 

 

8. In a place where commercial signage controls are designed to preserve the historic 

character, commercial signage reinforces more the historic appearance of the city centre 

(tested in section 6.4.1.3 of Chapter Six). 

 

9. There is a relationship between user perception and evaluation of commercial signage as 

an element that reinforces the historic or/and commercial appearance of the city centre and 

user satisfaction with the appearance of the city centre (tested in section 6.4.1.3, item A of 

Chapter Six). 

 

10. In cities where different commercial signage approaches are adopted, different aspects 

of the streetscape will be noted as important in making the city centre an attractive place 

(tested in section 6.4.1.4 of Chapter Six). 

 

11. There is a correlation between user satisfaction with the appearance of the city centre 

and the importance attributed by users to aspects that make the city centre an attractive 

place (tested in section 6.4.1.4, item A of Chapter Six). 

 

12. There is a correlation between user perception and evaluation of order among 

commercial signs and the importance attributed by users to aspects that make the city 

centre an attractive place (tested in section 6.4.1.4, item A of Chapter Six). 

 

13. City centres where commercial signage controls are effective are perceived and 

evaluated as places of “leisure” (tested in section 6.4.2 of Chapter Six). 

 

14. The higher the importance attributed by users to “leisure” as a city centre function, the 

higher the user satisfaction with the appearance of the city centre (tested in section 6.4.2.1 

of Chapter Six). 

 

15. The higher the importance attributed to “leisure” as a city centre function, the higher 

the user perception and evaluation of order among commercial signs (tested in section 

6.4.2.2 of Chapter Six). 

  

16. In places where different commercial signage approaches are adopted, users perceive 

different city centre images (tested in section 6.4.3 of Chapter Six). 

 

17. In city centres where commercial signage controls are effective, commercial signs are 

evaluated as positive elements of the city centre image, while in a city centre where 

commercial signage controls are not effective, commercial signs are evaluated as negative 

elements of the city centre image (tested in section 6.4.3.1 of Chapter Six). 
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18. There is a relationship between user perception and evaluation of commercial signs as 

positive elements of the city centre image (i) and user satisfaction with the appearance of 

the city centre, and (ii) user perception and evaluation of order among commercial signs 

(tested in section 6.4.3.1, items A and B of Chapter Six). 

 

19. In city centres where commercial signage controls are effective, commercial signs help 

wayfinding, while in a city centre where commercial signage controls are not effective, 

commercial signs do not help wayfinding (tested in section 6.4.4 of Chapter Six). 

 

20. Users who agree that commercial signage helps wayfinding tend to be satisfied with 

the city centre appearance and perceive and evaluate these media as ordered (tested in 

sections 6.4.4.1 and 6.4.4.2 of Chapter Six). 

 

6.1.3 General results from the testing of the sub-hypotheses in Chapter Six 

 

Table 6.1.1: Identification of the case studies, whose results supported, or not, the sub-hypotheses 

tested in Chapter Six (Source: fieldwork 2005). 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Supported by the findings from Not supported by the findings from 

1 Oxford, Gramado and Pelotas. - 

2 Oxford, Gramado and Pelotas. - 

3 Oxford, Gramado and Pelotas.    - 

4 Oxford, Gramado and Pelotas. - 

5 Oxford, Gramado and Pelotas. - 

6 Oxford and Pelotas. Gramado. 

7 

Gramado and Pelotas. In Oxford, there is no 

correlation between the variables (user 

perception and evaluation of order and user 

satisfaction with the appearance of the city 

centre) but the analysis of frequencies 

supports the hypothesis. 

- 

8 - Oxford. 

9 - Oxford, Gramado and Pelotas. 

10 Oxford, Gramado and Pelotas. - 

11 Gramado and Pelotas. Oxford. 

12 Gramado. Oxford and Pelotas. 

13 Oxford and Gramado. 

Pelotas. In this case study, where 

commercial signage controls are not 

efficient, the city centre is perceived and 

evaluated as a place of “leisure”. 

14 

Oxford. In Gramado, there is no correlation 

between the variables (user perception and 

evaluation of the city centre functions and 

user satisfaction with the appearance of the 

city centre), but the analysis of frequencies 

supports the hypothesis.  

Pelotas. In this case study, the higher the 

importance attributed by users to “leisure” 

as a city centre function, the lower the user 

satisfaction with the appearance of the city 

centre. 

15 - Oxford, Gramado and Pelotas. 

16 Oxford, Gramado and Pelotas. - 

17 Oxford, Gramado and Pelotas. - 

18 Oxford, Gramado and Pelotas. - 

19 Oxford and Gramado.  

Pelotas. In this case study, where 

commercial signs are disordered, users 

recognize that commercial signs help their 

wayfinding in the city centre. 
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20 Oxford and Gramado. Pelotas. 

* These numbers refer to the sub-hypotheses presented in sections 6.1.1 and 6.1.2 of this Appendix. 
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Appendix 6.2 

 

 

Regulations and guidelines related to the control of commercial signs in 

the case study of Oxford 
 

 

This research analysed the following regulations and guidelines related to the control of 

commercial signage in the case study of Oxford: (i) Planning Policy Guidance 19: outdoor 

advertisement control; (ii) Statutory Instrument 1992 nº 666, Control of Advertisements 

(iii) Shopfronts and Advertisements in historic towns; (iv) Oxford Local Plan 2001-2016; 

and (v) Planning Act 1990 - Listed Buildings and Conservation areas. This Appendix 

presents the content of the regulations and guidelines available in electronic format. The 

ones which are not available in this format are just mentioned as well the source of those. 

 

6.2.1 Planning Policy Guidance 19: outdoor advertisement control 

 
Department of the Environment                                                                                            PPG19 

Welsh Office                                                                                                                     March 1992 

PLANNING POLICY GUIDANCE 19: OUTDOOR ADVERTISEMENT CONTROL 

 

INTRODUCTION 

 

1. The Environment White Paper, "This Common Inheritance" (Cm. 1200), stated (paragraph 6.33) 

that the Government would issue a Planning Policy Guidance Note on advertisement control.  This 

Note fulfils that commitment.  Guidance on advertisement control and advertisement appeals 

procedure is given in DOE Circular 5/92 (WO Circular 14/92). 

 

2. All advertisements affect the appearance of the building, structure or place where they are 

displayed.  The main purpose of the advertisement control system is to help everyone involved in 

the display of outdoor advertising to contribute positively to the appearance of an attractive and 

cared-for environment in cities, towns and the countryside.  Virtually all outdoor advertisements 

are within the scope of the control regime specified by the Secretary of State in the Town and 

Country Planning (Control of Advertisements) Regulations 1992.  This regime enables local 

planning authorities to control advertisements, when it is justified, in the interests of "amenity" and 

"public safety".  Some types of advertisement are accepted from detailed control; and other 

specified categories of advertisement qualify for what is called "deemed consent", provided they 

conform to stated conditions and limitations for each category.  An official explanatory booklet 

entitled "Outdoor Advertisements and Signs - A Guide for Advertisers" can be obtained free from 

the local planning authority. 

 

3. Outdoor advertising is essential to commercial activity in a free and diverse economy.  Outdoor 

advertisements take many forms.  Among the most common are: 

     -     Fascia signs and projecting signs on shops; 

     -     Pole signs at petrol-filling stations; 

     -     Sign boards at factories; 

     -     Advance signs alongside the highway; 

     -     Menu boards at restaurants and cafés; 

     -     Poster hoardings; 

     -     Notices announcing the visit of a travelling fair. 
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All advertisements communicate information, or a message, to passers-by.  They may be 

permanent, for example a company's name and its business in a prominent place at the front of the 

premises; or they may be temporary, for example the public notification of an event taking place on 

one day only. 

 

4. Many outdoor advertisements are displayed on or close to buildings.  The Environment White 

Paper points out that, for most people, it is the appearance of a building which is of greatest 

importance.  "A good building can contribute to a sense of pride and of place." (Paragraph 8.24)  

But the appearance of a good building can easily be spoiled by a poorly designed or insensitively 

placed sign or advertisement, or by a choice of advertisement materials, colour, proportion or 

illumination which is alien to the building's design or fabric.  Too often, outdoor advertisements 

seem to have been added to a building as an afterthought, so that they appear brash, over-dominant 

or incongruous. 

 

The role of guidance on design 

5. Many local planning authorities (LPAs) have produced design guidance on outdoor 

advertisements and shop-fronts, especially for conservation areas or places where vernacular 

buildings play an important part in the attractive appearance of a neighbourhood.  Such guidance 

needs to recognize the importance of advertisements to the national economy.  But, provided it is 

not excessively prescriptive, it need not stifle original designs or new display techniques.  Respect 

for such guidance can help to ensure that signs and advertisements are in harmony with the built 

environment. 
 

6. Co-operative working relationships between applicants and LPAs (including early discussion of 

proposals) and the willingness of designers and manufacturers to recognise the importance of 

sympathetic design and display in many outdoor advertisements they produce, can help to improve 

the general quality of outdoor advertising, especially advertisements displayed on buildings.  For 

instance, designers should be prepared to compromise on matters of "corporate" design where it is 

unsuitable in a particularly sensitive area; but "corporate" designs should not be refused elsewhere 

simply because a planning authority dislike the design. 
 

Advertisement control by local planning authorities 

7. All outdoor advertisements are intended to catch the eye of passers-by, if only fleetingly.  LPAs 

are enabled to keep the impact of outdoor advertisements within acceptable bounds by using their 

powers, in the Control of Advertisements Regulations, to limit the display of the categories of 

advertisement benefiting from "deemed consent", and to refuse consent for the display of other 

advertisements for which specific consent is required.  When the LPA refuse consent for the 

display of an advertisement, there is a right of appeal to the Secretary of State against the 

authority's decision. 

 

8. As with the main development control system, control over outdoor advertisements should be 

efficient, effective and simple in concept and operation.  Anyone wishing to display an 

advertisement out of doors should not meet a slow and bureaucratic response to a straightforward 

proposal.  The control system is not intended to delay the display of acceptable advertisements.  It 

is an enabling system, intended to ensure that only those advertisements which will clearly have an 

appreciable impact on a building or on their surroundings are subject to the LPA's detailed 

assessment.  

 

Criteria for dealing with advertisement applications 

9. The general approach to dealing with advertisement applications is similar to the process of 

dealing with planning applications.  But there are two important differences from ordinary planning 

procedures.  First, the display of outdoor advertisements can only be controlled in the interests of 

"amenity" and "public safety".  What is meant by these two terms in the Regulations is explained in 

paragraphs 11 to 16 of this Guidance.  Secondly, it is accepted that (with one minor exception in 

Areas of Special Control, as specified in Regulation 19(2)(b) of the Regulations, where an 
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applicant needs to show a reasonable requirement for an advertisement) anyone proposing to 

display an advertisement "needs" that advertisement in that particular location, whether for 

commercial or other reasons. 

 

10. The control system is concerned with the visual effect on its surroundings of an advertisement. 

The subject matter of the advertisement may not be controlled by LPAs, though it may sometimes 

be regulated by other means. 

 

Consideration of "amenity" 

11. In assessing an advertisement's impact on "amenity", LPAs should have regard to its effect on 

the appearance of the building or on visual amenity in the immediate neighbourhood where it is to 

be displayed.  They will therefore consider what impact the advertisement, including its cumulative 

effect; will have on its surroundings.  The relevant considerations for this purpose are the local 

characteristics of the neighbourhood, including scenic, historic, architectural or cultural features, 

which contribute to the distinctive character of the locality.  When it is appropriate to consider how 

brightly advertisements should be illuminated, LPAs should have regard to the Institute of Lighting 

Engineers Technical Report Number 5 (Second Edition) available from the Institute of Lighting 

Engineers, Lennox House, 9 Lawford Road, Rugby CV21 2DZ. 

 

12. Where there is a group of buildings, whether in a city, town or village, the scale and massing of 

existing structures, the predominant land-use in the locality, the presence of "listed" buildings or a 

designated conservation area and any proposals (for example, in the development plan) for land-use 

change in the area will be relevant considerations.  For instance, a large, brightly illuminated sign, 

which would appear appropriate on a department store and contribute colour, interest and vitality to 

some High Street shopping areas, may well be unacceptable on a corner shop in an otherwise 

residential locality.  In the open countryside, the land-form and quality of the immediate 

surroundings, and whether the advertisement respects natural contours, landscape character and 

background features against which it will be seen, will be amongst the relevant factors.  Whilst 

businesses located in the countryside will expect to be able to advertise their whereabouts, 

especially to visitors, care should be taken to ensure that signs are designed and sited to harmonise 

with their setting; and that a proliferation of individually acceptable advertisements does not spoil 

the appearance of open countryside. Wherever practicable, businesses in the same general location, 

or in by-passed communities, should be encouraged to combine their essential advertising needs so 

as to avoid a proliferation of advance signs.  By-passed communities may wish to consider whether 

an officially approved highway sign can be produced to meet the needs of the whole community. 

 

13. Large poster hoardings, which are often part of the fabric of commercial and industrial areas, 

are usually out of place anywhere else.  Since 1984 published guidance has been available about 

the criteria for deciding applications involving poster-sites. This guidance remains relevant and is 

included as the Annex to this Note. 

 

14. Amenity considerations may sometimes appear to be based on a subjective judgment.  It is thus 

important for the LPA to be consistent in assessing visual impact in similar surroundings, so as to 

minimise the scope for prospective advertisers to criticise apparently inconsistent or unreasonable 

decisions. 

 

Considerations of "public safety" 

15. In assessing an advertisement's impact on "public safety", LPAs are expected to have regard to 

its effect upon the safe use and operation of any form of traffic or transport on land (including the 

safety of pedestrians), on or over water, or in the air. LPAs will therefore consider such matters as 

the likely behaviour of drivers of vehicles who will see the advertisement; possible confusion with 

any traffic sign or other signal; or possible interference with a navigational light or an aerial 

beacon.  LPAs will also bear in mind that some advertisements can positively benefit public safety 

by directing drivers to their destination.  In their assessment of the public safety implications of an 

advertisement display, LPAs will assume that the primary purpose of an advertisement is to attract 
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people's attention and will therefore not automatically presume that an advertisement will distract 

the attention of passers-by, whether they are drivers, cyclists or pedestrians.  The vital 

consideration, in assessing an advertisement's impact, is whether the advertisement itself, or the 

exact location proposed for its display, is likely to be so distracting, or so confusing, that it creates 

a hazard to, or endangers, people in the vicinity who are taking reasonable care for their own and 

others' safety.  Further advice on assessing the public safety implications of the display of an 

advertisement is given in DOE Circular 5/92 (WO 14/92). 

 

16. When considering public safety factors, LPAs will usually consult other relevant organizations 

that have an interest in the display of the advertisement.  For example, they will consult the 

highway authority about an advertisement which is to be displayed alongside a trunk road or within 

view from a motorway, or where they consider that the safety of people using the highway may be 

affected. 

 

Advertisement control policies 

17. Many LPAs have adopted (usually after public consultation) policies, often with associated 

design guidance, controlling outdoor advertisements in their area, or in particular parts of their area 

where the display of poorly designed advertisements will be especially harmful.  Such policies and 

guidance can be helpful in advising prospective advertisers on the type of advertising displays 

which are likely to prove acceptable in the locality. The policies are sometimes associated with 

policies for the development of shop-fronts or commercial premises in High Street locations, or 

with policies for conservation areas. These policy statements will be a material factor in 

considering an advertisement application: as in other planning proceedings, those that are 

incorporated in a statutory development plan will be accorded greater weight as a material 

consideration.  Policy statements should give clear guidance to prospective advertisers on the likely 

acceptability of their proposals and provide a basis for rational and consistent decisions on 

advertisement applications. Design guidance should allow for flexibility in design, avoiding 

excessive prescription and detail, and concentrating rather on the broad framework within which 

advertisement proposals will be considered. But even though advertisement control policies or 

design guidance may have been formulated having regard to matters of amenity and public safety, 

references to these policies and guidance cannot by themselves be the decisive factor in 

determining whether an advertisement is to be permitted. Because the Advertisements Regulations 

require that applications be considered only in the interests of amenity and public safety, taking 

account of any material factors, it will always be necessary to assess the specific amenity and 

public safety merits of the proposed advertisement display (including relevant factors mentioned in 

this Guidance) in relation to the particular application site. 

 

Reasons for advertisement control decisions 

18. As with all other planning control decisions, LPAs should give reasons for any advertisement 

control refusal which are complete, precise, clear, specific and relevant to the particular 

application. This is especially important for anyone who may be considering the submission of an 

advertisement appeal to the Secretary of State.  It is never sufficient for the LPA merely to state 

that a proposal has been refused "in the interests of amenity" or "because it is contrary to the 

interests of public safety". The specific reasons why, in the LPA's view, an advertisement proposal 

is contrary to the interests of amenity, or prejudicial to public safety, at the particular site, must 

always be stated.  A succinct statement of reasons is preferable.  A "split" decision where part of 

the application proposals is acceptable and part not, enables the advertiser to be entirely clear about 

which part of his proposals is unacceptable. 

 

Advertisement control conditions 

19. Regulation 13, which enables LPAs to grant "express consent" for the display of an 

advertisement, or the use of a site for an advertisement display, also provides for the grant of 

consent "subject ... to such additional conditions as they think fit ...”  The main purposes for which 

conditions may be imposed are: 
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(a) Regulating the display of advertisements to which the consent relates; 

(b) Regulating the use for the display of advertisements of the site to which the application 

relates or any adjacent land under the control of the applicant, or requiring the carrying out of 

works on any such land; 

(c) Requiring the removal of any advertisement or the discontinuance of any use of land 

authorised by the consent, at the end of a specified period, and the carrying out of any works 

then required for the reinstatement of the land." 

 

The use of this power may enable the LPA to allow an advertisement proposal for which they 

would otherwise have refused consent.  As with ordinary planning conditions, advertisement 

control conditions should only be imposed where they are: 

     *    Necessary 

     *    Relevant to advertisement control, that is amenity and public safety 

     *    Relevant to the proposed advertisement 

     *    Enforceable 

     *    Precise 

     *    Reasonable in all other respects. 

 

In considering whether a particular condition can be justified, a key factor is whether consent 

would have to be refused in the absence of the condition.  If not, any such condition needs special 

justification in order to leave no doubt about why it is being imposed. 

 

20. All outdoor advertisements are also required to comply with the five standard conditions 

imposed by the Control of Advertisements Regulations.  One condition is that the advertisement, or 

any site used for the display of advertisements, must be maintained in a clean and tidy condition.  

Although such a condition may seem superfluous for an advertisement on a shop, where it will be 

in a trader's interest to keep the premises clean and tidy, many advertisements are displayed on 

isolated sites.  The site can easily become covered in litter and rubbish or the advertisement's 

surfaces may be disfigured by graffiti.  This standard condition therefore requires the advertiser to 

maintain the advertisement and the site in a tidy state, to the reasonable satisfaction of the LPA.  

Enforcement of this condition should usually be straightforward. 

 

21. Because the Control of Advertisements Regulations provide a comprehensive and self-

contained regime for the control of outdoor advertisements, it is most undesirable for LPAs to 

impose conditions relating to advertisements when they are granting planning permission for 

development which happens to include advertisement features, particularly where the condition 

purports to limit, or remove, the benefit of any "deemed consent" for the display of an 

advertisement granted by the Secretary of State, by virtue of the provisions of Regulation 6 of the 

Regulations. 

 

Advertisements in Conservation Areas 

22. LPAs have the power (in section 69 of the Planning (Listed Buildings and Conservation Areas 

Act 1990) to designate conservation areas.  It is reasonable to expect that more exacting standards 

of advertisement control will prevail in conservation areas. However, the designation of a locality 

as a conservation area does not necessarily justify its also being defined as an "Area of Special 

Control of Advertisements".  Many conservation areas are thriving commercial centres where the 

normal range of advertisements on commercial premises is to be expected, provided they do not 

detract from visual amenity.  LPAs should use advertisement controls flexibly in such areas, so as 

to conserve or enhance particular features of architectural or historic interest. 

 

23. Section 72(1) of the Planning (Listed Buildings and Conservation Areas) Act 1990 provides 

that where an area is designated as a conservation area "... special attention shall be paid to the 

desirability of preserving or enhancing the character or appearance of that area" in the exercise of 

any of the provisions of the Planning Acts. This includes the control of outdoor advertisements.  

LPAs will therefore need to bear this provision in mind when considering any advertisement 
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application in a conservation area. 

 

"Listed" buildings and Ancient Monuments 

24. Additional controls usually apply to advertisements for display on listed buildings, and on the 

site of a scheduled Ancient Monument. This is because almost all advertisements on listed 

buildings or scheduled monuments will constitute an "alteration" to the building or the monument's 

site and, therefore, require listed building or scheduled monument consent in addition to any 

advertisement consent.  Special care is essential to ensure that any advertisement displayed on, or 

close to, a listed building or scheduled monument does not detract from the integrity of the 

building's design, historical character or structure, and does not spoil or compromise its setting. 

 

Areas of Special Control of Advertisements and other special areas 

25. In the National Parks, the Broads, all Areas of Outstanding Natural Beauty and conservation 

areas, stricter controls usually apply to the display of advertisements which do not require the 

LPA's express consent.  For example, the normal short-term exemption from control for balloon 

advertising does not apply, nor does the "deemed consent" for certain internally illuminated 

advertisements; and hoardings around temporary construction sites may not display an 

advertisement without the LPA's express consent. Because of the necessity of preserving or 

enhancing the appearance of these areas, applications for express consent will also be closely 

scrutinised to ensure that the proposals do not compromise the aims of the area's special 

designation. 

 

26. The Secretary of State has approved orders defining over 45% of the land area of England and 

Wales as "Areas of Special Control of Advertisements". Stricter advertisement controls apply in 

these areas. There is a lower maximum height limit, and a smaller maximum size of letters or 

characters, on all advertisements displayed with "deemed consent".  Some classes of advertisement, 

in particular general poster hoardings, may not be displayed at all. 

 

27. The Secretary of State has taken the view that a degree of special protection, on grounds of 

amenity, must be justified before he approves an order.  If a proposed area is largely or wholly 

rural, there will usually be little doubt that a special control order is appropriate.  In other areas, the 

decisive consideration is whether a stricter degree of control is essential, in addition to the LPA's 

normal powers of control (including discontinuance notices), to preclude the display of 

advertisements which would otherwise be permitted.  The designation as a conservation area will 

be one material factor, although it may not be decisive.  For example, the proposed area may be a 

small enclave, in an otherwise mainly commercial city-centre, where there are important 

architectural, archaeological, historical or visual characteristics.  Such an area might comprise the 

precincts of a cathedral and neighbouring ecclesiastical buildings, or a historic market-place.  

Before concluding that an Area of Special Control should be defined, and formally proposing it, the 

LPA are expected to consult local trade and amenity organisations about the proposal.  If an order 

is approved, the LPA are required to review it at least at five-yearly intervals, taking account of 

changes which may have occurred in the locality meantime.  Further advice on the designation of 

Areas of Special Control is given in DOE Circular 5/92 (WO 14/92). 

 

The secretary of state's direction-making power 

28. Regulation 7 of the Control of Advertisements Regulations enables the Secretary of State, 

subject to prior consideration of any objections, to make a statutory direction which effectively 

removes the benefit of the "deemed consent" provisions for any of the particular Classes of 

advertisement specified in Schedule 3 to the Regulations (except for three minor exceptions) in a 

defined area, or a particular place, either for a limited period or indefinitely, in response to a LPA's 

proposal.  Before a direction is made, the Secretary of State will expect the LPA to show that it 

would improve visual amenity and there is no other way of effectively controlling the display of 

that particular Class of advertisement.  As part of this process, LPAs will be asked to submit a fully 

reasoned statement; this will need to show that the particular "deemed consent" provisions are 

environmentally unsatisfactory in the area or place for which the direction is proposed. The 
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statement should deal with the adverse effects on visual amenity; describe the remedial steps 

already taken to minimise these effects; give details of prosecutions for any illegal displays; and 

assess the likely consequences of making the direction.  The comments of interested organisations, 

and individuals whose interests would be affected by the making of a direction, should be sought as 

part of the process of deciding whether a direction is apt.  The use of this power has been extremely 

limited, for example to prevent the display with "deemed consent" of estate agents' boards in 

certain conservation areas of high residential amenity value in the Royal Borough of Kensington & 

Chelsea, the City of Westminster, the London Borough of Camden and the City of Bath. 

 

The power to discontinue "deemed consent" advertisements 

29. The right to display specified Classes of advertisement with "deemed consent" is subject to the 

LPA's discretion to issue what is called a "discontinuance notice", requiring an advertisement 

display, or the use of an advertisement site, to stop.  This discretionary power may be used only 

where the LPA consider that an advertisement, or the use of an advertisement site, is causing 

substantial injury to amenity or endangering public safety. When the LPA issue a discontinuance 

notice, they must ensure that the notice states: 

 

     -     The advertisement or advertisement site where the display or use must stop; 

     -     The reasons why they consider that the display or use should stop; 

     -     The effective date of the notice (which must be not less than eight weeks after it is 

           Served); 

     -     The period within which the display or use must stop. 

 

There is a right of appeal to the Secretary of State against a discontinuance notice.  Like the LPA, 

the Secretary of State will consider whether the notice is necessary to remedy a "substantial injury 

to amenity" or a "danger to members of the public". 

 

The operation of the advertisement control system 

30. The advertisement control system must operate speedily and efficiently. Premises quite often 

change hands at short notice and the new owner or occupier may wish to open for business quickly 

to cover his rent and starting-up expenses. To that end, he will need to identify the premises 

immediately with the name of the business or the services it provides.  These details may have been 

included in linked applications for both planning permission and advertisement consent, for 

example for a new shop-front.  But, where nothing more is required than a new fascia sign or free-

standing signboard, it is essential that an owner or occupier can obtain a quick decision about the 

acceptability of his proposals so that he can minimise the time he has to wait for the sign to be 

made. This is especially important for small businesses, which need to establish their identity 

quickly and often cannot afford the time and resources involved in submitting a range of 

advertisement options for the LPA's assessment. The decision-making process can be speeded up 

by a willingness on the part of LPAs to delegate decisions on advertisement control matters to 

suitably qualified officers. 

 

Advertisement applications and appeals to the Secretary of State 

31. As with planning applications, the normal time-limit for the LPA's decision on an 

advertisement application is eight weeks from receipt of the application. The Secretary of State 

considers that LPAs should aim to decide 80% of advertisement applications within eight weeks. 

 

32. Advertisement appeals are decided in England by the Secretary of State for the Environment, 

and in Wales by the Secretary of State for Wales.  In cases dealt with by written representations 

and a site- inspection, the long-term aim is to issue the Secretary of State's decision on the appeal 

within fifteen weeks of receiving it in 80% of appeals in England and Wales. 
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6.2.2 Statutory Instrument 1992 nº 666: Control of Advertisements 

 
Statutory Instrument 1992 nº 666  

THE TOWN AND COUNTRY PLANNING (CONTROL OF ADVERTISEMENTS) - 1992 

 

PART I - GENERAL 

Citation and commencement 

1. These Regulations may be cited as the Town and Country Planning (Control of Advertisements) 

Regulations 1992 and shall come into force on 6th April 1992. 

 

Interpretation 

2. In these Regulations: 

- "The Act" means the Town and Country Planning Act 1990; 

- "Advertisement" does not include anything employed wholly as a memorial or as a railway signal; 

- "area of outstanding natural beauty" means an area designated as such by an order made under 

section 87 of the National Parks and Access to the Countryside Act 1949; 

- "Area of special control" means an area designated by an order under regulation 18; 

- "Balloon" means a tethered balloon or similar object; 

- "Deemed consent" has the meaning given by regulation 5; 

- "Discontinuance notice" means a notice served under regulation 8; 

- "Express consent" has the meaning given by regulation 5; 

- "Illuminated advertisement" means an advertisement which is designed or adapted to be 

illuminated by artificial lighting, directly or by reflection, and which is so illuminated; 

- "National Park" has the meaning given by section 5 of the National Parks and Access to the 

Countryside Act 1949; 

- "Site" means any land or building, other than an advertisement, on which an advertisement is 

displayed; 

- "Standard conditions" means the conditions specified in Schedule 1; 

- "statutory undertaker" includes, in addition to any person mentioned in section 262(1) of the Act, 

the Civil Aviation Authority, the British Airports Authority, the British Coal Corporation, any 

public gas supplier within the meaning of Part I of the Gas Act 1986, any public electricity supplier 

within the meaning of Part I of the Electricity Act 1989, the Post Office, the National Rivers 

Authority, any water or sewerage undertaker and any telecommunications code system operator; 

and statutory undertaking shall be interpreted accordingly; 

- "Telecommunications code system operator" means a person who has been granted under section 

7 of the Telecommunications Act 1984 a licence which applies the telecommunications code to him 

in pursuance of section 10 of that Act; 

- "Vehicle" includes a vessel on any inland waterway; and 

- "Waterway" includes coastal waters. 

 

In these Regulations, "local planning authority" means: 

(a)  For land in the area of an urban development corporation, except in regulation 18, that 

corporation where it is the local planning authority for the purposes of sections 220 and 224 of 

the Act; 

(b)  for land in a National Park which is land that is not in a metropolitan county, the county 

planning authority for the area where the land is situated; and 

(c)  In any other case, the relevant district planning authority or metropolitan district or London 

borough council. 

 

Any reference in these Regulations to a person displaying an advertisement includes: 

(a)  The owner and occupier of the land on which the advertisement is displayed; 

(b)  Any person to whose goods, trade, business or other concerns publicity is given by the 

advertisement; and 

(c)  The person who undertakes or maintains the display of the advertisement. 
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Except in Class A in Schedule 2, any reference in these Regulations to the land, the building, the 

site or the premises on which an advertisement is displayed includes, in the case of an 

advertisement which is displayed on, or which consists of, a balloon, a reference to the land, the 

building, the site or other premises to which the balloon is attached and to all land, buildings or 

other premises normally occupied therewith. 

 

Application 

3. These Regulations apply to the display on any site in England and Wales of any advertisement. 

Parts II and III of these Regulations do not apply to any advertisement falling within a description 

set out in Schedule 2 provided it complies with any conditions and limitations specified in that 

Schedule; and: 

(a)  in the case of an advertisement falling within Class G, it complies with the standard 

conditions set out in paragraphs 1, 2, 3, and 5 of Schedule 1; or 

(b)  In any other case, it complies with all the standard conditions. 

 

Powers to be exercised in the interests of amenity and public safety 

4. A local planning authority shall exercise their powers under these Regulations only in the 

interests of amenity and public safety, taking account of any material factors, and in particular: 

(a)  in the case of amenity, the general characteristics of the locality, including the presence of 

any feature of historic, architectural, cultural or similar interest, disregarding, if they think fit, any 

advertisement being displayed there; 

(b)  In the case of public safety: (i)  the safety of any person who may use any road, railway, 

waterway, dock, harbour or aerodrome; and (ii)  whether any display of advertisements is likely 

to obscure, or hinder the ready interpretation of, any road traffic sign, railway signal or aid to 

navigation by water or air. 

 

In determining an application for consent for the display of advertisements, or considering whether 

to make an order revoking or modifying consent, the local planning authority may have regard to 

any material change in circumstances likely to occur within the period for which the consent is 

required or granted. 

 

Unless it appears to the local planning authority to be required in the interests of amenity or public 

safety, an express consent for the display of advertisements shall not contain any limitation or 

restriction relating to the subject matter, content or design of what is to be displayed. 

  

A consent for the display of advertisements shall take effect as consent for the use of the site for the 

purposes of the display, whether by the erection of structures or otherwise, and for the benefit of 

any person interested in the site. 

 

Requirement for consent 

5.  No advertisement may be displayed without consent granted by the local planning authority or 

by the Secretary of State on an application in that behalf (referred to in these Regulations as 

"express consent"), or granted by regulation 6 (referred to in these Regulations as "deemed 

consent"), except an advertisement displayed in accordance with paragraph (2) below. 

 

The display: 

 (a)  outside any area of special control, of such an advertisement as is mentioned in regulation 

3(2); or (b)  within an area of special control, of such an advertisement as is so mentioned, other 

than one falling within Class A in Schedule 2, is in accordance with this paragraph. 

 

PART II - DEEMED CONSENT 

 

Deemed consent for the display of advertisements 

6. - Subject to regulations 7 and 8, and in the case of an area of special control also to regulation 

19, deemed consent is hereby granted for the display of an advertisement falling within any class 



Appendix 6.2: Regulations and guidelines related to the control of commercial signs in the case study of Oxford. 

 538 

specified in Part I of Schedule 3, subject: 

(a)  To any conditions and limitations specified in that Part in relation to that class; and 

(b)  To the standard conditions. 

Part II of Schedule 3 applies for the interpretation of that Schedule. 

 

Directions restricting deemed consent 

7. - If the Secretary of State is satisfied, upon a proposal made to him by the local planning 

authority, that the display of advertisements of any class or description specified in Schedule 3, 

other than Class 12 or 13, should not be undertaken in any particular area or in any particular case 

without express consent, he may direct that the consent granted by regulation 6 for that class or 

description shall not apply in that area or in that case, for a specified period or indefinitely. 

 

Before making any such direction, the Secretary of State shall: 

(a)  where the proposal relates to a particular area, publish, or cause to be published, in at least 

one newspaper circulating in the locality, and on the same or a subsequent date in the London 

Gazette, a notice that such a proposal has been made, naming a place or places in the locality 

where a map or maps defining the area concerned may be inspected at all reasonable hours; and 

(b)  where the proposal relates to a particular case, serve, or cause to be served, on the owner and 

occupier of the land affected and on any other person who, to his knowledge, proposes to display 

on such land an advertisement of the class or description concerned, a notice that a proposal has 

been made, specifying the land and the class or description of advertisement in question. 

 

Any notice under paragraph (2) above shall state that any objection to the making of a direction 

may be made to the Secretary of State in writing within such period (not being less than 21 days 

from the date when the notice was given) as is specified in the notice. 

 

The Secretary of State shall not make a direction under this regulation until after the expiry of the 

specified period. 

 

In determining whether to make a direction, the Secretary of State: 

(a)  Shall take into account any objections made in accordance with paragraph above; 

(b)  May modify the proposal of the local planning authority if: (i) he has notified, in writing, that 

authority and any person who has made an objection or representation to him of his intention and 

his reasons for it and has given them a reasonable opportunity to respond; and (ii) the intended 

modification does not extend the area of land specified in the proposal. 

 

Where the Secretary of State makes a direction, he shall send it to the local planning authority, with 

a statement of his reasons for making it, and shall send a copy of that statement to any person who 

has made an objection in accordance with paragraph above. 

 

Notice of the making of any direction for a particular area shall be published by the local planning 

authority in at least one newspaper circulating in the locality and, unless the Secretary of State 

otherwise directs, on the same or a subsequent date in the London Gazette, and such notice shall: 

(a)  Contain a full statement of the effect of the direction; 

(b)  name a place or places in the locality where a copy of the direction and of a map defining the 

area concerned may be seen at all reasonable hours; and 

(c)  Specify a date when the direction shall come into force, being at least 14 and not more than 

28 days after the first publication of the notice. 

 

Notice of the making of any direction for a particular case shall be served by the local planning 

authority on the owner and on any occupier of the land to which the direction relates, and on any 

other person who, to the knowledge of the authority, proposes to display on such land an 

advertisement of the class or description affected. 

 

A direction for an area shall come into force on the date specified in the notice given under 
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paragraph above, and a direction for a particular case shall come into force on the date on which 

notice is served on the occupier or, if there is no occupier, on the owner of the land affected. 

 

Discontinuance of deemed consent 

8. -  The local planning authority may serve a notice requiring the discontinuance of the display of 

an advertisement, or of the use of a site for the display of an advertisement, for which deemed 

consent is granted under regulation 6 if they are satisfied that it is necessary to do so to remedy a 

substantial injury to the amenity of the locality or a danger to members of the public: but in the 

case of an advertisement within Class 12 in Schedule 3, they may not do so if the advertisement is 

also within Class F or Class G in Schedule 2. 

A discontinuance notice: 

(a)  Shall be served on the advertiser and on the owner and occupier of the site on which the 

advertisement is displayed; 

(B)  May, if the local planning authority thinks fit, also is served on any other person displaying 

the advertisement; 

(c)  Shall specify the advertisement or the site to which it relates; 

(d)  Shall specify a period within which the display or the use of the site (as the case may be) is to 

be discontinued; and 

(e)  Shall contain a full statement of the reasons why action has been taken under this regulation. 

 

Subject to paragraphs and below, a discontinuance notice shall take effect at the end of the period 

(being at least 8 weeks after the date on which it is served) specified in the notice. 

 

If an appeal is made to the Secretary of State under regulation 15, the notice shall be of no effect 

pending the final determination or withdrawal of the appeal. 

 

The local planning authority, by a notice served on the advertiser, may withdraw a discontinuance 

notice at any time before it takes effect or may, where no appeal to the Secretary of State is 

pending, from time to time vary a discontinuance notice by extending the period specified for the 

taking effect of the notice. 

 

The local planning authority shall, on serving on the advertiser a notice of withdrawal or variation 

under paragraph above, send a copy to every other person served with the discontinuance notice. 

 

PART III - EXPRESS CONSENT 

 

Applications for express consent 

9. An application for express consent shall be made to the local planning authority. 

 

Such an application shall be made on a form provided by the local planning authority and give the 

particulars required by that form. There shall be annexed to the form such plans as the authority 

requires. 

 

An applicant shall provide the local planning authority with 2 additional copies of the completed 

form and the annexed plans. 

 

The local planning authority may, if they think fit, accept an application notwithstanding that the 

requirements of paragraph (2) or (3) above are not complied with, provided the application is in 

writing. 

 

A local planning authority shall not employ a form or require the submission of plans or 

information inconsistently with any direction which the Secretary of State may have given as to the 

matter. 

 

An application for the renewal of an express consent may not be made at a date earlier than 6 
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months before the expiry of that consent. 

 

Secretary of State's directions 

10. The Secretary of State may give directions to a local planning authority, either generally or in 

relation to a particular case or class of case, specifying the kinds of particulars, plans or information 

to be contained in an application for express consent. 

Receipt of applications 

 

11. on receipt of an application for express consent, the local planning authority: 

(a) Shall send an acknowledgement in writing to the applicant and, in the case of a county 

planning authority, shall also send a copy of the application and the accompanying plans to the 

district planning authority within whose area any part of the application site is situated; 

(b)  May direct the applicant in writing to provide one of their officers with such evidence as may 

reasonably be called for to verify any particulars or information given to them. 

 

Duty to consult 

12. - Before granting an express consent, a local planning authority shall consult: 

(a) Any neighbouring local planning authority, any part of whose area appears likely to be 

affected; 

(b) Where the application relates to land in a National Park which is land that is not in a 

metropolitan county, the district planning authority for the area in which the land is situated; 

(c) Where they consider that a grant of consent may affect the safety of persons using any trunk 

road (as defined in section 329 of the Highways Act 1980[6]) in England, the Secretary of State 

for Transport; 

(d) Where they consider that a grant of consent may affect the safety of persons using any 

railway, waterway, dock, harbour or aerodrome (civil or military), the person responsible for the 

operation thereof, and, in the case of coastal waters, the Corporation of Trinity House. 

 

The local planning authority shall give anyone whom they are required to consult at least 14 days' 

notice that the relevant application is to be considered and shall take into account any 

representations made by any such person. 

 

Power to deal with applications 

13. - Subject to regulation 19, where an application for express consent is made to the local 

planning authority, they may: 

(a) Grant consent, in whole or in part, subject to the standard conditions and, subject to 

paragraphs (3) to (6) below, to such additional conditions as they think fit; or 

(b) Refuse consent; or 

(c) Decline to determine the application in accordance with section 70A[7] of the Act, which 

shall apply in relation to the application subject to the modifications specified in Part I of 

Schedule 4, the provisions of that section as modified being set out in Part II of that Schedule. 

 

An express consent may be: 

(a)  For the display of a particular advertisement or advertisements with or without illumination, 

as the applicant specifies; 

(b) For the use of a particular site for the display of advertisements in a specified manner, 

whether by reference to the number, sitting, size or illumination of the advertisements, or the 

structures intended for such display, or the design or appearance of any such structure, or 

otherwise; or 

(c)  For the retention of any display of advertisements or the continuation of the use of a site 

begun before the date of the application. 

 

The conditions imposed under paragraph (1) (a) above may in particular include conditions: 

(a)  Regulating the display of advertisements to which the consent relates; 

(b) Regulating the use for the display of advertisements of the site to which the application 
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relates or any adjacent land under the control of the applicant, or requiring the carrying out of 

works on any such land; 

(c) Requiring the removal of any advertisement or the discontinuance of any use of land 

authorised by the consent, at the end of a specified period, and the carrying out of any works 

required for the reinstatement of the land. 

 

The local planning authority shall not, under paragraph (1)(a) above, impose any condition in 

relation to the display of an advertisement within any class specified in Schedule 3 more restrictive 

than those imposed by that Schedule in relation to that class. 

 

Subject to paragraph above, an express consent shall be subject to the condition that it expires at 

the end of: 

(a)  Such period as the local planning authority may specify in granting the consent; or 

(b)  Where no period is so specified, a period of 5 years. 

 

A local planning authority may specify a period under paragraph (a) above as a period running 

from the earlier of the following, namely the date of the commencement of the display or a 

specified date not later than 6 months after the date on which the consent is granted. 
 

Notification of decision 

14. - The grant or refusal of an express consent by a local planning authority shall be notified in 

writing to the applicant within a period of 8 weeks from the date of the receipt of the application or 

such longer period as the applicant may, before the expiry of that period, agree in writing. 
 

The authority shall state in writing their reasons for: 

(a)  Any refusal of consent in whole or in part; 

(b) Any decision to impose any condition under regulation 13(a) on a consent, except a condition 

specified in Schedule 3 in relation to a class within which the advertisement falls; and 

(c) Any condition whereby the consent expires before the expiry of 5 years from the date on 

which it is granted, except when the consent is granted for the period for which it was applied 

for. 

 

Appeals to the Secretary of State 

15. - Sections 78 and 79 of the Act shall apply, in relation to applications for express consent under 

these Regulations, subject to the modifications specified in Part III of Schedule 4. 

 

The provisions of those sections, as modified under paragraph above, are set out in Part IV of that 

Schedule. 

 

Where a discontinuance notice is served under regulation 8, sections 78 and 79 of the Act shall 

apply subject to the modifications specified in Part V of Schedule 4. 

 

Revocation or modification of express consent 

16. - If a local planning authority is satisfied that it is expedient, they may by order revoke or 

modify an express consent, subject to paragraphs (2) to (7) below. 

 

An order under paragraph (1) above shall not take effect without the approval of the Secretary of 

State. When an authority submit an order under paragraph (1) above to the Secretary of State for 

approval, they shall serve notice on the person who applied for the express consent, the owner and 

the occupier of the land affected and any other person who, in their opinion, will be affected by the 

order, specifying a period of at least 28 days from the service of the notice within which objection 

may be made. 

 

If, within the period specified in the notice, an objection to the order is received by the Secretary of 

State from any person on whom notice was served, the Secretary of State shall, before approving 
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the order, give to that person and to the local planning authority an opportunity of appearing before 

and being heard by a person appointed by him. 

 

The power to make an order under this regulation may be exercised: 

(a)  In a case which involves the carrying out of building or other operations, at any time before 

those operations have been completed; 

(b)  In any other case, at any time before the display of advertisements is begun. 

 

In a case to which paragraph (5) (a) above applies, the revocation or modification of consent shall 

not affect such operations as have already been carried out. 

 

The Secretary of State may approve an order submitted to him under this regulation either without 

modification or subject to such modifications as he considers expedient. 

 

Compensation for revocation or modification 

17. - Where: 

(a)  An order under regulation 16 takes effect; and 

(b) Within 6 months of its approval a claim in writing is served on the local planning authority, 

either by delivery at or by post to their offices, 

The authority shall pay compensation to the claimant for any loss or damage suffered in the 

circumstances and to the extent specified in paragraph (2) below. 

 

Compensation is payable if, and to the extent that, the claimant has: 

(a) Incurred expenditure in carrying out abortive work, including the preparation of plans or 

similar material; 

(b) Otherwise sustained loss or damage directly attributable to the order, other than loss or 

damage consisting of any depreciation in value of any interest in land, 

But excluding any work done, or loss or damage arising out of anything done or not done, before 

the grant of consent. 

 

PART IV - AREAS OF SPECIAL CONTROL 

 

Area of Special Control Orders 

18. -  Every local planning authority shall from time to time consider whether any part or additional 

part of their area should be designated as an area of special control. 

 

An area of special control shall be designated by an area of special control order made by the local 

planning authority and approved by the Secretary of State, in accordance with the provisions of 

Schedule 5. 

 

An area of special control order may be revoked or modified by a subsequent order made by the 

authority and approved by the Secretary of State, in accordance with the provisions of Schedule 5. 

 

Where an area of special control order is in force, the local planning authority shall consider at least 

once in every 5 years whether it should be revoked or modified. 

 

Before making an order under this regulation, a local planning authority shall consult: 

(a) Where it appears to them that the order will be likely to affect any part of the area of a 

neighbouring local planning authority, that authority; 

(b) Where the order will relate to any land in a National Park which is land that is not in a 

metropolitan county, any district planning authority within whose area any of that land is 

situated. 

 

A local planning authority shall not exercise their power under this regulation in the interests of 

public safety within the meaning of regulation 4(1). 
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Control in areas of special control 

19. - Subject to the provisions of this regulation, no advertisements may be displayed in an area of 

special control unless they fall within: 

(a)  Classes B to J in Schedule 2; 

(b)  Classes 1 to 3, 5 to 7 and 9 to 14 in Schedule 3; 

(c)  Paragraph (2) below. 

 

Advertisements of the following descriptions displayed with express consent come within this 

paragraph: 

(a) Hoardings or similar structures to be used only for the display of notices relating to local 

events, activities or entertainments; 

(b) Any advertisement for the purpose of announcement or direction in relation to buildings or 

other land in the locality, where reasonably required having regard to the nature and situation of 

such buildings or other land; 

(c) Any advertisement required in the interests of public safety; 

(d) Any advertisement which could be displayed by virtue of paragraph (1)(b) above but for some 

non-compliance with a condition or limitation imposed by Schedule 3 as respects size, height 

from the ground, number or illumination or but for a direction under regulation 7; 

(e)  Any advertisement within Class 4A, 4B or 8 in Schedule 3. 

Express consent may not be given for the display in an area of special control of an illuminated 

advertisement falling within sub-paragraph (2) (a) or (b) above. 

 

Without prejudice to paragraph (2) above, where an area is designated as an area of special control, 

advertisements within paragraph (5) below which are being displayed immediately before the 

relevant order comes into force may continue to be displayed, but only for the period specified in 

relation thereto in that paragraph. 

 

The advertisements and specified periods mentioned in paragraph (4) above are: 

(a) Any advertisement within Class 4A or 4B in Schedule 3 for which express consent has not 

been granted, 5 years from the date on which the order comes into force; 

(b) Any advertisement within Class 8 for which express consent has not been granted, 1 year 

from the date on which the order comes into force or 2 years from the date on which the 

advertisement was first displayed, whichever period expires later; 

(c) Any advertisement for which express consent has been granted, 6 months from the date on 

which the order comes into force or for the remainder of the period of the express consent, 

whichever period expires later. 

 

Nothing in paragraphs (1) to (5) above shall: 

(a) Affect a notice served at any time under regulation 8; 

(b) Override any condition imposed on a consent, whereby an advertisement is required to be 

removed; 

(c) Restrict the powers of a local planning authority, or of the Secretary of State, in regard to any 

contravention of these Regulations; 

(d) Render unlawful the display, pursuant to express consent or to Class 14 in Schedule 3, of an 

advertisement mentioned in paragraph 2(d) or (e) above. 

 

PART V - MISCELLANEOUS 

 

Repayment of expense of removing prohibited advertisements 

20. The time limit prescribed for the purpose of making a claim for compensation under section 

223 of the Act for the recovery of expenses reasonably incurred is a period of 6 months from the 

completion of the works. 

Register of applications 

21. - Every local planning authority shall keep a register containing particulars of: 
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(a) Any application made to them for express consent for the display of an advertisement, 

including the name and address of the applicant, the date of the application and the type of 

advertisement concerned; 

(b) Any direction given under these Regulations relating to the application; 

(c) The date and effect of any decision of the local planning authority on the application; 

(d) The date and effect of any decision of the Secretary of State on an appeal. 

 

The register shall include an index to enable a person to trace any entry therein. 

Any part of the register which relates to land within a particular part of the area of a local planning 

authority may be kept at a place within or convenient to that part of their area. 

 

Subject to paragraph (3) above, the register shall be kept at the office of the local planning 

authority. 

 

Every entry in the register consisting of particulars of an application shall be made within 14 days 

of the receipt of that application. 

 

The register shall be open to public inspection at all reasonable hours. 

 

Directions requiring information 

22. The Secretary of State may give a direction to a local planning authority, or to such authorities 

generally, requiring them to provide him with information required for the purpose of any of his 

functions under these Regulations. 

 

Exercise of powers by the Secretary of State 

23. - If it appears to the Secretary of State, after consultation with the local planning authority, that: 

(a) A discontinuance notice should be served under regulation 8; or 

(b) An area of special control order, or an order revoking such an order, should be made under 

regulation 18, he may himself serve such a notice or make such an order. 

 

Where the Secretary of State proposes to exercise his powers under paragraph (1) above, the 

provisions of regulations 8 and 15 (in relation to sub-paragraph (a)), and of regulation 18 and 

Schedule 5 (in relation to sub-paragraph (b)), shall apply as they apply to the action of a local 

planning authority, with such modifications as may be necessary. 

 

Discontinuance notice in respect of authority's advertisement 

24. - If the Secretary of State is satisfied that it is necessary to remedy a substantial injury to the 

amenity of the locality or a danger to members of the public, he may serve a discontinuance notice 

under regulation 8 in relation to an advertisement within Class 1B in Schedule 3. 

 

Paragraphs (2), (5) and (6) of regulation 8 shall apply to a discontinuance notice to which 

paragraph (1) above applies as if references to the local planning authority were references to the 

Secretary of State. 

 

Paragraph (3) of regulation 15 shall apply to a discontinuance notice to which paragraph (1) above 

applies, with such modifications as may be necessary. 

 

Extension of time limits 

25. The Secretary of State may, in any particular case, extend the time within which anything is 

required to be done under these Regulations or within which any objection, representation or claim 

for compensation may be made. 

 

Cancellation or variation of directions 

26. Any power conferred by these Regulations to give a direction includes power to cancel or vary 

the direction by a subsequent direction. 
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Contravention of Regulations 

27. A person displaying an advertisement in contravention of these Regulations shall be liable on 

summary conviction of an offence under section 224(3) of the Act [9] to a fine of an amount not 

exceeding level 3 on the standard scale and, in the case of a continuing offence, one-tenth of level 3 

on the standard scale for each day during which the offence continues after conviction. 

 

Statutory Instruments revoked 

28. The Town and Country Planning (Control of Advertisements) Regulations 1989[10], the Town 

and Country Planning (Control of Advertisements) (Amendment) Regulations 1990[11] and the 

Town and Country Planning (Control of Advertisements) (Amendment) (No. 2) Regulations 

1990[12] are hereby revoked. 

 

Michael Heseltine 

Secretary of State for the Environment 

11th March 1992 

David Hunt 

Secretary of State for Wales 

11th March 1992 

 

6.2.3 Shopfronts and Advertisements in historic towns 

 

The Shopfronts and Advertisements in historic towns guideline, published by The English Historic 

Towns Forum, was consulted in its print format. Source: Bore, J.; Bowley, C.; Figueiredo, P. de; 

Green, N. & Rose, D. (1991). Shopfronts & Advertisements in Historic Towns. England: The 

English Historic Towns Forum. 

 

6.2.4 Oxford Local Plan 2001-2016 (section 12.8) 

 

ADOPTED OXFORD LOCAL PLAN 2001-2016 - NOVEMBER 2005 

SECTION 12.0 - RETAIL AND COMMERCIAL LEISURE 

 

Sub-sections of the Section 12.0 of the Local Plan: 

12.0 Retail and Commercial Leisure                      

12.1 Introduction                                            

12.2 Oxford Retail Hierarchy               

12.3 Mix of Uses in Shopping Centres                             

12.4 Retail Developments              

12.5 Environmental Improvements to the City and District Centres    

12.6 Out-of-Centre Retailing           

12.7 Food and Drink Outlets               

12.8 Shop Fronts and Advertisements        

12.9 Commercial Leisure     

 

12.8  SHOPFRONTS AND ADVERTISEMENTS  

  

Shop Fronts and Fascias  

12.8.1 The design and materials used for fascias and the lettering placed on them needs careful 

attention.  The shop front should be proportionate to the building as a whole and the fascia should 

be proportionate to the shop front.  The shop front should always be seen as an integral part of the 

whole facade of the building. New shop fronts offer an important opportunity to enhance the visual 

appearance of the street scene and therefore a high standard of design is required.  
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POLICY RC.13 - SHOPFRONTS  
 

Planning permission will only be granted for new shop fronts whose design and materials respect the style, 

proportions and character of the existing building and enhance the street scene.  
 

 

Advertisements  

12.8.2 The City Council considers that illuminated fascia signs can add to the vitality of the City 

centre. However, we prefer individually illuminated letters on an opaque background or external 

illumination, rather than intense illumination. One single projecting sign per occupier at a fascia 

level is considered appropriate.  In general, we will resist advertisements on the upper floors.  

  

12.8.3 The highest standards of advertisement and shop signs are required in sensitive locations of 

the City centre outside the primary shopping areas, such as parts of High Street, Broad Street, and 

other historic streets. Discretion in the use of illuminated advertisements is positively encouraged 

to protect the special character and appearance of these streets and the individual historic buildings.  

  

12.8.4 Advertisement consent is controlled by the Town and Country Planning (Control of 

Advertisements) Regulations 1992.   

  
POLICY RC.14 - ADVERTISEMENTS  
 

Advertisement consent will be granted for outdoor advertisement design proposals that:  

A. suits their visual setting, in terms of scale, design, appearance and materials;  

B. preserve or enhance the visual amenity of the building; and  

C. does not significantly prejudice highway safety or residential amenity. 
 

 

Shutters and Canopies  

12.8.5 The City Council wishes to ensure that external security shutters, awnings, blinds and 

canopies are integrated into the shopfront. The design and materials used should respect the 

character of the building and not appear unduly prominent in the street scene.  

 
POLICY RC.15 - SHUTTERS AND CANOPIES  
 

Planning permission will only be granted for external grilled security shutters,  awnings, blinds and 

canopies on shopfronts which:  

A. are integrated into the design of the shopfront; and  

B. use sympathetic materials that respect the character of the building, its setting and the street scene. 
 

 

Cash point machines  

12.8.6 The location of cash point machines needs to be assessed to ensure they do not detract from 

the character of the building, or cause pedestrian or highway safety problems.  

 
POLICY RC.16 - CASHPOINT MACHINES  
 

Planning permission will only be granted for external cash point machines on buildings where their use or 

position would not:  

A. visually detracts from the character of the building;  

B. compromise pedestrian or highway safety;  

C. cause obstruction from queues;  

D. result in the loss of cycle parking; and  

E. cause safety problems for people using the machines. 
 

 

Fly posting  

12.8.7 Indiscriminate fly posting around Oxford can detract from the character and quality of the 

environment. The City Council will discourage fly posting by encouraging existing and 

establishing appropriate new poster sites for advertising events.  
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POLICY RC.17 - FLYPOSTING  
 

Where appropriate, the City Council will use its planning powers to discourage fly posting and other forms 

of unauthorised advertising by:  

A. promoting the use of existing poster sites;  

B. identifying suitable additional sites for advertising events; and  

C. attaching planning conditions to ensure that site hoardings are specifically designed to deter fly posting 

and graffiti. 
 

 

6.2.5 Planning Act 1990: Listed Buildings and Conservation areas 

 

The Planning Act 1990, published by The Stationery Office Limited, was consulted in its 

print format. Source: Stationery Office. (2002). Planning Act - Listed Buildings and 

Conservation Areas, Act 1990: Elizabeth II. C. 9. Great Britain.  
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Appendix 6.3 

 

 

Regulations and guidelines related to the control of commercial signs in 

the case study of Gramado 
 

 

This research analysed the following regulations and guidelines related to the control of 

commercial signage in the case study of Gramado: (i) the former commercial signage 

control, the Municipal law nº 1255/1994; (ii) the current commercial signage control, the 

Decree of law nº 036/2005; and (iii) the new law that has been analysed by the City 

Councillors, the Code of Postures. These regulations and guidelines are presented below in 

Portuguese, as the originals are 
1
. The main issues related to these are discussed in English 

in Chapter Six (see Table 6.3). 

 

6.3.1 Former commercial signage control: the Municipal law nº 1255/94 

 
LEI MUNICIPAL Nº 1.255/94 

 

“Dispoe e disciplina publicidade ao ar livre e da outras providencias”. 

 

PEDRO HENRIQUE BERTOLUCCI, Prefeito Municipal de Gramado (RS), no uso legal de suas 

atribuicoes. FACO SABER que a Camera Municipal de Vereadores aprovou e eu sanciono e 

promulgo a seguinte Lei: 

 

I - CONSIDERACOES GERAIS 

 

ARTIGO 1º: 

Considera-se publicidade ao ar livre, a veiculada por meio de letreiros ou anuncios, assim 

entendidos, aqueles afixados nos logradouros publicos, em locais visiveis desses ou expostos ao 

publico, para a indicacao de referencia de produtos, de servico ou de atividades. 

 

Paragrafo Primeiro: 

Consideram-se letreiros, as indicacoes colocadas no proprio local, sobre paredes, muros 

construcoes existentes, onde a atividade e exercida, desde que contenham apenas o nome do 

estabelecimento, a marca ou logotipo, atividade principal, endereco e telefone. 

 

Paragrafo Segundo: 

Consideram-se anuncios, as indicacoes de referencias de produtos, de servico, atividades por meio 

de placas, cartazes, paineis, out-doors ou similares, colocados em local estranho aquele em que a 

atividade e exercida, ou no proprio local, ou quando as referencias exorbitem o contido paragrafo 

anterior. 

 

ARTIGO 2º: 

Fica estabelecido que dentro do perimetro urbano, toda e qualquer publicidade ao ar livre, devera 

ter licenca previa da Sevretaria Municipal do Governo e Planejamento, bem como alvara expedido 

atraves da Secretaria Municipal da Fazenda, por prazo maximo de um (01) ano. 

 

                                                 
1 In the Brazilian context, translation of laws to other languages is not recommended because it can cause 

changes in the meaning of the articles and procedures of the legislation. 
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II - DAS FORMALIDADES 

 

ARTIGO 3º 

Para obter alvara de publicidade, os interessados deverao preencher requerimento que contera: 

1 - Nome completo do proprietario do estabelecimento; 

2 - Local onde sera fixada a publicidade; 

3 - Nome da empresa publicitaria que executara o servico e o respectivo numero do alvara de 

funcionamento no Municipio; 

4 - Desenho da publicidade, devidamente cotada, constando conforme o meio de publicidade: 

a) Disposicao em relacao a fachada do predio ou terreno; 

b) Altura em relacao ao passeio e distancia do meio fio; 

c) Tipo do suporte sobre o qual sera assentada a publicidade. 

 

ARTIGO 4º 

Deverao, os interessados em obter alvara de publicidade, apresentar titulo que comprove a 

propriedade onde sera exposta a publicidade ou autorizacao respectiva, caso o imovel pertenca a 

terceiros. 

 

ARTIGO 5º 

Os requerimentos a serem preenchidos serao padronizados e estarao a disposicao junto a Secretaria 

Municipal de Governo e Planejamento. 

 

ARTIGO 6º 

Nos veiculos de publicidade nao considerados modelos padrao da Prefeitura Municipal de 

Gramado, devera constar o numero do alvara que autorizou a respectiva exposicao. 

 

III - DOS REQUISITOS 

 

ARTIGO 7º 

Deverao ser observados os seguintes requisitos para a colocacao de publicidade: 

 

1 - Para cada estabelecimento, podera ser utilizada uma area para letreiro ou anuncio, nunca 

superior a terca parte do comprimento da fachada do proprio estabelecimento, multiplicado por 1 

(um) metro. 

 

2 - No caso de mais de um estabelecimento no terreo de uma mesma edificacao, a area destinada a 

publicidade, devera ser subdividida proporcionalmente entre todos, e ainda com aqueles situados 

acima do terreo. 

 

3 - Letreiros e anuncios perpendiculares a fachada, nao poderao ultrapassar 1,30 m de balanco e 

deverao permitir uma altura livre de 2,50 m. 

 

4 - Letreiros e anuncios localizados a menos de 10 metros de esquina, deverao ter sua posicao 

paralela a fachada, nao podendo distar do plano desta, mais de 0,20 m. 

 

5 - As publicidades expostas em terrenos nao edificados, tem sua colocacao, condicionada a capina 

e remocao de detritos durante o tempo em que a mesma estiver exposta. 

 

6 - No caso do inciso anterior, as publicidades deverao observar: 

a) as dimensoes maximas de 0,70 m² por metro linear da testada do terreno. 

b) o limite maximo de 10 m². 

c) A maior dimensao nao podera ultrapassar 6 m obrigatorio. 
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ARTIGO 8º 

Fica estabelecido para a area do perimetro urbano, em todas as zonas de uso, que nas areas dos 

terrenos entendidos como recuo obrigatorio, de alargamento e/ou jardim, a proibicao de qualquer 

placa ou elemento publicitario que nao seja as placas modelos padrao municiplal nº 01, em anexo 

(Figure 6.2.1). 

 

Paragrafo Primeiro: 

Nos lotes que fazem frente para as rodovias de acesso: 

 

RS-235 (GRAMADO-TAQUARA), trecho compreendido entre o portico do Bairro Varzea Grande 

ate a praca Leopoldo Rosenfeld; 

 

RS-115 (GRAMADO-NOVA PETROPOLIS), trecho compreendido entre a Rua Ver. Floriano 

Petersen, ate a divisa dos municipios de Gramado e Canela (Av. Das Hortensias), so serao 

permitidos o uso da placa padrao modelo nº 01, do trecho que compreende o limite do passeio 

publico (calcada) ate o estabelecimento comercial. 

 

Paragrafo Segundo: 

Serao permitidos outros tipos de placas ou publicidade, nos trechos referidos no paragrafo anterior, 

dentro da area de recuo obrigatorio, apenas para postos de abastecimento de combustiveis, 

revendedores de veiculos autorizados que possuirem e comprovarem a existencia de plantao de 

antendimento aos fns de semana e locais destinados a prestacao de servico na area de saude 

publica. 

 

ARTIGO 9º 

Em casos especiais, a Secretaria Municipal de Governo e Planejamento podera admitir publicidade 

com dimensoes superiores as exigidas na presente Lei, quando necessario, temporariamente, para 

eventos realizados pelo Municipio. 

 

ARTIGO 10º 

Podera ser exigida dos interessados para colocacao de publicidades, prova de seguro de 

responsabilidade civil, caso o vericulo publicitario possa apresentar indicios de risco a seguranca 

publica. 

 

ARTIGO 11º 

Quando se tratar de exposicao de publicidade em passeios publicos (calcadas), serao permitidas a 

utilizacao de publicidade, em conformidade com a floreira padrao municipal modelo nº 02, desde 

que: 

a) Seu uso seja autorizado pela Prefeitura Municipal. 

b) Sua colocacao sobre o passeio publico, devera estar no meio da testada frontal do lote. 

c) Quando se fizer necessaria a utilizacao de mais uma floreira padrao, a exemplo de galerias, 

centros comerciais e outros, devera ser apresentado a Secretaria Municipal de Governo e 

Planejamento, projeto de viabilidade, contendo o estudo e posicionamento das mesmas, a qual 

deliberara pela sua utilizacao ou nao. 

d) Serao permitidas nas esquinas, a colocacao das floreiras padrao, localizadas abaixo dos 

postes permitidos por lei. 

e) Serao removidos das vias publicas a qualquer tempo as floreiras padrao – modelo nº 02 – 

quando estas estiverem em descordo com a Lei, referente: ao modelo, a falta de alvara de 

licenca, ao uso indevido, bem como, pelo estado do material e ou da vegetacao utilizada. 

f) Os servicos de manutencao das floreiras padrao modelo nº 02 sao de inteira responsabilidade 

do usuario. 

g) Deverao as floreiras padrao nº 02, possuirem dispositivo de fixacao ao passeio publico, a fim 

de manter sua estabilidade. 

h) Fica a cargo do usuario a total responsabilidade por eventuais acidentes que possam occorer 

na via publica pela utilizacao da floreira padrao modelo nº 02. 
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ARTIGO 12 º 

A criterio da Secretaria Municipal de Governo e Planejamento, poderao ser admitidos, atraves de 

licenca: 

a) Decoracoes e faixas temporarias, relativas a eventos populares, religiosos, culturais, civicos 

ou de interesse publico nas vias e logradouros publicos. 

b) Publicidade movel, sonora ou nao. 

c) Paines artisticos em muros ou paredes em dimensioes variadas. 

d) Inscricoes em vitrines e publicidades sonoras no proprio estabelecimento em ocasios 

especiais. 

e) Publicidade em setores historicos, unidades de preservacao e areas verdes. 

 

IV – PENALIDADES 

 

ARTIGO 13 º 

Constitui infracao punivel nos termos da lei: 

I- A exibicao de publicidade: 

a) sem alvara ou licensa necessaria para os casos especificos desta Lei; 

b) em desacordo com as caracteristicas aprovadas; 

c) em mau estado de conservacao; 

d) alem do prazo de alvara ou licensa. 

 

II- A nao retirada da publicidade no prazo determinado pela notificacao, que sera de no maximo 20 

(vinte) dias. 

 

III- A inobservancia de qualquer item disposto nesta Lei. 

 

ARTIGO 14 º 

Findo o prazo de notificacao, verificada a persistencia da irregularidade, o orgao fiscalizador do 

Municipio fara a retirada da pintura ou a remocao da publicidade as expensas do infrator, sendo 

cobrada uma multa no valor de 5 (cinco) URV’s por metro quadrado da area de publicidade. 

Quando da retirada do material o mesmo ficara retido no deposito do Municipio arte o devido 

pagamento, ou pelo prazo de 90 (noventa) dias. Apos este periodo, os materiais nao retirados, 

ficarao de propriedade do Municipio para serem ultilizados pelo mesmo. 

 

V – DOS VALORES 

 

ARTIGO 16 º 

a) Serao cobradas taxas de publicidade das floreiras padrao municipal Modelo 02, que estiverem 

localizadas nas esquinas na ordem de 10 (dez) URV’s por unidade, mensalmente. 

b) Estao insentos de cobrancas de taxas, os LETREIROS que atenderem a presente Lei, conforme 

dispoe o artigo primeiro, paragrafo primeiro. 

c) A taxa de publicidade de ANUNCIOS e OUT-DOORS, sera cobrado na ordem de 10 (dez) 

URV’s por metro quadrado, mensalmente; desde que localizada dentro do perimetro urbano. 

 

ARTIGO 17 º 

Quaisquer inscricoes diretas nos toldos, marquises ou paredes, expostas em locais ou atividades 

nao e exervida, serao levadas em consideracao para efeito de calculo da area de publicidade 

exposta, de acordo com suas caracteristicas. 

 

ARTIGO 18 º 

A mudanca de localizacao de anuncios, dentro do periodo de concessao do alvara, exigira um novo 

pagamento. 
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ARTIGO 19 º 

Sao insentas do pagamento, as placas indicativas de profissionais responsaveis pela execicao de 

obras, de acordo com o exigido pelo Conselho Regional de Engenharia, Arquitetura e Agronomia 

do Estado do RS. 

 

ARTIGO 20 º 

Os casos omissos nesta Lei, serao sempre apreciados pela Secretaria Municipal de Governo e 

Planejamento. 

 

ARTIGO 21 º 

Os projetos de placas padrao municipal modelo 01 e floreira padrao municipal modelo 02, passam 

a fazer parte integrante da presente Lei. 

 

ARTIGO 22 º 

Revogadas as disposicoes em contrario, especialmente a Lei Municipal nº 838/87, esta Lei entrara 

em vigor na data de sua publicacao. 

 

GABINETE DO PREFEITO, 24 de maio de 1994. 

 

PEDRO HENRIQUE BERTOLLUCCI 

Prefeito Municipal 

 

Registre-se e Publique-se em 24 de maio de 1994. 

 

Commercial signage encouraged by the former Municipal law nº 1255/94  

 

                             Commercial sign 1                                      Commercial sign 2 

                  (allowed at the front of buildings)                      (allowed on the sidewalk) 

                               
 

6.3.2 Current commercial signage control: the Decree of Law nº 036/2005 

 

DECRETO N.0 036/2005 

 

Regulamenta a colocacao de engenhos publicitarios como placas, out-doors, totens, faixas, 

cartazes, floreiras, entre outros, na via publica, em terrenos publicos ou privados. 

 

PEDRO HENRIQUE BERTOLUCCI - Prefeito Municipal de Gramado decreta: 
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Art. 1.0 Fica proibido em todo o Municipio de Gramado, a colocacao de qualquer engenho 

publicitario como placas, out-doors, totens, faixas, cartazes, mesmo que temporarios, panfletos, 

floreiras, e qualquer material publicitario a fins, na via publica, em terrenos publicos ou privados. 

 

Art. 2.0 Serao autorizadas, mediante solicitacao e pagamento de taxa, conforme preve o Codigo 

Tributario do Municipio, os seguintes engenhos publicitarios: 

I) Placas “Modelo Padrao” (Figure 6.3.2), em terrenos privados, conforme anexo I, que faz parte 

integrante deste Decreto, respeitando os afastamentos previstos no mesmo; 

II) Placas de empreendimentos, construcoes e parcelamentos do solo, ou outros no local do 

empreendimento e com area maxima de 6 m²; 

III) Distribuicao de panfletos, desde que o material seja distribuido diretamente ao publico; 

IV) Casos especiais, nao previstos serao analisados pelo Conselho do Plano Diretor e 

CONDEMA, que analisarao o impacto causado. 

 

Art. 3.0 Estao isentas do previsto nos artigos 10 e 20 deste Decreto, os seguintes elementos 

publicitarios: 

I) Placas de “venda de imoveis”, dentro de terreno particular com area maxima de 0,60 m², e 

quando houver mais de um corretor ou imobiliaria encarregada da venda, as placas devem ser 

dispostas de forma alinhada; 

II) Placas de profissionais de engenharia e arquitetura e afins, quando fixadas na respectiva obra 

e com area maxima de 1m², quando for mais de uma devem estar dispostas de forma alinhada; 

III) Elementos publicitarios de interesse publico e de eventos, publicos ou privados, quando 

autorizados pelo orgao responsavel da Prefeitura. 

 

Art. 4.0 Os interessados em enquadrar-se no que preve o art. 20, incisos I e II, III e IV deverao 

encaminhar requerimento, junto ao Protocolo Geral da Prefeitura, acompanhado do documento do 

terreno ou contrato de locacao quando for o caso onde se pretenda colocar o engenho publicitario, 

com um “croquis”, localizando-o dentro do mesmo. 

 

Art. 5.0 Todos os engenhos publicitarios existentes no Municipio de Gramado e em desacordo com 

o presente Decreto, terao o prazo de 15 (quinze) dias a contar da publicacao deste Decreto para se 

adequarem no mesmo. 

 

Art. 6.0 Decorrido o prazo previsto no art 5.0, o proprietario ou responsavel recebera notificacao 

preliminar, para que proceda a retirada do elemento publicitario, devendo efetua-la no prazo 

maximo de 10(dez) dias. 

 

§ 1.0 Decorrido o prazo previsto no caput estara o infrator sujeito a penalidade prevista no Codigo 

Tributario Municipal e demais sancoes previstas em lei, promovendo o Municipio a retirada do 

engenho publicitario, o qual ficara a disposicao do contribuinte para retirada, na Secretaria de 

Obras do Municipio, nao podendo, no entanto, ser reutilizado como elemento publicitario. 

 

§ 2.0 Os custos referentes a retirada do elemento publicitario, correrao por conta do infrator. 

 

§ 3.0 O engenho publicitario recolhido pelo Municipio e que nao for retirado no prazo maximo de 

10(dez) dias sera incinerado ou utilizado para obras de carater social, quando for o caso. 

 

Gramado, 19 de abril de 2005. 

PEDRO HENRIQUE BERTOLUCCI 

Prefeito Municipal 

 

Registre-se e Publique-se 

Em 19/04/2005. 

                             Marcia Masotti                                               Vonei Benetti 

                Secretaria da Administracao                              Secretario de Planejamento 
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The only new commercial signage allowed in the city centre. 
 

    
 

6.3.3 New law that has been analysed by the City Councillors: the Code of Postures 

 

TITULO VI (CHAPTER VI) - DA PUBLICIDADE E PROPAGANDA 

 

Art. 82. Toda e qualquer publicidade ou propaganda seja por qualquer processo, nas vias ou 

logradouros publicos do Municipio, nos veiculos nele licenciados, nos lugares de acesso comum ou 

nos lugares que, pertencendo ao dominio privado, bem como nas faixas de dominio de rodovia 

estaduais, sejam visiveis ou perceptiveis pelo publico, devera ter previa autorizacao do Municipio, 

a licenca sera concedida por 01 (um) ano e os valores serao fixados conforrne a tabela do anexo IV 

do Codigo Tributario Municipal. 

Pena: media. 

 

Art. 83. Entende-se por engenhos ou veiculos de publicidade ou propaganda, entre outros: 

I - os cartazes, letreiros, panfletos, folhetos, galhardetes, paineis, emblernas, placas, avisos, 

anuncios, mostruarios, removiveis ou nao; 

II - o som; 

III - a imagern; 

IV - uso da Internet, inclusive aqueles referentes a venda de bens e imoveis, mesmo que 

temporarios. 

 

Art. 84. Serao admitidos, a criterio do Poder Publico, os seguintes engenhos de publicidade ou 

propaganda, desde que recolhidas as respectivas taxas conforme previo Codigo Tributario 

Municipal, em seu anexo VI. 

I - out-door: destinado a fixacao de cartazes substituiveis, ern folhas de papel, iluminado natural ou 

artificialmente, com area maxima de 10m
2 
(dez metros quadrados) instalados diretamente no solo; 

II - painel: destinado a pintura fixa de anuncios, iluminado natural ou artificialmente, com 

dimensoes maximas de 10m
2 
(dez metros quadrados) instalados diretamente no solo; 

III - placa padrao: conforme modelo do anexo II deste codigo, fixada pelo Municipio; 

IV- letreiro: iluminado natural ou artificialrnente, destinado a identificacao do estabelecimento, 

afixado na fachada ou no terreno do mesmo. 

V - cartaz e faixa: constituido de material facilmente deterioravel e que se caracteriza pela alta 

rotatividade de mensagem; 

VI - publicidade movel: transportado em veiculos automotores ou por qualquer outro modo; 

VII - folheto, encarte, prospecto, panfleto ou volante: pequenos impressos em papel, distribuidos 
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de qualquer forma ao publico; 

VIII - indicador de logradouro, de direcao ou de sinalizacao: simples ou luminoso, instalados ao 

longo das vias publicas, destinado a identificacao de logradouros, a indicacao de locais turisticos e 

de interesse publico; 

IX - balao publicitario: caracterizado por ser suspenso acima do solo, mediante o uso de ar 

aquecido ou ventilado, ou qualquer tipo de gas, fixo ao solo por qualquer material, com qualquer 

formato, contendo ou nao inscricao; 

X - totem: com caracteristicas similares a out-door, placa, painel ou letreiro, identificado por 

apresentar faces multiplas e por ser ancorado a uma unica coluna. 

XI - seta indicativa: conforme modelo padrao do Municipio previsto no anexo IV, instaladas junto 

aos indicadores de logradouros. 

XII - uso da internet, atraves de homepage, e-mail e outras formas possiveis de divulgacao. 

 

Art. 85. Toda e qualquer publicidade ou propaganda, por qualquer processo, devera ser conservada 

em boas condicoes e limpa, renovada ou consertada sempre que tais providencias sejam necessarias 

para seu bom aspecto e seguranca. 

Pena: media 

 

Art. 86. Toda e qualquer propaganda que for encontrada em desacordo com as exigencias desta Lei 

devera ser removida pelo proprietario ou responsavel. 

Pena: media. 

Paragrafo Unico. Caso o Municipio tenha que providenciar a retirada, sera cobrado o valor 

referente aos servicos, aplicando-se, neste caso, pena grave ao infrator. 

 

Art. 87. E proibida: 

I- a afixacao de propaganda ou publicidade em muros e fachadas, paredes, postes, arvores, pilotis, 

tapumes, colunas, grades ou que de alguma forma prejudique o mobiliario urbano, o cenario urbano 

e paisagistico, edificado ou natural do Municipio, incluindo-se as propagandas politicas; 

Pena: media. 

II- a afixacao de publicidade ou propaganda em area ambiental, assim configurada no Plano Diretor 

ou Lei especifica. 

Pena: grave. 

III-utilizacao de publicidade ou propaganda que: 

a) perturbe o sossego publico; 

Pena: media. 

b) obstrua, intercepte ou reduza os vaos de portas, janelas e prismas de ventilacao e iluminacao, 

bem como suas bandeiras; 

Pena: leve. 
c) contenha incorrecoes de linguagem; 

Pena: leve. 

d) contenha palavras em lingua estrangeira, salvo quando se tratar de identificacao de 

estabelecimento, anuncio de cursos especificos e outros desta ordem; 

Pena: leve. 

e) pela sua quantidade ou ma distribuicao prejudique o aspecto das fachadas, assim definidas pelo 

orgao fiscalizador do Municipio; 

Pena: leve. 

f) seja ofensiva a moral, ou contenha dizeres ou imagens discriminatorios;  

Pena: media. 

g) contenha armas, simbolos, emblemas, escudos ou quaisquer desenhos semelhantes aos usados 

pelo Poder Publico ou entidades a ele ligadas. 

Pena: media. 

IV-A instalacao de engenhos publicitarios e a exibicao de anuncios seja qual for a sua finalidade, 

forma ou composicao, nos seguintes casos: 

a) quando cobrir parcial ou totalmente a visibilidade de sinalizacao de transito ou outro sinal de 

comunicacao institucional, destinado a orientacao do publico, bem como a numeracao imobiliaria 



Appendix 6.3: Regulations and guidelines related to the control of commercial signs in the case study of Gramado. 

 556 

e a denominacao das vias de circulacao; 

Pena: media. 

b) quando estiver proxima aos dispositivos de sinalizacao de transito ou apresentar conjunto de 

formas e cores que se confundam com as convencionadas para as diferentes categorias de 

sinalizacao de transito de forma a desviar a atencao do motorista ou pedestre; 

Pena: media. 

c) quando, com dispositivo luminoso, produzir ofuscamento ou causar inseguranca ao transito de 

veiculos ou pedestres; 

Pena: media. 

d) em edificacoes de uso exclusivarnente residencial, salvo a instalacao de letreiros, de acordo 

com o uso liberado pelo Poder Publico; 

Pena: media. 

e) nas partes internas e externas de cemiterios;  

Pena: media. 

f) nas partes internas e externas de hospitais, pronto socorros e postos de atendirnento medico, 

exceto os que digam respeito a eventos relacionados a area de saude; 

Pena: media. 

g) proxima a curvas, esquinas, pontes, viadutos, tolneis, cruzamentos, entroncamentos, 

passarelas, elevados, salvo a instalacao de letreiros, de acordo com o uso liberado pelo Poder 

Publico, ou de indicador de logradouro, de direcao ou de sinalizacao; 

Pena: grave. 

h) em imoveis tombados, sem autorizacao previa do orgao de tombarnento competente; 

Pena: media. 

i) em pracas, jardins, parques, bosques e outros locais publicos. 

Pena: media. 

V- A pintura de propaganda em portas externas. 

Pena: media. 

VI -Distribuicao de panfletos ou qualquer outra forma de divulgacao em semaforos; 

Pena: media. 

VII- Colocacao de panfletos em para-brisa de automoveis;  

Pena: media. 

VIII- A divulgacao de publicidade em espacos publicos concedidos;  

Pena: media. 

 

Art. 88. E igualmente proibida toda publicidade ou propaganda atraves de altofalantes, 

amplificadores de voz ou quaisquer outros aparelhos sonoros a menos de 100 (cem metros): 

I - dos orgaos dos Poderes Federal, Estadual e Municipal; 

Pena: media. 

II - dos hospitais, casas de saude ou repouso e similares;  

Pena: media. 

III - dos estabelecimentos de ensino, bibliotecas publicas, igrejas, cinemas e teatros quando em 

funcionamento; 

Pena: media. 

IV - dos quarteis e outros estabelecimentos militares;  

Pena: media. 

V - de qualquer estabelecimento que por sua natureza exija silencio quando em atividade; 

Pena: media. 

 

Capitulo I - DA AUTORIZACAO DE EMPRESAS DE PUBLICIDADE 

 

Art. 89. A exibicao de publicidade podera ser promovida por empresa do ramo ou pela propria 

empresa, desde que devidarnente cadastrada no orgao competente da Prefeitura para a fiscalizacao 

das posturas municipais. 

Pena: media. 

Paragrafo unico. O cadastro sera feito mediante requerimento, contendo o seguinte: 
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I - nome da empresa e local de funcionamento de sua sede ou, quando se situar fora do Municipio, 

de sua filial, sucursal ou agencia no Municipio; 

II - numero de inscricao no CNPJ; 

III - copia do alvara de licenca para estabelecimento; 

IV - copia do contrato social da empresa, devidamente registrado; 

V - prova de recolhimento do Imposto Sobre Servico de Qualquer Natureza —ISSQN, referente ao 

ultimo exercicio para empresas sediadas no Municipio ou para aquelas que prestem servicos, 

eventualmente, no Municipio. 

 

Art. 90. Observado o que trata o artigo anterior, a empresa estara habilitada a requerer autorizacao 

para exibicao de publicidade, na forma desta Lei e demais legislacao pertinente. 

Paragrafo unico. Alteracoes contratuais que importem substituicao na responsabilidade ou sede, 

filial ou agencia, deverao ser comunicadas ao setor de registro no prazo de 30 (trinta) dias a contar 

da referida alteracao. 

Pena: media e suspencao automatica da autorizacao. 

 

Art. 91. Todos os requerimentos de autorizacao para publicidade ou propaganda deverao ser 

instruidos mediante a apresentacao dos seguintes documentos: 

a) a indicao do local onde sera afixada, distribuida ou exibida a publicidade ou propaganda; 

b) projeto que contenha suas dimensoes, seu texto e inscricoes, as cores empregadas e o material 

utilizado na confeccao do engenho e de sua estrutura, se for o caso; 

c) a forma e o sisterna de iluminacao, se for o caso; 

d) fotografia, com a indicacao do local de afixacao do engenho, quando for o caso. 

e) justo titulo que o habilite a utilizar o espaco; 

f) copia do alvara de funcionamento do beneficiario da publicidade. 

g) copia da Anotacao de Responsabilidade Tecnica - A. R. T. - do responsavel tecnico ou da 

empresa, de acordo com as modalidades previstas em Lei, quando se tratar de engenho 

publicitario de acordo com as especificidades do servico pretendido. 

Paragrafo unico. A autorizacao prevista neste artigo tera validade de 1 (um) ano. 

 

Art. 92. A taxa de autorizacao de publicidade sera calculada de acordo com a tabela prevista no 

Codigo Tributario do Municipio, em seu anexo VI. 

 

Art. 93. Estao isentas das exigencias e taxas os paineis exigidos por legislacao propria e afixados 

nos locais das obras de construcao civil, bem como as de responsabilidade tecnica, no seu periodo 

de funcionamento. 

 

Art. 94. Estao igualmente isentas das exigencias e taxas deste regularnento as propagandas 

afixadas no interior dos estabelecimentos, que tenham por objetivo incentivar a venda dos produtos 

ali existentes. 

 

Art. 95. Em toda publicidade devera constar, de forma visivel, o numero do processo que a 

autorizou, inserido na extrernidade inferior esquerda do engenho. 

Pena: leve e retirada do mesmo ate que seja atendido o previsto no caput deste artigo. 

 

Art. 96. Qualquer modificacao de local, de espaco, instalacao ou de anunciante, ocorrida no 

veiculo autorizado, implicara nova autorizacao. 
 

Capitulo II - DOS OUT-DOOR, PLACAS, PAINEIS E TOTENS 
 

Art. 97. Os anuncios e engenhos publicitarios enquadrados neste capitulo devem obedecer As 

seguintes disposicoes: 

I - afastamento minimo de 10m (dez metros) em relacao as vias de circulacao, com excecao da 

placa padrao; 

Pena: media. 
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II - afastamento lateral em relacao as divisas do lote e entre engenhos na seguinte proporcao, 

conforme a altura do engenho: 

a) ate 3m (tres metros) de altura, afastamento lateral de 1,5m (um metro e meio);  

Pena: media. 

b) acima de 3m (tres metros) ate 6m (seis metros) de altura, afastamento lateral de 3m (tres 

metros); 

Pena: media. 

c) acima de 6m (seis metros) ate 8m (oito metros) de altura, afastarnento lateral de 6m (seis 

metros). 

Pena: media. 

Paragrafo unico. Nao serao permitidos os anuncios e engenhos publicitarios previstos no artigo 97 

deste Codigo com altura superior a 8m (oito metros). 

Pena: grave e retirada do mesmo. 
 

Capitulo III - DOS LETREIROS 
 

Art. 98. Em qualquer caso, os letreiros deverao obedecer: 

I - em imovel construido junto ao alinhamento das vias de circulacao: 

a) deverao ser instalados na fachada do mesmo, no sentido paralelo a mesma;  

Pena: media. 

b) deverao, sempre que possivel, ser encaixados nos vaos de portas e outros, sem se projetar alem 

do alinhamento do lote; 

Pena: media. 

c) deverao ter uma altura minima de 2,20m (dois metros e vinte centirnetros), medida do piso da 

soleira do estabelecimento ate a face inferior do anuncio ou letreiro; 

Pena: media. 

d) terao altura maxima de 1m (um metro) de comprimento e maximo de 20% (vinte por cento) da 

fachada do predio onde for instalado; 

Pena: media. 

e) serao permitidos apenas nos pavimentos terreos dos estabelecimentos, mesmo que hajam 

atividades localizadas em pavimentos superiores. 

Pena: media. 

II - quando o imovel estiver construido respeitando o alinhamento predial previsto pelo Plano 

Diretor para a zona de uso, o estabelecirnento podera optar pela instalacao da placa padrao, 

renunciando a modalidade previstas no inciso anterior; 

Pena: media. 

III - os letreiros deverao ser instalados na fachada do mesmo no sentido perpendicular, devendo 

ainda obedecer ao seguinte: 

a) deverao ser fixados nas paredes ou no fundo das lajes de rnarquise, junto a parede, respeitando 

uma altura livre de 2,60 m (dois metros e sessenta centimetros), medida do nivel do passeio ate a 

face inferior dos anuncios e letreiros; 

Pena: media e retirada do mesmo. 

b) terao dimensoes maximas de 0,60cm (sessenta centimetros) de altura, 0,80cm (oitenta 

centimetros) de comprirnento e 0,20cm (vinte centimetros) de espessura, devendo estar afastados 

do piano do alinhamento da fachada, em uma distancia maxima de 0,15cm (quinze centirnetros), 

respeitada a alinea anterior; 

Pena: media e retirada do mesmo. 

c) deverao permitir que a projecao ao solo de sua extremidade mais afastada do alinhamento da 

fachada, tenha uma distancia livre minima de 1,50m (um metro e cinquenta centimetros) do meio 

fio do passeio, qualquer que seja a largura da calcada; 

Pena: media. 

d) ter comprimento maximo de 40% (quarenta por cento) da fachada correspondente do 

estabelecimento. 

Pena: media. 

IV - quando o estabelecimento estiver localizado no pavimento terreo, os letreiros pintados sobre as 
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fachadas: 

a) nao poderao interceptar elementos decorativos ou morfologicos das fachadas; 

Pena: media. 

b) nao poderao ser aplicados sobre cantarias e outros elementos arquitetonicos das fachadas; 

Pena: media. 

c) as letras poderao ser aplicadas em relevo com no maximo 4cm (quatro centirnetros) de 

espessura, iluminados ou nao, em relacao ao plano da fachada e nao podera exceder a 20% (vinte 

por cento) da altura da fachada onde o mesmo se localizar. 

Pena: media. 

V - quando afixados acima do pavimento terreo deverao obedecer igualmente o previsto no inciso 

IV. 

Pena: media. 
 

Art. 99. Os letreiros nao poderao obstruir vaos de iluminacao, ventilacao, prismas de ventilacao, 

passagens ou areas de exposicao de outros anuncios. 
 

Art. 100. Em cada estabelecirnento, entendendo-se por estabelecimento a atividade licenciada, so 

podera ser instalado um unico letreiro. 
 

§10. Instalado o letreiro, fica proibida a instalacao de qualquer outro veiculo de publicidade ou 

propaganda externa, no estabelecimento. 

Pena: media. 
 

§20. Fica excluida da proibicao do paragrafo anterior e isenta de aprovacao pela Administracao 

Municipal, toda e qualquer publicidade que for afixada no interior dos estabelecimentos 

comerciais, industriais e outros, que tenham por finalidade incentivar e promover vendas, desde 

que nao contrarie, no que couber, as disposicoes deste Codigo e demais normas em vigor. 
 

Art. 101. Poderao ser aceitos letreiros afixados ao solo desde que: 

I - respeitern o afastamento frontal de 3m (tres metros), em re1acao ao alinhamento do terreno. 

Pena: media. 

II - respeitem afastamento lateral de 1,50m (um metro e cinquenta centimetros) em relacao a divisa 

do terreno. 

Pena: media. 

III-que respeitem, obrigatoriarnente, o modelo previsto para a placa padrao conforme o anexo II 

deste Codigo. 

Pena: media. 
 

Capitulo IV - DOS CARTAZES E FAIXAS 
 

Art. 102. Os cartazes e faixas so serao autorizados para serem instalados em local apropriado e pre-

determinado pela Administracao Municipal, mediante o pagamento da respectiva taxa prevista no 

Codigo Tributario Municipal. 
 

Art. 103. O responsavel pela afixacao dos cartazes ou faixas devera retirar os mesmos ate o 

maximo de 24 horas apos a rea1izacao do evento. 

Pena: grave. 
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Appendix 6.4 
 
 
Regulations and guidelines related to the control of commercial signs in 
the case study of Pelotas 
 
 
This research analysed the following regulations and guidelines related to the control of 
commercial signage in the case study of Pelotas: (i) the current commercial signage 
control, Law nº 1870/1970, the Code of Postures; and (ii) the new law that has been 
analysed by the City Councillors, the Project of law nº 25.10.2004. These regulations and 
guidelines are presented below in Portuguese, as the originals are 1. The main issues related 
to these are discussed in English in Chapter Six (see Table 6.3). 
 

6.4.1 Current commercial signage control: Law nº 1870/1970, the Code of Postures 
 

LEI Nº 1.807 (LAW Nº 1.807) 
 

Institui novo Código de Posturas do Município de 
Pelotas. 

 
O DOUTOR ADOLFO ANTÔNIO FETTER, Vice-Prefeito de Pelotas, em exercício do Estado do 
Rio Grande do Sul. 
 
Faço saber que a Câmara Municipal aprovou e eu sanciono e promulgo a seguinte lei: 
 

CAPÍTULO VI 
DOS ANÚNCIOS, ALTO-FALANTES, LETREIROS 

E SIMILARES 
 
Art. 78 - Para os efeitos desta Código, são considerados anúncios de propaganda, as indicações por 
meio de inscrições, letreiros, tabuletas, dísticos, legendas, cartazes, painéis, placas, visíveis da via 
pública, em locais freqüentados pelo público, ou por qualquer forma expostos ao público, e 
referentes ao estabelecimentos comerciais, industriais ou profissionais, a empresas, entidades, 
pessoas ou produtos de qualquer espécie, colocados no próprio edifício ou em lugar estranho 
daquele em que o negócio, indústria, profissão ou atividade sejam exercidos. 
 
Art. 79 - Anúncios de qualquer espécie, luminosos ou não, com pinturas decorativas ou 
simplesmente letreiros, terão de submeter-se à censura municipal, mediante apresentação dos 
desenhos e dizeres, em escala mínima de 1:20, devidamente cotados em suas vias, contendo: 
I - as cores que serão usadas; 
II - a disposição do anúncio ou onde será colocado; 
III - as dimensões e altura da sua colocação em relação ao passeio; 
IV - a natureza do material de que será feito. 

 
Art. 80 - Os anúncios e letreiros em geral, só poderão ser licenciados quando forem corretamente 
redigidos na língua vernácula. 

                                                 
1 In the Brazilian context, translation of laws to other languages is not recommended because it can cause 
changes in the meaning of the articles and procedures of the legislation. 
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Art. 81 - Nenhum anúncio poderá ser exposto ao público ou mudar de local, sem prévia licença da 
Municipalidade, sob pena de multa. 
 
Art. 82 - Independem de prévia licença da Prefeitura, ficando, porém, sob sua fiscalização, os 
seguintes anúncios, por meio de inscrição direta: 
I - sobre vitrinas e mostruários; 
II - no interior de qualquer estabelecimento comercial; 
III - a denominação de estabelecimento, industrial ou profissional, o nome da respectiva firma, a 
natureza de sua atividade, localização e indicação telefônica, podendo ter letreiros pintados, 
diretamente sobre parte apropriada da fachada do prédio, gravados ou colocados em relevo; 
IV - é facultada às casas de diversões, teatros, cinemas, agências de turismo e outras, a colocação 
de programas e de cartazes artísticos na sua parte externa, desde que afixados em local próprio e 
se retirar exclusivamente às diversões nela exploradas; 
V - as placas ou letreiros de escritórios, consultórios, estabelecimentos comerciais, industriais, 
profissionais e outros. 

 
Art. 83 - Os cardápios de hotéis, restaurantes, bares, cafés e similares, serão escritos ou impressos 
em idioma nacional, faculdade a inclusão de qualquer expressão estrangeira correspondente. 
 
Art. 84 - A divulgação de anúncios ou letreiros é vedada nos seguintes casos: 
I - quando prejudicarem, de qualquer forma, a eficiência dos vãos das aberturas; 
II - quando prejudicarem a estética das fachadas ou depreciarem os aspectos paisagísticos da 
cidade, seus panoramas, monumentos típicos, tradicionais ou históricos, edifícios públicos, suas 
igrejas ou templos; 
III - quando inscritos diretamente nas folhas de portas e janelas; 
IV - em muros ou grades de parques e jardins; 
V - quando em linguagem ou alegrias escandalosas ou contrárias à moral, ou quando façam 
referências desabonatórias, diretas ou veladas, a pessoas, instituições ou crenças; 
VI - quando confeccionadas com material inadequado; 
VII - quando aderentes, colocados nas fachas de prédios, paredes ou muros, salvo com licença 
especial dos proprietários e da Municipalidade; 
VIII - quando em avulsos para distribuição ao público, nas vias públicas ou para entrega a 
domicílio, sem licença especial da Municipalidade; 
IX - quando em faixas que atravessam a via pública, exceto com licença especial da 
Municipalidade; 
X - quando ao ar livre, com base de espelho; 
XI - quando a composição dos anúncios for feita com elementos que possam trazer quaisquer 
prejuízos ao público ou à limpeza da cidade; 
XII - quando pregados, colocados ou dependurados, pintados ou desenhados, nas árvores das vias 
públicas ou de outros logradouros ou nos postes de iluminação ou telefônicos. 
XIII - quando pintados, desenhados ou gravados nas rochas, cortes rodoviários, pontes, viadutos 
e outras obras de arte. 

 
Art. 85 - Os anúncios referidos no artigo 78, colocados em qualquer logradouro público, rua ou 
estrada, postos de transmissão ou telegráfico, árvores, sem licença da Prefeitura ou fora das 
condições por ela permitidas, serão retirados, apagados e se for o caso, recolhidos ao depósito 
municipal, cobrando-se do responsável a despesa havida e a multa correspondente. 
 
Art. 86 - São responsáveis pelos impostos ou taxas correspondentes ou multas regulamentares: 
I - os proprietários de estabelecimentos franqueados ao público ou de imóveis, que permitem 
inscrição ou colocação de anúncios no interior dos mesmos; 
II - os proprietários de automóveis, auto-ônibus, caminhões e veículos em geral ou companhias 
de transporte coletivo e outras, pelos anúncios em seus veículos; 
III - as companhias, empresas ou particulares, que se encarregarem de afixação de anúncios em 
qualquer parte e em quaisquer condições. 
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Art. 87 - Não será permitida a colocação de anúncios ou cartazes quando: 
I - pela sua natureza provoquem aglomerações prejudiciais ao trânsito público; 
II - façam uso de palavras em língua estrangeira, salvo quando, por insuficiência de nosso léxico, 
a ele hajam incorporado. 

 
Art. 88 - Os consertos de anúncios, faixas, letreiros e semelhantes, são obrigatórios e, desde que 
não haja modificação de localização ou de dizeres e desenhos, não dependem da licença da 
Municipalidade. 
 
Art. 89 - A colocação de feiras nas vias públicas ou outros logradouros públicos obriga a sua 
imediata retirada até 48 horas após a conclusão do prazo de licença ou a realização do ato nelas 
inscrito. 
 
Art. 90 - A propaganda musicada ou falada, por meio da amplificadores de foz, alto-falantes e 
propagandistas, somente poderá ser permitida quando o volume do som não perturbar a atividade 
ou a tranqüilidade dos moradores circunvizinhos, sendo de qualquer modo expressamente proibido 
entre 22 horas e 8 horas do dia imediato. 
 
§ 1º - Os níveis de intensidade de som ou ruído serão fixadas consoante as normas do Instituto 
Brasileiro de Acústica e serão medidos pelo medidor de intensidade de som. 
§ 2º - O nível máximo de som ou ruído permitido e alto-falantes, rádios, orquestras, instrumentos 
isolados, aparelhos ou utensílios de qualquer natureza, usados para qualquer fim em 
estabelecimentos comerciais ou de diversões públicas, como parque de diversões, bares, cafés, 
restaurantes, cantinas, boates, dancing, é de cinqüenta e cinco decibéis no período diurno, horário 
normal das sete às dezenove horas, medidos na curva B, e de quarenta e cinco decibéis no período 
noturno das dezenove às 7 horas do dia seguinte, medidos na curva A do medidor de intensidade de 
som, a medida de cinco metros de qualquer ponto da divisa do imóvel onde se localizem. 
 
Art. 91 - O exercício da propaganda mencionada nos artigos anteriores está condicionado à prévia 
licença da Municipalidade, que a concederá a critério seu e por prazo determinado. 
 
Art. 92 - Em período de campanha política-eleitoral, os anúncios e letreiros, para o mesmo fim, 
encontrarão franquia absoluta, observadas as prescrições deste capítulo e outras aplicáveis à 
espécie. 
 
§ Paragrafo Único - É absolutamente vedado o uso de piche e tintas de difícil remoção. 
 
GABINETE DO PREFEITO DE PELOTAS, EM 23 DE JANEIRO DE 1970. 
ADOLFO ANTONIO FETTER 
Vice-Prefeito, em exercício 
Registre-se e publique-se 
Chefe do Gabinete 
 

6.4.2 New law that has been analysed by the City Councillors: Project of law nº 
25.10.2004 
 

PROJETO DE LEI 25.10.2004 (PROJECT OF LAW 25.10.2004) 
 

 “Dispõe sobre a ordenação do aparato 

publicitário no Município de Pelotas e dá outras 

providencias.” 
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CAPITULO I 
DAS NORMAS GERAIS 

 
Art. 1º - Esta lei dispõe sobre a veiculação de anúncios em aparato publicitário na paisagem, 
expostos em locais visíveis publicamente no Município de Pelotas. 
 
Art. 2º - Os aparatos publicitários deverão ser dispostos em harmonia com o uso e ocupação do 
solo, garantindo ao cidadão a legibilidade da paisagem e o reconhecimento desta como elemento de 
intenso significado, que propicia segurança, fluidez, conforto e valorização de sua identidade e 
memória cultural. 
 
Parágrafo único. A disposição de aparato publicitário nas Zonas de Preservação do Patrimônio 
Cultural (ZPPC) de Pelotas, delimitadas conforme a Lei Municipal nº 4.568/2000, deverá atender 
ao disposto nos Capítulos IV e V desta lei, além de ser precedido de manifestação expressa da 
Secretaria Municipal de Cultura, quando disposto em imóvel inventariado ou nos seus 
confrontantes laterais, conforme definido na lei acima citada. 
 
Art. 3º - A implantação de aparato publicitário deverá ser requerida e autorizada através da 
Secretaria Municipal de Planejamento Urbano. 
 
Parágrafo único. O aparato publicitário presente na paisagem somente poderá ser alterado, de 
qualquer forma, com autorização do Município. 
 
Art. 4° - Toda a instalação de aparato publicitário deverá ter um responsável com a devida 
inscrição municipal para o exercício da atividade. 
 
Art.  5º - É proibida a fixação de qualquer aparato publicitário em logradouros públicos, salvo a 
expressa autorização municipal. 
 

CAPITULO II 
DAS DEFINIÇÕES E TIPOLOGIA 

 
Art. 6º - São considerados anúncios quaisquer indicações executadas sobre aparatos publicitários 
presentes na paisagem visíveis de locais públicos, classificando-se como: 
I - Anúncio Indicativo: orienta, indica e/ou identifica estabelecimentos, propriedades, serviços, 
logradouros, trânsito, turismo ou de alerta; 
II - Anúncio Publicitário: promove estabelecimentos, empresas, produtos, marcas, pessoas, idéias 
ou coisas; 
III - Anúncio Institucional: dispõe sobre informações do Poder Público, de organizações 
culturais, entidades representativas da sociedade civil, sem finalidade comercial e de interesse da 
coletividade; 
IV - Anúncio Misto: é aquele que dispões sobre mais de um dos tipos definidos nos incisos 
anteriores deste artigo. 

 
Art. 7º - São considerados aparatos publicitários quaisquer elementos de comunicação visual 
utilizados para divulgar anúncios ao público, tais como: 
I - Placa: destinada à pintura de anúncios, com iluminação ou não; 
II - Outdoors: destinada a fixação de cartazes de papéis substituíveis, ou placa com área superior 
a 20m² (vinte metros quadrados); 
III - Letreiro: luminoso ou não, colocado em fachadas ou fixado sobre estrutura própria, junto ao 
estabelecimento que se refere; 
IV - Faixa: executada em material não rígido, destinado à pintura de anúncios de caráter 
promocional; 
V - Balões e Bóias: confeccionadas em material inflável e destinadas à veiculação de anúncios 
publicitários ou promocionais; 
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VI - Painéis eletrônicos, elétricos, mecânicos e digitais: confeccionadas em materiais adequados 
e destinados à veiculação de anúncios publicitários e/ou institucionais; 
VII – Totens: confeccionados em material adequado e destinados à veiculação de anúncios 
publicitários; 
VIII - Pintura Mural: são pinturas executadas sobre muros, fachadas e empenas cegas de 
edificações; 
XIX - Painéis ou Pintura em empena cega: destinados à veiculação de anúncios e mensagem 
publicitária. 

 
CAPITULO III 

DA AUTORIZAÇÃO 
 
Art. 8º - Não necessitarão de autorização aparatos publicitárioss de até 0,5 m2 (meio metro 
quadrado), quando fixados paralelamente e junto à fachada com espessura de até 10cm (dez 
centímetros), desde que se refiram somente às atividades exercidas no local e colocados em prédios 
que não constem no Inventário do Patrimônio Histórico e Cultural de Pelotas. 
 
Parágrafo único. Da autorização conterá expressamente o prazo de sua vigência. 
 
Art. 9º - Para a autorização do aparato publicitário serão exigidos os seguintes itens: 
I - Projeto apresentado em duas vias, contendo: 
a) dimensões e alturas de sua colocação em relação ao passeio e a largura do mesmo; 
b) descrição dos materiais que o compõe; 
c) formas de fixação e sustentação; 
d) indicação das cores a serem utilizadas; 
e) explicação detalhada do sistema de iluminação, quando houver; 
f) laudo técnico da marquise contemplando cargas extras, quando o aparato publicitário estiver 
em contato com a mesma; 
g) termo de responsabilidade assinado pela empresa responsável ou Anotação de 
Responsabilidade Técnica (ART), quando houver necessidade de estrutura própria de suporte 
ou quando se utilizar da marquise como suporte; 
h) simulação da implantação do aparato publicitário do imóvel pretendido incluindo seu 
entorno. 

II – No aparato publicitário a ser instalado constará o número da autorização correspondente. 
 

CAPITULO IV 
DOS APARATOS PUBLICITÁRIOS FIXADOS EM EDIFICAÇÕES 

 
Art. 10 - Os aparatos publicitários fixados em edificações não deverão prejudicar sua iluminação, 
sua ventilação ou suas saídas de emergência. 
 
Art. 11 -  Em relação ao dimensionamento do aparato publicitário, deve-se observar as seguintes 
limitações: 
I - A área máxima da publicidade de 30% (trinta por cento) da área da fachada. Considera-se para 
esse cálculo a altura máxima de 2 (dois) pavimentos ou 6 m (seis metros), independente do 
número de pavimentos da edificação. 
II – Os aparatos publicitários poderão projetar-se até 1,20m (um metro e vinte centímetros) sobre 
o passeio, desde que essa medida não ultrapasse 2/3 (dois terços) da largura do mesmo; 
III - Para todos os casos deverá ficar um vão livre para passagem de pedestres, embaixo do 
anúncio, com altura mínima de 2,50 m (dois metros e cinqüenta centímetros); 
IV - Quando a superfície de exposição do aparato publicitário estiver posicionada paralelamente 
em relação ao plano da fachada poderá ter, no máximo, 30 cm (trinta centímetros) de avanço em 
relação à mesma. 
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CAPITULO V 
DOS APARATOS PUBLICITÁRIOS FIXADOS EM IMÓVEIS INVENTARIADOS OU 

TOMBADOS 
 
Art. 12 - Os aparatos publicitários fixados em imóveis inventariados ou tombados não deverão 
descaracterizar ou cobrir elementos arquitetônicos como colunas, gradis, portas de madeira e 
vergas, bem como não prejudicar a iluminação, a ventilação ou as saídas de emergência da 
edificação. 
 
Art. 13 - Os aparatos publicitários, bem como a colorística dos imóveis inventariados ou tombados, 
integrantes de um mesmo prédio ou que configurem um conjunto arquitetônico, deverão permitir 
uma leitura única e harmônica dos bens em questão. 
 
Parágrafo único. É proibida a pintura diferenciada em um  mesmo prédio quando resultar em 
descaracterização da unidade do mesmo, ainda que nele sejam realizadas atividades diversas ou 
com diferentes proprietários. 
 

CAPÍTULO VI 
PINTURAS EM MUROS, FACHADAS DE EDIFICAÇÕES E EMPENAS CEGAS 

 
Art. 14 - Anúncios poderão ser pintados diretamente sobre a fachada desde que não interceptem 
elementos da mesma, como molduras, frisos, colunas e ornamentos, devendo sempre ser observado 
o percentual máximo permitido, conforme artigo 11 desta lei. 
 

CAPÍTULO VII 
DAS FAIXAS, BALÕES E BÓIAS 

 
Art. 15 - O uso de faixas, balões e bóias será autorizado em caráter transitório pela Secretaria 
Municipal de Planejamento Urbano. 
 
§ 1º Os responsáveis pelos aparatos publicitários elencados neste artigo, poderão colocá-los no 
máximo quinze dias antes do evento anunciado e retirá-los até 48 (quarenta e oito) horas depois do 
período autorizado; 
§ 2º Durante o período de exposição os aparatos publicitários indicados no § 1º deste artigo deverão 
ser mantidos em perfeitas condições de conservação. 
§ 3º É proibida a fixação desses aparatos publicitários em postes de energia elétrica, monumentos 
públicos e no sentido transversal à pista de rolamento; 
§ 4º A instalação desses aparatos publicitários em desconformidade ou sem autorização, implicará 
na retirada imediata da mesma pelo Município, sem prejuízo da aplicação das demais sanções 
previstas em lei; 
 

CAPÍTULO VIII 
PAINÉIS ELETRÔNICOS, ELÉTRICOS, MECÂNICOS E DIGITAIS, TOTENS E 

OUTDOORS  
 
Art. 16 - O uso de painéis eletrônicos, elétricos, mecânicos e digitais, totens e outdoors deverá ser 
autorizado pela Secretaria Municipal de Planejamento Urbano, observando as disposições do 
Capítulo III desta lei. 

 

CAPÍTULO IX 
DO MOBILIÁRIO URBANO 

 
Art. 17 - A veiculação de anúncios no mobiliário urbano será feita mediante procedimento 
licitatório próprio para este fim. 
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CAPÍTULO X 
DAS INFRAÇÕES, RESPONSBILIDADES, PENALIDADES E DO PROCESSO 

ADMINISTRATIVO 
 
Art. 18 - Consideram-se infrações passiveis de punição: 
I - Exibir aparato publicitário sem autorização ou licença; 
II - Exibir aparatos publicitários em mau estado de conservação, no que tange à estabilidade, 
resistência dos materiais e aspecto visual; 
III - Exibir aparatos publicitários em desconformidade com o projeto aprovado junto à Secretaria 
de Planejamento Urbano; 
IV - Obstruir aparatos publicitários orientador ou institucional; 

 
Art. 19 - Consideram-se para efeito desta lei responsáveis solidários pela exibição inadequada dos 
aparatos publicitários: 
I - O anunciante; 
II - A empresa que executou o aparato publicitário. 

 
Art. 20 - Subsidiariamente responde também pela infração o proprietário do imóvel. 
 
Art. 21 - As penalidades estão previstas em legislação municipal específica, que dispõe sobre 
infrações urbanísticas e regula o respectivo processo administrativo. 
 

CAPÍTULO XI 
DISPOSIÇÕES GERAIS 

 
Art. 22 - Todos os responsáveis por aparatos publicitários existentes quando da entrada em vigor 
da presente lei deverão obter a respectiva autorização nos termos e nos prazos indicados nesta lei. 
 
Parágrafo único. Os aparatos publicitários novos deverão seguir os procedimentos descritos nesta 
lei. 
 
Art. 23 - Os responsáveis por aparatos publicitários já existentes e que estiverem em desacordo 
com as disposições legais, terão os seguintes prazos para promoverem sua adequação, de acordo 
com sua localização: 
I. Prazo de 12 (doze) meses no Calçadão (Rua Andrade Neves entre Lobo da Costa e voluntários 
da Pátria, Sete de Setembro entre General Osório e Quinze de Novembro e Quinze de Novembro 
entre Marechal Floriano e Sete de Setembro); 
II. Prazo de 18 meses na Zona de Comércio Central (definida na Lei 2565/80 pelos limites: rua 
Barão de Santa Tecla, rua Três de Maio, rua Almirante Barrosos, avenida Bento Gonçalves)  
III. Prazo de 18 meses nos imóveis inventariados ou tombados, independente de sua localização;  
IV. Prazo de 24 meses nas demais regiões administrativas. 

  
Art. 24 - Esta lei entrará em vigor no prazo de 30 dias contados da data de sua publicação, 
revogadas as disposições em contrário. 
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Appendix 6.5 

 

 

Tables related to the results presented in Chapter Six 
 

 
Table 6.5.1: User satisfaction with the appearance of the city centre and user perception and 

evaluation of order among commercial signs (Source: fieldwork 2005). 

 
Q6. How would you sum up the commercial signs in the city centre? 

C
as
e 

st
u
d
y
 Q4. How would you sum up 

the appearance of the city 

centre? 
Very 

ordered 
Ordered 

Neither 

ordered nor 

disordered 

Disordered 
Very 

disordered 

Total  

Q4 

Very beautiful 0 7(6.14%) 4(3.51%) 0 0 11(9.65%) 

Beautiful 4(3.51%) 42(36.84%) 32(28.07%) 0 0 78(68.42%) 

Neither beautiful nor ugly 5(4.39%) 7(6.14%) 13(11.40%) 0 0 25(21.93%) 

Ugly 0 0 0 0 0 0 

Very ugly 0 0 0 0 0 0 

O
x
fo
rd
 

Total Q6 9(7.90%) 56(49.12%) 49(42.98%) 0 0 114(100%) 

Very beautiful 2(1.67%) 10(8.33%) 8(6.67%) 1(0.83%) 0 21(17.50%) 

Beautiful 1(0.83%) 27(22.50%) 53(44.17%) 2(1.67%) 0 83(69.17%) 

Neither beautiful nor ugly 0 0 16(13.33%) 0 0 16(13.33%) 

Ugly 0 0 0 0 0 0 

Very ugly 0 0 0 0 0 0 

G
ra
m
ad
o
 

Total Q6 3(2.50%) 37(30.83%) 77(64.17%) 3(2.5%) 0 120(100%) 

Very beautiful 0 0 0 1(0.78%) 1(0.78%) 2(1.57%) 

Beautiful 0 1(0.78%) 1(0.78%) 4(3.15%) 1(0.78%) 7(5.51%) 

Neither beautiful nor ugly 0 1(0.78%) 9(7.09%) 30(23.62%) 11(8.66%) 51(40.16%) 

Ugly 0 0 2(1.58%) 25(19.69%) 26(20.47%) 53(41.73%) 

Very ugly 0 0 0 4(3.15%) 10(7.88%) 14(11.02%) 

P
el
o
ta
s 

Total Q6 0 2(1.58%) 12(9.45%) 64(50.39%) 49(38.58%) 127(100%) 

 
Table 6.5.2: User satisfaction with the appearance of the city centre and user perception and 

evaluation of commercial signage as an element to reinforce the historic and/or the commercial 

appearance of the city centre (Source: fieldwork 2005). 

 
Q4. How would you sum up the appearance of the city centre? 

C
as
e 

st
u
d
y
 

Q8. Do you think that 

commercial signage reinforces 

more the historic or the 

commercial appearance of the 

city centre? 

Very 

beautiful 
Beautiful 

Neither 

beautiful 

nor ugly 

Ugly Very ugly 
Total Q8 

More the commercial appearance 11(9.65%) 56(49.12%) 16(14.04%) 0 0 83(72.81%) 

More the historic appearance 0 6(5.26%) 2(1.75%) 0 0 8(7.02%) 

The commercial and historic 

appearance equally 
0 16(14.03%) 7(6.14%) 0 0 23(20.18%) O

x
fo
rd
 

Total Q4 11(9.65%) 78(68.42%) 25(21.92%) 0 0 114(100%) 

More the commercial appearance 19(15.83%) 77(64.17%) 16(13.33%) 0 0 112(93.33%) 

More the historic appearance 0 0 0 0 0 0 

The commercial and historic 

appearance equally 
2(1.67%) 6(5%)  0 0 8(6.67%) 

G
ra
m
ad
o
 

Total Q4 21(17.50%) 83(69.17%) 16(13.33%) 0 0 120(100%) 

More the commercial appearance 2(1.57%) 7(5.51%) 48(37.79%) 53(41.73%) 14(11.02%) 124(97.64%) 

More the historic appearance 0 0 0 0 0 0 

The commercial and historic 

appearance equally 
0 0 3(2.36%) 0 0 3(2.36%) P

el
o
ta
s 

Total Q4 2(1.57%) 7(5.51%) 51(40.16%) 53(41.73%) 14(11.02%) 127(100%) 
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Table 6.5.3: Importance attributed to the aspects to the streetscape that make the city centres of 

Oxford, Gramado and Pelotas attractive places (Source: fieldwork 2005). 

 
Case studies Q9. How important is the >variable< in 

making the city centre an attractive 

place? 
Oxford Gramado Pelotas 

Total Q9 

Very important 92(80.70%) 102(85%) 108(85.04%) 302(83.66%) 

Important 22(19.30%) 18(15%) 16(12.60%) 56(15.51%) 

Undecided 0 0 1(0.79%) 1(0.28%) 

A little important 0 0 1(0.79%) 1(0.28%) 

Not important 0 0 1(0.79%) 1(0.28%) 

Appearance of 

buildings 

Total 114(100%) 120(100%) 127(100%) 361(100%) 

Very important 59(51.75%) 77(64.17%) 91(71.65%) 227(62.88%) 

Important 46(40.35%) 31(25.83%) 30(23.62%) 107(29.64%) 

Undecided 7(6.14%) 1(0.83%) 0 8(2.22%) 

A little important 2(1.75%) 10(8.33%) 6(4.73%) 18(4.99%) 

Not important 0 1(0.83%) 0 1(0.28%) 

Appearance of 

commercial 

signs 

Total 114(100%) 120(100%) 127(100%) 361(100%) 

Very important 88(77.19%) 69(57.50%) 104(81.89%) 261(72.30%) 

Important 24(21.05%) 38(31.67%) 18(14.17%) 80(22.16%) 

Undecided 2(1.75%) 7(5.83%) 0 9(2.49%) 

A little important 0 5(4.17%) 2(1.58%) 7(1.94%) 

Not important 0 1(0.83%) 3(2.36%) 4(1.11%) 

Historic 

buildings and 

places 

Total 114(100%) 120(100%) 127(100%) 361(100%) 

Very important 22(19.30%) 74(61.67%) 78(61.42%) 174(48.20%) 

Important 60(52.63%) 23(19.17%) 33(25.98%) 116(32.13%) 

Undecided 20(17.54%) 2(1.67%) 1(0.79%) 23(6.37%) 

A little important 8(7.02%) 16(13.33%) 12(9.44%) 36(9.97%) 

Not important 4(3.51%) 5(4.17%) 3(2.36%) 12(3.32%) 

Number of 

commercial 

signs 

Total 114(100%) 120(100%) 127(100%) 361(100%) 

 
Table 6.5.4: User perception and evaluation of the importance attributed to the city centre functions 

in Oxford, Gramado and Pelotas (Source: fieldwork 2005). 

 
Case studies Q5. Regarding your personal 

experience, how important to you is 

the following city centre function: 
Oxford Gramado Pelotas 

Total Q5 

Very important 67(58.77%) 64(53.33%) 80(62.99%) 211(58.45%) 

Important 45(39.47%) 49(40.83%) 42(33.07%) 136(37.67%) 

Undecided 0 1(0.83%) 0 1(0.28%) 

A little important 2(1.75%) 6(5%) 4(3.15%) 12(3.33%) 

Not important 0 0 1(0.79%) 1(0.28%) 

Leisure  

(visit; 

shop; 

linger in) 

Total 114(100%) 120(100%) 127(100%) 361(100%) 

Very important 27(23.68%) 38(31.67%) 55(43.31%) 120(33.24%) 

Important 40(35.09%) 72(60%) 55(43.31%) 167(46.26%) 

Undecided 9(7.89%) 3(2.50%) 3(2.36%) 15(4.16%) 

A little important 18(15.79%) 6(5%) 11(8.66%) 35(9.69%) 

Not important 20(17.54%) 1(0.83%) 3(2.36%) 24(6.65%) 

Work 

Total 114(100%) 120(100%) 127(100%) 361(100%) 

Very important 25(21.93%) 57(47.50%) 43(33.86%) 125(34.63%) 

Important 50(43.86%) 41(34.17%) 51(40.16%) 142(39.34%) 

Undecided 15(13.16%) 0 7(5.51%) 22(6.09%) 

A little important 20(17.54%) 21(17.50%) 24(18.89%) 65(18.01%) 

Not important 4(3.51%) 1(0.83%) 2(1.57%) 7(1.94%) 

Pass 

through 

Total 114(100%) 120(100%) 127(100%) 361(100%) 
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Table 6.5.5: User satisfaction with the appearance of the city centre and user perception and 

evaluation of the importance attributed to the city centre functions (Source: fieldwork 2005). 

 
Q4. How would you sum up the appearance of the city centre? 

C
as
e 

st
u
d
y
 Q5. Regarding your personal 

experience, how important to 

you is the following city centre 

function: 

Very  

beautiful 
Beautiful 

Neither 

beautiful  

nor ugly 

Ugly 
Very  

ugly 

Total Q5 

Very important 7(6.14%) 50(43.86%) 10(8.77%) 0 0 67(58.77%) 

Important 4(3.50%) 27(23.68%) 14(12.28%) 0 0 45(39.47%) 

Undecided 0 0 0 0 0 0 

A little important 0 1(0.88%) 1(0.88%) 0 0 2(1.75%) 

Not important 0 0 0 0 0 0 

Leisure  

(visit; 

shop; 

linger 

in) 
Total Q4 11(9.65%) 78(68.42%) 25(21.93%) 0 0 114(100%) 

Very important 2(1.75%) 19(16.67%) 6(5.26%) 0 0 27(23.68%) 

Important 3(2.63%) 29(25.44%) 8(7.02%) 0 0 40(35.09%) 

Undecided 0 7(6.14%) 2(1.75%) 0 0 9(7.89%) 

A little important 0 13(11.40%) 5(4.38%) 0 0 18(15.79%) 

Not important 6(5.26%) 10(8.77%) 4(3.51%) 0 0 20(17.54%) 

Work 

Total Q4 11(9.65%) 78(68.42%) 25(21.93%) 0 0 114(100%) 

Very important 2(1.75%) 17(14.91%) 6(5.26%) 0 0 25(21.93%) 

Important 2(1.75%) 39(34.21%) 9(7.89%) 0 0 50(43.86%) 

Undecided 0 10(8.77%) 5(4.39%) 0 0 15(13.16%) 

A little important 5(4.38%) 10(8.77%) 5(4.39%) 0 0 20(17.54%) 

Not important 2(1.75%) 2(1.75%) 0 0 0 4(3.51%) 

O
x
fo
rd
 

Pass 

through 

Total Q4 11(9.65%) 78(68.42%) 25(21.93%) 0 0 114(100%) 

Very important 13(10.83%) 42(35%) 9(7.50%) 0 0 64(53.33%) 

Important 8(6.67%) 34(28.33%) 7(5.83%) 0 0 49(40.83%) 

Undecided 0 1(0.83%) 0 0 0 1(0.83%) 

A little important 0 6(5%) 0 0 0 6(5%) 

Not important 0 0 0 0 0 0 

Leisure  

(visit; 

shop; 

linger 

in) 
Total Q4 21(17.50%) 83(68.17%) 16(13.33%) 0 0 120(100%) 

Very important 10(8.33%) 24(20%) 4(3.33%) 0 0 38(31.67%) 

Important 10(8.33%) 50(41.67%) 12(10%) 0 0 72(60%) 

Undecided 0 3(2.50%) 0 0 0 3(2.50%) 

A little important 1(0.83%) 5(4.17%) 0 0 0 6(5%) 

Not important 0 1(0.83%) 0 0 0 1(0.83%) 

Work 

Total Q4 21(17.50%) 83(69.17%) 16(13.33%) 0 0 120(100%) 

Very important 13(10.83%) 36(30%) 8(6.67%) 0 0 57(47.50%) 

Important 3(2.50%) 34(28.33%) 4(3.33%) 0 0 41(34.17%) 

Undecided 0 0 0 0 0 0 

A little important 5(4.17%) 12(10%) 4(3.33%) 0 0 21(17.50%) 

Not important 0 1(0.83%) 0 0 0 1(0.83%) 

G
ra
m
ad
o
 

Pass 

through 

Total Q4 21(17.50%) 83(69.17%) 16(13.33%) 0 0 120(100%) 

Very important 0 1(0.79%) 31(24.41%) 37(29.13%) 11(8.66%) 80(62.99%) 

Important 2(1.57%) 6(4.73%) 17(13.39%) 15(11.81%) 2(1.57%) 42(33.07%) 

Undecided 0 0 0 0 0 0 

A little important 0 0 2(1.58%) 1(0.78%) 1(0.79%) 4(3.15%) 

Not important 0 0 1(0.79%) 0 0 1(0.79%) 

Leisure  

(visit; 

shop; 

linger 

in) 
Total Q4 2(1.57%) 7(5.51%) 51(40.16%) 53(41.73%) 14(11.02%) 127(100%) 

Very important 1(0.79%) 4(3.15%) 21(16.53%) 24(18.90%) 5(3.94%) 55(43.31%) 

Important 1(0.79%) 2(1.58%) 22(17.32%) 24(18.90%) 6(4.73%) 55(43.31%) 

Undecided 0 1(0.78%) 2(1.57%) 0 0 3(2.36%) 

A little important 0 0 5(3.93%) 4(3.15%) 2(1.57%) 11(8.66%) 

Not important 0 0 1(0.79%) 1(0.79%) 1(0.78%) 3(2.36%) 

Work 

Total Q4 2(1.57%) 7(5.51%) 51(40.16%) 53(41.73%) 14(11%) 127(100%) 

Very important 1(0.79%) 3(2.36%) 15(11.81%) 20(15.75%) 4(3.15%) 43(33.86%) 

Important 1(0.79%) 3(2.36%) 23(18.11%) 19(14.96%) 5(3.94%) 51(40.16%) 

Undecided 0 1(0.79%) 5(3.94%) 1(0.79%) 0 7(5.51%) 

A little important 0 0 7(5.51%) 12(9.45%) 5(3.94%) 24(18.89%) 

Not important 0 0 1(0.79%) 1(0.79%) 0 2(1.57%) 

P
el
o
ta
s 

Pass 

through 

Total Q4 2(1.57%) 7(5.51%) 51(40.16%) 53(41.73%) 14(11.02%) 127(100%) 
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Table 6.5.6: User perception and evaluation of order among commercial signage and user 

perception and evaluation of the importance attributed to the city centre functions (Source: 

fieldwork 2005). 

 
Q6. How would you sum up the commercial signage in the city centre? 

C
as
e 

st
u
d
y
 Q5. Regarding your personal 

experience, how important to 

you is the following city centre 

function: 

Very 

 ordered 
Ordered 

Neither ordered  

nor disordered 
Disordered 

Very 

 disordered 

Total Q5 

Very important 6(5.26%) 33(28.95%) 28(24.56%) 0 0 67(58.77%) 

Important 3(2.63%) 22(19.30%) 20(17.55%) 0 0 45(39.47%) 

Undecided 0 0 0 0 0 0 

A little important 0 1(0.88%) 1(0.88%) 0 0 2(1.75%) 

Not important 0 0 0 0 0 0 

Leisure  

(visit; 

shop; 

linger 

in) 
Total Q6 9(7.89%) 56(49.12%) 49(42.98%) 0 0 114(100%) 

Very important 1(0.88%) 13(11.40%) 13(11.40%) 0 0 27(23.68%) 

Important 2(1.75%) 26(22.81%) 12(10.53%) 0 0 40(35.09%) 

Undecided 1(0.88%) 6(5.26%) 2(1.75%) 0 0 9(7.89%) 

A little important 3(2.63%) 5(4.39%) 10(8.77%) 0 0 18(15.79%) 

Not important 2(1.75%) 6(5.26%) 12(10.53%) 0 0 20(17.54%) 

Work 

Total Q6 9(7.89%) 56(49.12%) 49(42.98%) 0 0 114(100%) 

Very important 2(1.75%) 13(11.40%) 10(8.77%) 0 0 25(21.93%) 

Important 3(2.63%) 22(19.30%) 25(21.93%) 0 0 50(43.86%) 

Undecided 3(2.63%) 7(6.14%) 5(4.39%) 0 0 15(13.16%) 

A little important 1(0.88%) 10(8.77%) 9(7.89%) 0 0 20(17.54%) 

Not important 0 4(3.51%) 0 0 0 4(3.51%) 

O
x
fo
rd
 

Pass 

through 

Total Q6 9(7.89%) 56(49.12%) 49(42.98%)   114(100%) 

Very important 3(2.50%) 18(15%) 42(35%) 1(0.83%) 0 64(53.33%) 

Important 0 17(14.17%) 30(25%) 2(1.67%) 0 49(40.83%) 

Undecided 0 1(0.83%) 0 0 0 1(0.83%) 

A little important 0 1(0.83%) 5(4.17%) 0 0 6(5%) 

Not important 0 0 0 0 0 0 

Leisure  

(visit; 

shop; 

linger 

in) 
Total Q6 3(2.50%) 37(30.83%) 77(64.17%) 3(2.50%) 0 120(100%) 

Very important 1(0.83%) 15(12.50%) 22(18.33%) 0 0 38(31.67%) 

Important 2(1.67%) 20(16.67%) 47(39.17%) 3(2.50%) 0 72(60%) 

Undecided 0 1(0.83%) 2(1.67%) 0 0 3(2.50%) 

A little important 0 0 6(5%) 0 0 6(5%) 

Not important 0 1(0.83%) 0 0 0 1(0.83%) 

Work 

Total Q6 3(2.50%) 37(30.83%) 77(64.17%) 3(2.50%) 0 120(100%) 

Very important 1(0.83%) 16(13.33%) 37(30.83%) 3(2.50%) 0 57(47.50%) 

Important 1(0.83%) 14(11.67%) 26(21.67%) 0 0 41(34.17%) 

Undecided 0 0 0 0 0 0 

A little important 1(0.83%) 6(5%) 14(11.67%) 0 0 21(17.50%) 

Not important 0 1(0.83%) 0 0 0 1(0.83%) 

G
ra
m
ad
o
 

Pass 

through 

Total Q6 3(2.50%) 37(30.83%) 77(64.17%) 3(2.50%) 0 120(100%) 

Very important 0 0 6(4.72%) 45(35.43%) 29(22.84%) 80(62.99%) 

Important 0 1(0.79%) 5(3.94%) 18(14.17%) 18(14.17%) 42(33.07%) 

Undecided 0 0 0 0 0 0 

A little important 0 0 1(0.79%) 1(0.79%) 2(1.58%) 4(3.15%) 

Not important 0 1(0.79%) 0 0 0 1(0.79%) 

Leisure  

(visit; 

shop; 

linger 

in) 
Total Q6 0 2(1.58%) 12(9.45%) 64(50.40%) 49(38.58%) 127(100%) 

Very important 0 2(1.58%) 9(7.09%) 25(19.68%) 19(14.96%) 55(43.31%) 

Important 0 0 3(2.36%) 31(24.41%) 21(16.54%) 55(43.31%) 

Undecided 0 0 0 1(0.79%) 2(1.57%) 3(2.36%) 

A little important 0 0 0 6(4.73%) 5(3.94%) 11(8.66%) 

Not important 0 0 0 1(0.79%) 2(1.57%) 3(2.36%) 

Work 

Total Q6 0 2(1.58%) 12(9.45%) 64(50.40%) 49(38.58%) 127(100%) 

Very important 0 1(0.79%) 4(3.15%) 17(13.39%) 21(16.53%) 43(33.86%) 

Important 0 0 6(4.72%) 31(24.41%) 14(11.02%) 51(40.16%) 

Undecided 0 1(0.79%) 0 4(3.15%) 2(1.57%) 7(5.51%) 

A little important 0 0 1(0.79%) 12(9.45%) 11(8.66%) 24(18.90%) 

Not important 0 0 1(0.79%) 0 1(0.79%) 2(1.57%) 

P
el
o
ta
s 

Pass 

through 

Total Q6 0 2(1.57%) 12(9.45%) 64(50.40%) 49(38.58%) 127(100%) 
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Table 6.5.7: User perception and evaluation of the image of the city centres of Oxford, Gramado 

and Pelotas (Source: fieldwork 2005). 

 
City centre Q7.You would describe the city 

centre as:  Oxford Gramado Pelotas 

Strongly agree 65(57.02%) 1(0.83%) 48(37.79%) 

Agree 47(41.23%) 16(13.33%) 56(44.05%) 

Undecided 2(1.75%) 2(1.67%) 2(1.58%) 

Disagree 0 78(65%) 13(10.24%) 

Strongly disagree 0 23(19.67%) 8(6.30%) 

Historic 

centre 

Total 114(100%) 120(100%) 127(100%) 

Strongly agree 51(44.74%) 58(48.33%) 65(51.18%) 

Agree 55(48.25%) 55(45.83%) 58(45.67%) 

Undecided 5(4.39%) 1(0.83%) 0 

Disagree 3(2.63%) 6(5%) 4(3.15%) 

Strongly disagree 0 0 0 

Commercial 

centre 

Total 114(100%) 120(100%) 127(100%) 

Strongly agree 69(60.53%) 57(47.50%) 33(25.98%) 

Agree 33(28.95%) 54(45%) 34(26.77%) 

Undecided 8(7.02%) 0 14(11.02%) 

Disagree 3(2.63%) 9(7.50%) 35(27.56%) 

Strongly disagree 1(0.88%) 0 11(8.66%) 

Tourist centre 

Total 114(100%) 120(100%) 127(100%) 

Strongly agree 20(17.54%) 7(5.83%) 5(3.94%) 

Agree 40(35.09%) 26(21.67%) 19(14.96%) 

Undecided 18(15.79%) 21(17.50%) 26(20.47%) 

Disagree 34(29.82%) 45(37.50%) 50(39.37%) 

Strongly disagree 2(1.75%) 21(17.50%) 27(21.26%) 

Cosmopolitan 

centre 

Total 114(100%) 120(100%) 127(100%) 

 
Table 6.5.8: User satisfaction with the appearance of the city centre and user perception and 

evaluation of commercial signage as a positive or negative element of the city centre image 

(Source: fieldwork 2005). 

 
Q10. Do you think that the commercial 

signage in the city centre is a positive or 

negative element of the image of the city? 
Case 

study 

Q4. How would you sum up 

the appearance of the city 

centre? 
Positive Negative I don't know 

Total Q4 

Very beautiful 9(7.89%) 2(1.75%) 0 11(9.65%) 

Beautiful 54(47.37%) 12(10.53%) 12(10.53%) 78(68.42%) 

Neither beautiful nor ugly 14(12.28%) 6(5.26%) 5(4.39%) 25(21.93%) 

Ugly 0 0 0 0 

Very ugly 0 0 0 0 

Oxford 

Total Q10 77(67.54%) 20(17.54%) 17(14.91%) 114(100%) 

Very beautiful 15(12.50%) 2(1.67%) 4(3.33%) 21(17.50%) 

Beautiful 42(35%) 28(23.33%) 13(10.83%) 83(69.17%) 

Neither beautiful nor ugly 4(3.33%) 7(5.83%) 5(4.17%) 16(13.33%) 

Ugly 0 0 0 0 

Very ugly 0 0 0 0 

Gramado 

Total Q10 61(50.83%) 37(30.83%) 22(18.33%) 120(100%) 

Very beautiful 0 2(1.57%) 0 2(1.57%) 

Beautiful 0 4(3.15%) 3(2.36%) 7(5.51%) 

Neither beautiful nor ugly 6(4.72%) 34(26.77%) 11(8.66%) 51(40.16%) 

Ugly 4(3.15%) 42(33.07%) 7(5.51%) 53(41.73%) 

Very ugly 0 12(9.45%) 2(1.57%) 14(11.02%) 

Pelotas 

Total Q10 10(7.87%) 94(74.02%) 23(18.11%) 127(100%) 
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Table 6.5.9: User perception and evaluation of commercial signage as a positive or negative 

element of the city centre image and user perception and evaluation of order among commercial 

signs (Source: fieldwork 2005). 

 
Q10. Do you think that the commercial 

signage in the city centre is a positive or 

negative element of the image of the city? 

Case  

study 

Q6. How would you sum up the 

commercial signage in the city 

centre? 
Positive Negative I don't know 

Total Q6 

Very ordered 3(2.63%) 5(4.39%) 1(0.88%) 9(7.89%) 

Ordered 48(42.11%) 3(2.63%) 5(4.39%) 56(49.12%) 

Neither ordered nor disordered 26(22.81%) 12(10.53%) 11(9.65%) 49(42.98%) 

Disordered 0 0 0 0 

Very disordered 0 0 0 0 

Oxford 

Total Q10 77(67.54%) 20(17.54%) 17(14.91%) 114(100%) 

Very ordered 3(2.50%) 0 0 3(2.50%) 

Ordered 26(21.67%) 7(5.83%) 4(3.33%) 37(30.83%) 

Neither ordered nor disordered 31(25.83%) 28(23.33%) 18(15%) 77(64.17%) 

Disordered 1(0.83%) 2(1.67%) 0 3(2.50%) 

Very disordered 0 0 0 0 

Gramado 

Total Q10 61(50.83%) 37(30.83%) 22(18.33%) 120(100%) 

Very ordered 0 0 0 0 

Ordered 1(0.79%) 0 1(0.79%) 2(1.58%) 

Neither ordered nor disordered 1(0.79%) 6(4.72%) 5(3.94%) 12(9.45%) 

Disordered 7(5.51%) 44(34.65%) 13(10.24%) 64(50.39%) 

Very disordered 1(0.79%) 44(34.65%) 4(3.15%) 49(38.58%) 

Pelotas 

Total Q10 10(7.87%) 94(74.01%) 23(18.11%) 127(100%) 

 
Table 6.5.10: User perception and evaluation of commercial signage as an element that helps, or 

not, navigation through the city centre and user satisfaction with the appearance of the city centre 

(Source: fieldwork 2005). 

 
Q11. Does commercial 

signage help you to navigate 

through the city centre? 

Case 

studies 

Q4. How would you sum up 

the appearance of the city 

centre? 
Yes No 

Total Q4 

Very beautiful 11(9.65%) 0 11(9.65%) 

Beautiful 60(52.63%) 18(15.79%) 78(68.42%) 

Neither beautiful nor ugly 17(14.91%) 8(7.02%) 25(21.93%) 

Ugly 0 0 0 

Very ugly 0 0 0 

Oxford 

Total Q11 88(77.19%) 26(22.81%) 114(100%) 

Very beautiful 16(13.33%) 5(4.17%) 21(17.50%) 

Beautiful 47(39.17%) 36(30%) 83(69.17%) 

Neither beautiful nor ugly 4(3.33%) 12(10%) 16(13.33%) 

Ugly 0 0 0 

Very ugly 0 0 0 

Gramado 

Total Q11 67(55.83%) 53(44.17%) 120(100%) 

Very beautiful 0 2(1.57%) 2(1.57%) 

Beautiful 4(3.15%) 3(2.36%) 7(5.51%) 

Neither beautiful nor ugly 34(26.77%) 17(13.39%) 51(40.16%) 

Ugly 27(21.26%) 26(20.47%) 53(41.73%) 

Very ugly 4(3.15%) 10(7.87%) 14(11.02%) 

Pelotas 

Total Q11 69(54.33%) 58(45.67%) 127(100%) 

 

Table 6.5.11: User perception and evaluation of commercial signage as an element that helps, or 

not, navigation through the city centre and user perception and evaluation of order among 

commercial signs (Source: fieldwork 2005). 

 
Q11. Does commercial 

signage help you to navigate 

through the city centre? 

Case 

studies 

Q6. How would you sum up the 

commercial signage in the city 

centre? 
Yes No 

Total Q6 

Very ordered 6(5.26%) 3(2.63%) 9(7.89%) 

Ordered 50(43.86%) 6(5.26%) 56(49.12%) 

Neither ordered nor disordered 32(28.07%) 17(14.91%) 49(42.98%) 
Oxford 

Disordered 0 0 0 

CONTINUATION ON THE NEXT PAGE: 
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Continuation: 

Q11. Does commercial 

signage help you to navigate 

through the city centre? 
Case 

studies 

Q6. How would you sum up the 

commercial signage in the city 

centre? 
Yes No 

Total Q6 

Very disordered 0 0 0 
Oxford 

Total Q11 88(77.19%) 26(22.81%) 114(100%) 

Very ordered 2(1.67%) 1(0.83%) 3(2.50%) 

Ordered 27(22.50%) 10(8.33%) 37(30.83%) 

Neither ordered nor disordered 35(29.17%) 42(35%) 77(64.17%) 

Disordered 3(2.50%) 0 3(2.50%) 

Very disordered 0 0 0 

Gramado 

Total Q11 67(55.83%) 53(44.17%) 120(100%) 

Very ordered 0 0 0 

Ordered 1(0.79%) 1(0.79%) 2(1.57%) 

Neither ordered nor disordered 8(6.30%) 4(3.15%) 12(9.45%) 

Disordered 40(31.50%) 24(18.90%) 64(50.40%) 

Very disordered 20(15.75%) 29(22.84%) 49(38.58%) 

Pelotas 

Total Q11 69(54.33%) 58(45.67%) 127(100%) 
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Appendix 7.1 

 

 

Sub-hypotheses tested in Chapter Seven 
 

 

Sub-hypotheses emerged from working hypothesis C and based on the issues discussed in 

the literature review (see Chapters Two, Three and Four) were designed to guide the 

statistical analysis in Chapter Seven. The results from the testing of these sub-hypotheses 

are presented in Chapter Seven as findings related to working hypothesis C. 

 

Working hypothesis C: Commercial street facades in historic city centres where 

different commercial signage approaches are applied are perceived and evaluated 

differently in terms of their appearance and physical aspects of the streetscape that 

influence user responses. 

 

7.1.1 Sub-hypotheses emerged from working hypothesis C 

 

1. Commercial street facades, where commercial signage controls are effective and the 

streetscape is ordered and characterized by preserved historic buildings, are ranked as the 

best streets in terms of appearance (streets 1 and 2) (tested in section 7.2.1 of Chapter 

Seven). 

 

2. Commercial street facades, where commercial signage controls are not effective and the 

streetscape is disordered and characterized by historic buildings harmed by commercial 

signs, are ranked as the worst streets in terms of appearance (streets 5 and 6) (tested in 

section 7.2.1 of Chapter Seven). 

 

3. The majority of users from different urban contexts “really like” and “like” the 

appearance of the commercial street facades where commercial signage controls are 

effective (streets 1, 2, 3 and 4) (tested in section 7.2.2 of Chapter Seven). 

 

4. The majority of users from different urban contexts “really do not like" and “do not like” 

the appearance of the commercial street facades where commercial signage controls are not 

effective (streets 5 and 6) (tested in section 7.2.2 of Chapter Seven). 

 

5. Taking into account the four sub-hypotheses above, there are differences between lay 

people and professionals in terms of perception and evaluation (tested in sections 7.2.1 and 

7.2.2 of Chapter Seven). 

 

6. The commercial street facade characterized by ordered commercial signage, preserved 

historic buildings, and higher complexity (street 1) is chosen as the best street in terms of 

appearance by users from different urban contexts (tested in section 7.2.3.1 of Chapter 

Seven). 

 

7. The commercial street facade characterized by disordered commercial signage, historic 

buildings harmed by these media, and higher variation of commercial signs and buildings 

(street 6) is chosen as the worst street in terms of appearance by users from different urban 

contexts (tested in section 7.2.3.2 of Chapter Seven). 
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8. There are differences between lay people and professionals in terms of perception and 

evaluation of the commercial street facades chosen as the best and the worst in terms of 

appearance (tested in sections 7.2.3.1 and 7.2.3.2 of Chapter Seven). 

 

9. Taking into account user choices for the best and the worst commercial street facades in 

terms of appearance, the historic buildings have higher influence on the satisfaction of 

users from Oxford, where commercial signage is ordered and the streetscape is 

characterized by preserved historic buildings, than on the satisfaction of users from the 

other case studies (tested in section 7.2.4.1 of Chapter Seven). 

 

10. Taking into account user choices for the best and the worst commercial street facades 

in terms of appearance, the appearance and number of commercial signs have higher 

influence on the satisfaction of users from Brazil, where in many city centres commercial 

signage is disordered and the streetscape is characterized by harmed historic buildings, 

than on the satisfaction of users from the other case studies (tested in section 7.2.4.2 of 

Chapter Seven). 

 

7.1.2 General results from the testing of the sub-hypotheses in Chapter Seven 

 

Table 7.1.1: Identification of the case studies, whose results supported, or not, the sub-hypotheses 

tested in Chapter Seven (Source: fieldwork 2005). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Supported by the findings from Not supported by the findings from 

1 Oxford and Pelotas.  
Gramado. Users from this case study tend 

to prefer street 3. 

2 Oxford, Gramado and Pelotas. - 

3 Oxford, Gramado and Pelotas. - 

4 Oxford, Gramado and Pelotas. - 

5 Oxford, Gramado and Pelotas. - 

6 

Oxford, Gramado and Pelotas. Some users 

from the three case studies also recognize 

streets 2 and 3 as the best streets in terms of 

appearance. 

- 

7 

Oxford, Gramado and Pelotas. Some users 

from the three case studies also recognize 

street 5 as the worst street in terms of 

appearance. 

- 

8 Oxford, Gramado and Pelotas. - 

9 Oxford, Gramado and Pelotas. - 
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10 Oxford, Gramado and Pelotas.  

Taking into account the appearance of 

commercial signs, this hypothesis was not 

verified in Oxford, Gramado and Pelotas. 

* These numbers refer to the sub-hypotheses presented in section 7.1.1 of this Appendix. 
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Appendix 7.2 

 

 

Mean score values (central tendency) and frequencies of user answers to 

questionnaires type A and type B  
 

 

7.2.1 Mean score values (central tendency) related to user answers to questionnaires 

type A and B 

 
As already discussed in Chapter Seven (see section 7.1.1), a comparison between the mean 

score values related to user answers to questionnaires type A (sample A) and B (sample B) 

indicate that the majority of users from both these samples have similar perceptions and 

evaluations about: (i) the appearance of the commercial street facades; (ii) the aspects that 

influence their responses when the appearance of the commercial street facades is 

evaluated; (iii) the beauty, interest, order, colour and complexity in relation to the 

commercial street facades; (iv) the number of commercial signs and the coverage of 

buildings by these media; (v) the number of buildings harmed by commercial signs; (vi) 

the variation of commercial signs and buildings; (vii) the influence of commercial signs on 

the appearance of historic buildings; and (viii) the relationship between commercial signs 

and building facades. The tables and figures below show that the mean score values related 

to both these samples (quest. type A and quest. type B) are similar 
1
. 

 
Table 7.2.1: Mean score values related to user answers to questionnaires type A and B when the 

appearance of streets 1, 2 and 3 is analysed (Source: fieldwork 2005). 

 
Street 1 Street 2 Street 3 

QUESTIONS Quest.A 

11 users 

Quest.B 

175 users 

Quest.A 

11 users 

Quest.B 

76 users 

Quest.A 

11 users 

Quest.B 

106 users 

Q1; Q12/Q13. Do you like the appearance of street 

>x< ? 
1.55 1.61 1.60 1.75 1.90 1.93 

Appearance of buildings 1.27 1.22 1.36 1.34 1.36 1.23 

Appearance of  

commercial signs 
1.79 1.61 1.80 1.72 2.36 1.75 

Historic buildings 1.54 1.46 1.80 1.59 2.00 2.26 

Q1A;Q12A/ 

Q14A; Q25A 

How important 

to your answer 

above is the: Number of commercial signs 2.10 2.01 1.60 1.72 2.45 1.80 

Very beautiful – Very ugly 1.60 1.54 1.40 1.51 1.90 1.53 

Very boring – Very interesting 4.45 4.39 4.01 4.24 3.90 4.09 

Very ordered – Very chaotic 2.10 2.00 1.30 1.45 2.45 1.83 

Very colourful – Very colourless 2.76 2.96 3.36 3.51 3.18 2.08 

Q2; Q13/Q15; 

Q26. Rate the 

street along 

each of the 

following 

scales: Very complex – Very simple 2.89 2.71 3.36 3.43 3.36 3.14 

Q5; Q16/Q18; Q29. The number of  

commercial signs in the street is: 
2.61 2.58 2.76 2.89 2.36 3.07 

Q6; Q17/Q19; Q30. Is the appearance of any 

building harmed by commercial signs? 
1.35 1.43 1.59 1.69 1.09 1.27 

Q6A; Q17A/Q19A; Q30A. If yes, how many? 4.46 4.53 4.20 4.52 3.50 3.87 

Red = questions related to questionnaire type A.  Blue = questions related to questionnaire type B. 

CONTINUATION ON THE NEXT PAGE. 

                                                 
1 As explained in Chapter Seven (see section 7.1.1), statistical tests (such as the Man Whitney Test) were not 

carried out because of the extreme difference between the sample size of users, who answered questionnaires 

type A (33 users) and type B (361 users). It was considered more appropriate to base the analysis on the 

comparison between the mean score values and the frequencies of user responses related to their perception 

and evaluation of the appearance of the commercial street facades observed on-site (sample A) and through 

colour photomontages (sample B). 
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Continuation: 

Street 1 Street 2 Street 3 

QUESTIONS Quest.A 

11 users 

Quest.B 

175 users 

Quest.A 

11 users 

Quest.B 

76 users 

Quest.A 

11 users 

Quest.B 

106 users 

The variation of  

commercial signs is: 
3.62 3.56 3.54 3.73 2.18 2.80 

Q7; Q18/Q20; Q31. 

Mark the alternative 

that best describes 

the street: 
The variation of  

buildings is: 
2.64 2.44 2.64 2.89 2.00 2.63 

Q8; Q19/Q21; Q32. The coverage of buildings  

by commercial signs is: 
3.48 3.58 3.89 3.96 3.27 3.37 

Q9; Q20/Q22; Q33. The commercial signs  

make the appearance of the historic buildings: 
2.68 2.78 2.81 2.80 - - 

Red = questions related to questionnaire type A.  Blue = questions related to questionnaire type B. 

 

Table 7.2.2: Mean score values related to user answers to questionnaires type A and B when the 

appearance of streets 4, 5 and 6 is analysed (Source: Fieldwork 2005). 
 

Street 4 Street 5 Street 6 

QUESTIONS Quest.A 

11 users 

Quest.B 

57 users 

Quest.A 

11 users 

Quest.B 

152 users 

Quest.A 

11 users 

Quest.B 

169 users 

Q1; Q12/Q13. Do you like the appearance  

of street >x< ? 
2.35 2.27 3.66 3.84 4.09 3.96 

Appearance of buildings 1.26 1.16 2.00 1.70 1.82 1.72 

Appearance of  

commercial signs 
2.50 2.66 1.19 1.25 1.18 1.37 

Historic buildings 2.91 2.84 2.22 2.13 2.18 2.29 

Q1A;Q12A/ 

Q14A; Q25A How 

important to your 

answer above is 

the: Amount of commercial signs 2.79 2.81 1.36 1.54 1.45 1.65 

Very beautiful - Very ugly 3.51 3.81 4.05 3.95 3.81 4.07 

Very boring -Very interesting 2.90 2.72 2.36 2.29 2.45 2.46 

Very ordered – Very chaotic 3.15 3.31 3.85 3.98 4 4.02 

Very colourful – Very 

colourless 
2.59 2.34 1.56 1.64 2.72 2.71 

Q2; Q13/ 

Q15; Q26. Rate 

the street along 

each of the 

following scales: 
Very complex – very simple 2.27 2.31 2.70 2.88 2.18 3.08 

Q5; Q16/Q18; Q29. The number of  

commercial signs in the street is: 
2.22 2.38 1.65 1.74 1.73 1.72 

Q6; Q17/Q19; Q30. Is the appearance of any 

building harmed by commercial signs? 
1.00 1.25 1.00 1.07 1.00 1.01 

Q6A; Q17A/Q19A; Q30A If yes, how many? 3.00 3.17 1.73 1.81 1.55 1.73 

The variation of  

commercial signs is: 
2.45 2.34 1.64 1.74 1.27 1.70 Q7; Q18/Q20; Q31. 

Mark the alternative that 

best describes the street: 
The variation of  

buildings is: 
2.16 2.22 2.80 2.54 2.36 2.62 

Q8; Q19/Q21; Q32. The coverage of  

buildings by commercial signs is: 
2.70 3.03 1.63 1.76 2.09 1.75 

Q9; Q20/Q22; Q33. The commercial signs  

make the appearance of the historic buildings: 
0 0 4.27 4.36 4.18 4.27 

Red = questions related to questionnaire type A.  Blue = questions related to questionnaire type B. 

 

 
 

Figure 7.2.1: Graphics illustrating the variation of the mean score values related to the results from 

questionnaires types A and B - streets 1 and 2. These figures show the similarities between answers 

of users to both these questionnaires, as, in general, the red and blue lines follow the same direction 

(Source: fieldwork 2005). 
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Figure 7.2.2: Graphics illustrating the variation of the mean score values related to the results from 

questionnaires types A and B - streets 3 and 4. These figures show the similarities between answers 

of users to both these questionnaires, as, in general, the red and blue lines follow the same direction 

(Source: fieldwork 2005). 
 

 
 

Figure 7.2.3: Graphics illustrating the variation of the mean score values related to the results from 

questionnaires types A and B - streets 5 and 6. These figures show the similarities between answers 

of users to both these questionnaires, as, in general, the red and blue lines follow the same direction 

(Source: fieldwork 2005). 
 

7.2.2 Photographs showing some of the participants of the survey answering 

questionnaire type A on-site 

 

    
 

Figure 7.2.4: Participants from the case study of Gramado answering questionnaire type A (Source: 

fieldwork 2005). 
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Figure 7.2.5: Participants from the case study of Gramado answering questionnaire type A (Source: 

fieldwork 2005). 

 

7.2.3 Perception and evaluation of residents in Oxford of the appearance of streets 1 

and 2 on-site (questionnaire type A) 

 

7.2.3.1 User answers related to the appearance of street 1 

 
1. Do you like the appearance of this street? 
5(45%) I really like     6(42.86%) I like     (0)  I don’t know        (0) I don’t like       (0) I really don’t like 

 

1A. How important to your answer above is the: (each item should have one answer) 
 Very  

important 
Important Undecided 

A little 

 important 

Not  

important 

Appearance of buildings                                                    8(72.73%) 3(24.27%) 0 0 0 

Appearance of commercial signs 3(27.27%) 6(54.54%) 0 2(18.18%) 0 

Historic buildings  6(54.54%) 4(36.36%) 0 1(9.09%) 0 

Number of commercial signs 0 6(54.54%) 1(9.09%) 4(36.36%) 0 

Others 2 0 0 0 0 0 

 

2. Rate the street along each of the following scales:  
 1(9.09%) 10(90.9%) 0 0 0 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

      

 0 1(9.09%) 0 3(27.27%) 7(63.63%) 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 

      

 2(18.18%) 3(27.27%) 4(36.36%) 2(18.18%) 0 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

      

 2(18.18%) 5(45.45%) 2(18.18%) 2(18.18%) 0 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

      

 2(18.18%) 7(63.63%) 1(9.09%) 1(9.09%) 0 

E. Very complex Complex Neither complex nor simple Simple Very simple 

 

 

                                                 
2 The questions Q1A and Q12A of the questionnaire type A have as an alternative of answer “others”. 

However, this investigation did not find a significant pattern of answers related to this response. In this 

regard, this study just presents the findings related to the total percentage of users who marked this response. 
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3. Please indicate the main positive and negative characteristics of the commercial signs: 
Positive  Negative  

Relationship among building facade and commercial 

signage: 6(54.54%) 

Colour variation: 2(18.18%) 

General appearance of commercial signs: 4(36.36%) 

Scale/size: 1(9.09%) 

Commercial signage not too loud: 1(9.09%) 

Simplicity: 1(9.09%) 

Variety: 2(18.18%) 

Legibility of some texts is difficult: 1(9.09%) 

Lack of conservation of some signs: 2(18.18%) 

 

4. Please indicate the main positive and negative characteristics of the buildings: 
Positive  Negative  

Attractive: 1(9.09%) 

Details (gables): 1(9.09%) 

Colours: 1(9.09%) 

Height: 3(27.27%) 

Historic buildings: 2(18.18%) 

Materials: 1(9.09%) 

Architectural style/ character: 3(27.27%) 

Windows: 3(27.27%) 

Variety/ diversity: 4(36.36%) 

General appearance of buildings: 1(9.09%) 

Colour: 1(9.09%) 

Height: 2(18.18%) 

 

 

5. The number of commercial signs in the street is: 
3(27.27%) very many        7(63.63%) many        1(9.09%) moderate         (0)  few         (0)  very few 

 

6. Is the appearance of any building harmed by commercial signs? 11(100%) yes   (0) no 

    6A. If yes, how many? 
(0)  very many         (0)  many            (0) moderate           7(63.63%)  few              4(36.36%) very few 

 

7. Mark the alternative that best describes the street: (each item should have one answer) 
 Very high High Moderate Low Very low 

The variation of commercial signs is: 3(27.27%) 7(63.63%) 1(9.09%) 0 0 

The variation of buildings is: 5(45.45%) 5(45.45%) 1(9.09%) 0 0 

 

8. The coverage of buildings by commercial signs is: 
1(9.09%) very much        (0)  a lot         6(54.54%) moderate 4(36.36%) small          (0)  very small 
 

9. The commercial signs make the appearance of the historic buildings: (indicated by the 

researcher) 
2(18.18%) very beautiful      5(45.45%) beautiful       4(36.36%) neither beautiful nor ugly      

(0) ugly        (0) very ugly (0) the street does not have historic buildings 

 

10. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
chose; it will help the research identify the building later) 

- Building 4 (White Stuff): 5(45.45%) 

- Building 11 (Fellows): 4(36.36%) 

- Building 12 (Coast): 1(9.09%) 

- Building 14 (Edinburgh Woollen Mill): 1(9.09%) 

 

11. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
chose; it will help the research identify the building later) 

- Building 3 (Starbucks + Adecco): 6(54.54%) 

- Building 6 (Bristol West): 4(36.36%) 

- Building 13 (Oxford City Council): 1(9.09%) 
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7.2.3.2 User answers related to the appearance of street 2 
 

 

12. Do you like the appearance of this street?  
(0) I really like       9(81.81%) I like           2(18.18%)  I don’t know  (0)  I don’t like   (0)  I really don’t like  

 

12A. How important to your answer above is the: (each item should have one answer) 
 Very  

important 
Important Undecided 

A little 

 important 

Not  

important 

Appearance of buildings                                                                    7(63.64%) 4(36.36%) 0 0 0 

Appearance of commercial signs 3(27.27%) 1(9.09%) 2(18.18%) 4(36.36%) 1(9.09%) 

Historic buildings  4(36.36%) 4(36.36%) 2(18.18%) 0 1(9.09%) 

Number of commercial signs 1(9.09%) 3(27.27%) 3(27.27%) 4(36.36%) 0 

Others 0 0 0 0 0 

 

13. Rate the street along each of the following scales:  
 0 3(27.27%) 5(45.45%) 3(27.27%) 0 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

      

 0 1(9.09%) 4(36.36%) 5(45.45%) 1(9.09%) 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 

      

 0 1(9.09%) 7(63.63%) 3(27.27%) 0 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

      

 0 3(27.27%) 1(9.09%) 7(63.64%) 0 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

      

 2(18.18%) 4(36.36%) 4(36.36%) 1(9.09%) 0 

E. Very complex Complex Neither complex nor simple Simple Very simple 

 

14. Please indicate the main positive and negative characteristics of the commercial signs: 
Positive  Negative  

Relationship among building facade and commercial 

signs: 3(27.27%) 

Identification of shops/information: 3(27.27%) 

Variety: 2(18.18%) 

Location on facade: 1(9.09%) 

General appearance of commercial signage: 

1(9.09%) 

Order: 1(9.09%) 

Colour of some modern shopfronts (building 6): 

6(54.54%) 

Relationship between building facade and some 

commercial signs (mainly where standard signs are 

displayed in different buildings, such as Next shop): 

1(9.09%) 

 

15. Please indicate the main positive and negative characteristics of the buildings: 
Positive  Negative  

Historic building appearance: 5(45.45%) 

Attractive: 3(27.27%) 

Conservation: 1(9.09%) 

Materials: 1(9.09%) 

Windows: 1(9.09%) 

Visual appearance: 1(9.09%) 

General appearance of building 6 (modern building): 

3(27.27%) 

Fragmentation of some historic buildings - ground 

floor different of upper floors (building 4): 

2(18.18%) 

 

16. The number of commercial signs in the street is:  
2(18.18%) very many        4(36.36%) many           4(36.36%) moderate           1(9.09%)  few             (0)  very few 

 

17. Is the appearance of any building harmed by commercial signs? 10(90.90%) yes  
                                                                                                                      1(9.09%) no  
17A. If yes, how many?  
(0)  very many         3(27.27%)  many           2(18.18%) moderate  5(45.45%)  few (0)  very few 
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18. Mark the alternative that best describes the street: (each item should have one answer) 

 

19. The coverage of buildings by commercial signs is:  
(0)  very much          1(9.09%) a lot         8(72.72%) moderate        2(18.18%) small         (0) very small 

 

20. The commercial signage makes the appearance of the historic buildings: (indicated by the 

researcher) 
(0)  very beautiful      2(18.18%) beautiful      9(81.81%) neither beautiful nor ugly   (0) ugly      (0) very ugly 

(0) the street does not have historic buildings 

 

21. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Building 1 (Nokia/Laura Ashley): 9(81.81%) 

- Building 6 (Clinton Cards): 2(18.18%) 

 

22. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Buildings 3 and 4 (WHSmith): 5(45.45%) 

- Building 6 (Virgin): 2(18.18%) 

- Building 6 (Next/Clinton Cards): 2(18.18%) 

- Building 2 (Burger King): 1(9.09%) 

- Building 5 (Next): 1(9.09%) 

 

7.2.4 Perception and evaluation of residents in Gramado of the appearance of streets 

3 and 4 on-site (questionnaire type A) 

 

7.2.4.1 User answers related to the appearance of street 3 
 

1. Do you like the appearance of this street?  
2(18.18%) I really 

                  like 

8(72.72%) I like       1(9.09%)  I don’t know     (0)  I don’t like    (0)  I really don’t 

       like  

 

1A. How important to your answer above is the: (each item should have one answer) 
 Very  

important 
Important Undecided 

A little 

important 

Not  

important 

Appearance of buildings                                                                    9(81.81%) 1(9.09%) 1(9.09%) 0 0 

Appearance of commercial signs 3(27.27%) 5(45.45%) 0 2(18.18%) 1(9.09%) 

Historic buildings  4(36.36%) 4(36.36%) 2(18.18%) 1(9.09%) 0 

Number of commercial signs 3(27.27%) 4(36.36%) 0 4(36.36%) 0 

Others 0 0 0 0 0 

 

2. Rate the street along each of the following scales:  
 3(27.27%) 6(54.54%) 2(18.18%) 0 0 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

      

 1(9.09%) 0 0 8(72.72%) 2(18.18%) 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 
      

 3(27.27%) 2(18.18%) 4(36.36%) 2(18.18%) 0 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 
 

 
Very high High Moderate Low 

Very  

low 

The variation of commercial signs is: 1(9.09%) 4(36.36%) 5(45.45%) 1(9.09%) 0 

The variation of buildings is: 1(9.09%) 6(54.54%) 2(18.18%) 1(9.09%) 1(9.09%) 



Appendix 7.2: Mean score values (central tendency) and frequencies of user answers related to questionnaires type A and 

type B. 

 584 

 1(9.09%) 3(27.27%) 1(9.09%) 5(45.45%) 1(9.09%) 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

      

 1(9.09%) 0 5(45.45%) 4(36.36%) 1(9.09%) 

E. Very complex Complex Neither complex nor simple Simple Very simple 
 

3. Please indicate the main positive and negative characteristics of the commercial signs: 
Positive  Negative  

Creative signs: 2(18.18%) 

Discrete: 2(18.18%) 

Identification of shops/information: 2(18.18%) 

Symmetry: 2(18.18%) 

Signs do not cover building facades too much: 

2(18.18%) 

General appearance of commercial signs: 1(9.09%) 

Commercial signage helps wayfinding: 1(9.09%) 

Size of “Paqueta” shopfront (building 4): 

5(45.45%) 

 

 

4. Please indicate the main positive and negative characteristics of the buildings: 
Positive  Negative  

Conservation: 3(27.27%) 

Green areas (front gardens and vegetation as facade 

decoration): 3(27.27%) 

Variety/diversity: 3(27.27%) 

Architectural style/character: 2(18.18%) 

Attractive buildings: 1(9.09%) 

Height: 1(9.09%) 

Ordered/standard: 1(9.09%) 

Value commercial activities: 1(9.09%) 

 

 

5. The number of commercial signs in the street is:  
1(9.09%) very many        5(45.45%) many           5(45.45%) moderate           (0) few             (0) very few 

 

6. Is the appearance of any building harmed by commercial signs? 10(90.90%) yes  1(9.09%) no   

     6A. If yes, how many?  
(0)  very many        (0) many           (0) moderate           11(100%) few             (0) very few 

 

7. Mark the alternative that best describes the street: (each item should have one answer) 
 Very  high High Moderate Low Very low 

The variation of commercial signs is: 0 9(81.81%) 2(18.18%) 0 0 

The variation of buildings is: 4(36.36%) 3(27.27%) 4(36.36%) 0 0 

 

8. The coverage of buildings by commercial signs is:  
(0) very much          (0) a lot         8(72.72%) moderate        3(27.27%) small               (0) very small 

 

9. The commercial signage makes the appearance of the historic buildings: (indicated by the 

researcher) 
(0)  very beautiful         (0) beautiful        (0) neither beautiful nor ugly     (0) ugly       (0) very ugly 

11(100%) the street does not have historic buildings 

 

10. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Building 6 (Kur): 6(54.54%) 

- Building 2 (Aconchego): 2(18.18%) 

- Building 3 (Lucirene): 2(18.18%) 

- Building 7 (Casa Zatti): 1(9.09%) 
 

11. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
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choose; it will help the researcher identify the building later) 

- Building 4 (Paqueta): 11(100%) 

 

7.2.4.2 User answers related to the appearance of street 4 

 
12. Do you like the appearance of this street?  
2(18.18%) I really  

                  like 

3(27.27%) I like 5(45.45%)  I don’t know 1(9.09%)  I  

don’t like 

(0)  I really don’t 

       like 

                                  

12A. How important to your answer above is the: (each item should have one answer) 
 Very  

important 
Important Undecided 

A little  

Important 

Not  

important 

Appearance of buildings                                                                    7(63.63%) 4(36.36%) 0 0 0 

Appearance of commercial signs 5(45.45%) 4(36.36%) 0 1(9.09%) 1(9.09%) 

Historic buildings  1(9.09%) 4(36.36%) 1(9.09%) 5(45.45%) 0 

Number of commercial signs 4(36.36%) 4(36.36%) 1(9.09%) 2(18.18%) 0 

Others 0 0 0 0 0 

 

13. Rate the street along each of the following scales:  
 3(27.27%) 1(9.09%) 2(18.18%) 5(45.45%) 0 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

      

 0 5(45.45%) 2(18.18%) 3(27.27%) 1(9.09%) 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 

      

 2(18.18%) 2(18.18%) 2(18.18%) 5(45.45%) 0 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

      

 1(9.09%) 1(9.09%) 5(45.45%) 4(36.36%) 0 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

      

 5(45.45%) 2(18.18%) 0 4(36.36%) 0 

E. Very complex Complex Neither complex nor simple Simple Very simple 
 

14. Please indicate the main positive and negative characteristics of the commercial signs: 
Positive  Negative  

Identification of shops/Information: 3(27.27%) 

Commercial signage helps wayfinding: 3(27.27%) 

Relation among building facade and commercial 

signage: 1(9.09%) 

Creative: 1(9.09%) 

Symmetry: 1(9.09%) 

Standard/ordered: 1(9.09%) 

Commercial appeal of some signs (building 5 and 

9): 3(27.27%) 

Colour: 2(18.18%) 

 

 

15. Please indicate the main positive and negative characteristics of the buildings: 
Positive  Negative  

Height: 3(27.27%) 

Architecture style/character: 2(18.18%) 

Unity/scale: 2(18.18%) 

Attractive: 1(9.09%) 

Colours: 1(9.09%) 

Green areas (front gardens and vegetation as 

decoration): 1(9.09%) 

Standard/ordered: 1(9.09%) 

Variety/diversity: 1(9.09%) 

Building structure: 1(9.09%) 

Height of some buildings, too high to the street 

facade (buildings 5 and 6): 4(36.36%) 

Some buildings harmed by signs (buildings 5 and 

9): 2(18.18%) 

 

16. The number of commercial signs in the street is:  
3(27.27%) very many        5(45.45%) many           3(27.27%) moderate           (0) few             (0) very few 
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17. Is the appearance of any building harmed by commercial signs? 11(100%) yes   (0) no  

    17A. If yes, how many?  

(0)  very many        (0) many           (0) moderate           11(100%) few             (0) very few 
 

18. Mark the alternative that best describes the street: (each item should have one answer) 
 Very high High Moderate Low Very low 

The variation of commercial signs is: 8(72.72%) 1(9.09%) 2(18.18%) 0 0 

The variation of buildings is: 2(18.18%) 6(54.54%) 3(27.27%) 0 0 
 

19. The coverage of buildings by commercial signs is:  
1(9.09%) very much        4(36.36%) a lot         6(54.54%) moderate       (0) small       (0) very small 
 

20. The commercial signs make the appearance of the historic buildings: (indicated by the 

researcher) 
(0)  very beautiful         (0) beautiful        (0) neither beautiful nor ugly    (0) ugly       (0) very ugly 

11(100%) the street does not have historic buildings 
 

21. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facades: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Building 8 (D'grecio): 4(36.36%) 

- Building 1 (Arraial): 2(18.18%) 

- Building 4 (Imago): 1(9.09%) 

- Building 5 (Giovana Regali): 1(9.09%) 

- Building 5 (Hatelei): 1(9.09%) 

- Building 7 (Caracol): 1(9.09%) 
 

22. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Building 5 (Z3): 7(63.63%) 

- Building 9 (Piccolo Paradiso): 2(18.18%) 

- Building 1 (Arraial): 1(9.09%) 

 
7.2.5 Perception and evaluation of residents in Pelotas of the appearance of streets 5 

and 6 on-site (questionnaire type A) 

 
7.2.5.1 User answers related to the appearance of street 5 

 
1. Do you like the appearance of this street?  
(0) I really like     (0) I like       (0) I don’t know       7(63.63%)  I don’t like      4(36.36%)  I really don’t like  
 

1A. How important to your answer above is the: (each item should have one answer) 
 Very 

important 
Important Undecided 

A little 

important 

Not 

important 

Appearance of buildings                                                                    5(45.45%) 4(36.36%) 0 2(18.18%) 0 

Appearance of commercial signs 10(90.90%) 1(9.09%) 0 0 0 

Historic buildings  3(27.27%) 3(27.27%) 1(9.09%) 1(9.09%) 3(27.27%) 

Number of commercial signs 7(36.36%) 4(36.36%) 0 0 0 

Others 0 0 0 0 0 
 

2. Rate the street along each of the following scales:  
 0 0 1(9.09%) 5(45.45%) 5(45.45%) 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 
      

 4(36.36%) 2(18.18%) 3(27.27%) 1(9.09%) 1(9.09%) 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 
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 0 0 0 5(45.45%) 6(54.54%) 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

      

 8(72.72%) 2(18.18%) 1(9.09%) 0 0 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

      

 5(45.45%) 3(27.27%) 2(18.18%) 1(9.09%) 0 

E. Very complex Complex Neither complex nor simple Simple Very simple 

 

3. Please indicate the main positive and negative characteristics of the commercial signs: 
Positive  Negative  

Identification of shops/information: 3(27.27%) 

Commercial signage helps wayfinding: 1(9.09%) 

Size: 7(63.64%) 

Colour: 6(54.54%) 

Visual pollution: 4(36.36%) 

Legibility: 2(18.18%) 

Commercial signage covers buildings facade too 

much: 2(18.18%) 

Proportion in relation to building façade size: 

1(9.09%) 

Size of letters (too big): 1(9.09%) 

Location on facades: 1(9.09%) 
 

4. Please indicate the main positive and negative characteristics of the buildings: 
Positive  Negative  

Historic buildings: 6(54.54%) 

Height: 2(18.18%) 

Conservation of building 5: 1(9.09%) 

Scale: 1(9.09%) 

Colour: 5(45.45%) 

Lack of conservation: 4(36.36%) 

Buildings harmed by commercial signage: 1(9.09%) 

 

 

5. The number of commercial signs in the street is:  
6(54.54%) very many        5(45.45%) many           (0) moderate           (0) few           (0) very few 

 

6. Is the appearance of any building harmed by commercial signs? 11(100%) yes (0) no  

     6A. If yes, how many?  
4(36.36%) very many        7(63.63%) many           (0) moderate           (0) few             (0) very few 

 

7. Mark the alternative that best describes the street: (each item should have one answer) 
 Very high High Moderate Low Very low 

The variation of commercial signs is: 5(45.45%) 5(45.45%) 1(9.09%) 0 0 

The variation of buildings is: 0 2(18.18%) 6(54.54%) 3(27.27%) 0 

 

8. The coverage of buildings by commercial signs is:  
5(45.45%) very much          5(45.45%) a lot         1(9.09%) moderate        (0) small         (0) very small 

 

9. The commercial signs make the appearance of the historic buildings: (indicated by the 

researcher) 
(0) very beautiful    (0) beautiful   1(9.09%) neither beautiful nor ugly  6(54.54%) ugly   4(36.36%) very ugly 

(0) the street does not have historic buildings 

 

10. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Building 3 (Delicias Portuguesas): 5(45.45%) 

- Building 2 (Salao Para): 2(18.18%) 

- Building 4 (Look festas): 1(9.09%) 

- Building 4 (New Look): 1(9.09%) 

- Building 6 (Graffithi, perpendicular to the facade): 1(9.09%) 

- Building 7 (Sul Bebe): 1(9.09%) 
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11. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Building 4 (Papelaria Look): 4(36.36%) 

- Building 6 (Graffithi): 3(27.27%) 

- Building 1 (Farmacia Economica): 2(18.18%) 

- Building 1 (Servifoto): 1(9.09%) 

- Building 2 (Eletrolandia): 1(9.09%) 

 
7.2.5.2 User answers related to the appearance of street 6 

 
12. Do you like the appearance of this street?  
(0) I really like 1(9.09%) I like 1(9.09%) I don’t know 5(45.45%)  I don’t 

                   like  

4(36.36%)  I really 

               don’t like  
 

12A. How important to your answer above is the: (each item should have one answer) 
 Very 

important 
Important Undecided 

A little  

important 

Not  

important 

Appearance of buildings                                                                    6(54.54%) 3(27.27%) 2(18.18%) 0 0 

Appearance of commercial signs 9(81.81%) 2(18.18%) 0 0 0 

Historic buildings  6(54.54%) 1(9.09%) 1(9.09%) 2(18.18%) 1(9.09%) 

Number of commercial signs 6(54.54%) 5(45.45%) 0 0 0 

Others 0 0 0 0 0 
 

13. Rate the street along each of the following scales:  
 0 1(9.09%) 2(18.18%) 6(54.54%) 2(18.18%) 

A. Very beautiful Beautiful Neither beautiful nor ugly Ugly Very ugly 

      

 2(18.18%) 3(27.27%) 5(45.45%) 1(9.09%) 0 

B. Very boring Boring Neither boring nor interesting Interesting Very interesting 

      

 0 2(18.18%) 0 5(45.45%) 4(36.36%) 

C. Very ordered Ordered Neither ordered nor chaotic Chaotic Very chaotic 

      

 3(27.27%) 1(9.09%) 4(36.36%) 2(18.18%) 1(9.09%) 

D. Very colourful Colourful Neither colourful nor colourless Colourless Very colourless 

      

 3(27.27%) 4(36.36%) 3(27.27%) 1(9.09%) 0 

E. Very complex Complex Neither complex nor simple Simple Very simple 
 

14. Please indicate the main positive and negative characteristics of the commercial signs: 
Positive  Negative  

Identification of shops/information: 5(45.45%) 

 

Size: 6(54.54%) 

Visual pollution: 5(45.45%) 

Colour: 2(18.18%) 

Difficult legibility of signs (texts): 2(18.18%) 

Commercial signage covers buildings too much: 

2(18.18%) 

Proportion in relation to building facade sizes: 

1(9.09%) 

Relationship between buildings and commercial 

signage: 1(9.09%) 

Size of letters: 1(9.09%) 

Lack of unity: 1(9.09%) 

Lack of harmony: 1(9.09%) 

Number of commercial signs: 1(9.09%) 
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15. Please indicate the main positive and negative characteristics of the buildings: 
Positive  Negative  

Historic buildings: 6(54.54%) 

Colours: 3(27.27%) 

Height: 1(9.09%) 

Lack of conservation: 5(45.45%) 

Buildings harmed by commercial signage: 

2(18.18%) 

Colour: 1(9.09%) 

Lack of unity: 1(9.09%) 

 

16. The number of commercial signs in the street is:  
4(36.36%) very many        6(54.54%) many           1(9.09%) moderate           (0) few             (0) very few 

 

17. Is the appearance of any building harmed by commercial signs? 11(100%) yes   (0) no  

      17A. If yes, how many?  
6(54.54%) very many        4(36.36%) many           1(9.09%) moderate          (0) few          (0) very few 

 

18. Mark the alternative that best describes the street: (each item should have one answer) 
 Very high High Moderate Low Very low 

The variation of commercial signs is: 8(72.72%) 3(27.27%) 0 0 0 

The variation of buildings is: 1 5(45.45%) 5(45.45%) 0 0 

 

19. The coverage of buildings by commercial signs is:  
2(18.18%) very much          6(54.54%) a lot         3(27.27%) moderate        (0) small         (0) very small 

 

20. The commercial signs make the appearance of the historic buildings: (indicated by the 

researcher) 
 (0) very beautiful          (0) beautiful                     2(18.18%) neither beautiful nor ugly      5(45.45%) ugly    

4(36.36%) very ugly      (0) the street does not have historic buildings 

 

21. Please identify the building(s) that you like the most in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Building 4 (Ano Zero): 5(45.45%) 

- Building 2 (Optica Stillus): 3(27.27%) 

- Building 2 (Central da Costura): 1(9.09%) 

- Building 3 (Pes e Passos): 1(9.09%) 

- Building 5 (Palace Hotel): 1(9.09%) 

 

22. Please identify the building(s) that you like the least in terms of the relationship between 

commercial signs and building facade: (write the name of the sign displayed on the building that you 
choose; it will help the researcher identify the building later) 

- Building 2 (Yuk): 5(45.45%) 

- Building 5 (Nova Era): 4(36.36%) 

- Building 5 (Brahma Shop): 1(9.09%) 

- Building 6 (Claro): 1(9.09%) 

 



590 

Appendix 7.3 

 

 

Tables related to the results presented in Chapter Seven 
 

 
Table 7.3.1: Mean scores values related to the rank of the commercial street facades from one 

(users like the most) to six (users like the least) - lay people and professionals from Oxford, 

Gramado and Pelotas (Source: fieldwork 2005). 

 
Case study OXFORD: 51 LAY PEOPLE and 63 PROFESSIONALS. 

Q12. Rank the streets 

from 1(most like) to 6 

(least like): 

1 

I most like 
2 3 4 5 

6 

I least like 

Lay people 26(50.98%) 10(19.61%) 13(25.49%) 2(3.92%) 0 0 
Street 1 

Professionals 44(69.84%) 8(12.70%) 9(14.29%) 2(3.17%) 0 0 

Lay people 2(3.92%) 18(35.29%) 6(11.76%) 23(45.10%) 2(3.92%) 0 
Street 2 

Professionals 10(15.87%) 25(39.68%) 12(19.05%) 16(25.40%) 0 0 

Lay people 19(37.25%) 8(15.69%) 10(19.61%) 7(13.73%) 3(5.88%) 4(7.84%) 
Street 3 

Professionals 9(14.29%) 11(17.46%) 9(14.28%) 17(26.98%) 12(19.04%) 5(7.94%) 

Lay people 4(7.84%) 11(21.57%) 18(35.29%) 10(19.61%) 8(15.68%) 0 
Street 4 

Professionals 0 11(17.46%) 19(30.16%) 13(20.63%) 8(12.70%) 12(19.05%) 

Lay people 0 4(7.84%) 4(7.84%) 6(11.76%) 22(43.14%) 15(29.41%) 
Street 5 

Professionals 0 6(9.52%) 13(20.63%) 1(1.58%) 21(33.33%) 22(34.92%) 

Lay people 0 0 0 3(5.88%) 16(31.37%) 32(62.75%) 
Street 6 

Professionals 2(3.18%) 0 0 15(23.81%) 22(34.92%) 24(38.10%) 

Case study GRAMADO: 79 LAY USERS and 41 PROFESSIONALS. 

Q12. Rank the streets 

from 1(most like) to 6 

(least like): 

1 

I most like 
2 3 4 5 

6 

I least like 

Lay people 27(34.17%) 13(16.46%) 27(34.18%) 12(15.19%) 0 0 
Street 1 

Professionals 7(17.07%) 18(43.91%) 12(29.27%) 4(9.76%) 0 0 

Lay people 6(7.59%) 23(29.11%) 16(20.25%) 34(43.04%) 0 0 
Street 2 

Professionals 16(39.02%) 6(14.63%) 7(17.07%) 12(29.27%) 0 0 

Lay people 41(51.90%) 8(10.13%) 13(16.46%) 16(20.25%) 1(1.27%) 0 
Street 3 

Professionals 13(31.71%) 9(21.95%) 14(34.15%) 3(7.32%) 1(2.44%) 1(2.44%) 

Lay people 5(6.33%) 36(45.57%) 21(26.58%) 16(20.25%) 0 1(1.27%) 
Street 4 

Professionals 4(9.75%) 7(17.07%) 6(14.63%) 19(46.34%) 2(4.88%) 3(7.32%) 

Lay people 0 0 0 1(1.27%) 41(51.90%) 37(46.84%) 
Street 5 

Professionals 1(2.44%) 1(2.44%) 2(4.88%) 1(2.44%) 15(36.59%) 21(51.22%) 

Lay people 0 0 1(1.26%) 0 37(46.84%) 41(51.90%) 
Street 6 

Professionals 0 0 0 2(4.88%) 23(56.10%) 16(39.05%) 

Case study PELOTAS: 76 LAY USERS and 51 PROFESSIONALS. 

Q12. Rank the streets 

from 1(most like) to 6 

(least like): 

1 

I most like 
2 3 4 5 

6 

I least like 

Lay people 24(31.58%) 18(23.68%) 18(23.68%) 14(18.42%) 1(1.31%) 1(1.32%) 
Street 1 

Professionals 18(35.29%) 16(31.37%) 10(19.61%) 5(9.80%) 2(3.92%) 0 

Lay people 23(30.26%) 25(32.89%) 15(19.74%) 10(13.16%) 3(3.95%) 0 
Street 2 

Professionals 23(45.10%) 19(37.25%) 5(9.80%) 4(7.84%) 0 0 

Lay people 19(25%) 18(23.68%) 16(21.05%) 20(26.32%) 2(2.63%) 1(1.32%) 
Street 3 

Professionals 8(15.69%) 7(13.72%) 15(29.41%) 10(19.61%) 8(15.69%) 3(5.88%) 

Lay people 10(13.16%) 12(15.79%) 22(28.95%) 22(28.95%) 7(9.21%) 3(3.95%) 
Street 4 

Professionals 1(1.96%) 6(11.76%) 10(19.61%) 19(37.25%) 5(9.80%) 10(19.61%) 

Lay people 0 1(1.32%) 4(5.26%) 4(5.26%) 29(38.16%) 38(50%) 
Street 5 

Professionals 1(1.96%) 2(3.92%) 5(9.80%) 7(13.75%) 12(23.53%) 24(47.06%) 

Lay people 0 2(2.63%) 1(1.32%) 6(7.89%) 34(44.74%) 33(43.42%) 
Street 6 

Professionals 0 1(1.96%) 6(11.76%) 6(11.76%) 24(47.06%) 14(27.45%) 
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Table 7.3.2: The mean scores values related to the satisfaction of lay people and professionals with 

the appearance of the commercial street facades – users from Oxford, Gramado and Pelotas 

(Source: fieldwork 2005). 

 
Case study OXFORD: 51 LAY PEOPLE and 63 PROFESSIONALS. 

Q12. Rank the streets from 

1(most like) to 6(least like): 
I really like I like I don’t know I don’t like I really don’t like 

Lay people 23(45.10%) 26(50.98%) 2(3.92%) 0 0 
Street 1 

Professionals 32(50.79%) 31(49.21%) 0 0 0 

Lay people 13(25.49%) 31(60.78%) 5(9.80%) 2(3.92%) 0 
Street 2 

Professionals 11(17.46%) 44(69.84%) 8(12.70%) 0 0 

Lay people 17(33.33%) 25(49.02%) 6(11.76%) 3(5.88%) 0 
Street 3 

Professionals 12(19.05%) 23(36.51%) 13(20.63%) 12(19.05%) 3(4.76%) 

Lay people 18(35.29%) 19(37.25%) 8(15.69%) 5(9.80%) 1(1.96%) 
Street 4 

Professionals 6(9.52%) 27(42.86%) 11(17.46%) 15(23.81%) 4(6.35%) 

Lay people 2(3.92%) 4(7.84%) 9(17.65%) 22(43.14%) 14(27.45%) 
Street 5 

Professionals 4(6.35%) 8(12.70%) 14(22.22%) 28(44.44%) 9(14.29%) 

Lay people 0 9(4.37%) 23(11.16%) 116(56.31%) 58(28.16%) 
Street 6 

Professionals 0 17(10.96%) 22(14.19%) 90(58.06%) 26(16.77%) 

Case study GRAMADO: 79 LAY USERS and 41 PROFESSIONALS 

Q12. Rank the streets from 

1(most like) to 6 (least like): 
I really like I like I don’t know I don’t like I really don’t like 

Lay people 29(36.70%) 46(58.23%) 4(5.06%) 0 0 
Street 1 

Professionals 20(48.78%) 21(51.21%) 0 0 0 

Lay people 24(30.38%) 50(63.29%) 4(5.06%) 1(1.27%) 0 
Street 2 

Professionals 16(39.02%) 24(58.54%) 1(2.44%) 0 0 

Lay people 47(59.49%) 30(37.97%) 1(1.27%) 1(1.27%) 0 
Street 3 

Professionals 17(41.46%) 22(53.65%) 0 2(4.88%) 0 

Lay people 36(45.57%) 33(41.77%) 3(3.80%) 7(8.86%) 0 
Street 4 

Professionals 8(19.51%) 22(53.65%) 1(2.44%) 9(21.95%) 1(2.44%) 

Lay people 0 0 9(11.39%) 52(65.82%) 18(22.78%) 
Street 5 

Professionals 0 3(7.32%) 1(2.44%) 29(70.73%) 8(19.51%) 

Lay people 0 0 8(10.13%) 52(65.82%) 19(24.05%) 
Street 6 

Professionals 0 1(2.44%) 1(2.44%) 31(75.61%) 8(19.51%) 

Case study PELOTAS: 76 LAY USERS and 51 PROFESSIONALS. 

Q12. Rank the streets from 

1(most like) to 6 (least like): 
I really like I like I don’t know I don’t like I really don’t like 

Lay people 25(32.89%) 48(63.16%) 1(1.32%) 2(2.63%) 0 
Street 1 

Professionals 25(49%) 24(47.05%) 0 2(3.92%) 0 

Lay people 28(36.84%) 44(57.89%) 2(2.63%) 2(2.63%) 0 
Street 2 

Professionals 31(60.78%) 19(37.25%) 0 1(1.96%) 0 

Lay people 21(27.63%) 47(61.84%) 6(7.89%) 2(2.63%) 0 
Street 3 

Professionals 13(25.49%) 23(45.10%) 6(11.76%) 8(15.69%) 1(1.96%) 

Lay people 21(27.63%) 33(43.42%) 12(15.78%) 9(11.84%) 1(1.32%) 
Street 4 

Professionals 7(13.73%) 20(39.22%) 7(13.73%) 12(23.53%) 5(9.80%) 

Lay people 0 9(11.84%) 5(6.58%) 41(53.95%) 21(27.63%) 
Street 5 

Professionals 1(1.96%) 15(29.41%) 4(7.84%) 19(37.25%) 12(23.53%) 

Lay people 0 7(9.21%) 6(7.89%) 41(53.95%) 22(28.95%) 
Street 6 

Professionals 0 9(17.65%) 4(7.84%) 28(54.90%) 10(19.61%) 
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Appendix 8.1 

 

 

Sub hypotheses tested in Chapter Eight 
 

 

Sub-hypotheses emerged from working hypothesis E and based on the issues discussed in 

the literature review (see Chapters Two, Three and Four) were designed to guide the 

statistical analysis in Chapter Eight. The results from the testing of these sub-hypotheses 

are presented in Chapter Eight as findings related to working hypothesis E. 

 

Working hypothesis E: Commercial street facades chosen as the best and the worst 

streets in terms of appearance are perceived and evaluated differently in terms of (i) 

beauty, interest, order, colour and complexity, (ii) variation of commercial signs and 

buildings, (iii) number of commercial signs and percentage of building facades covered 

by these media, and (iv) relationship between aesthetic composition of commercial 

signage and building facades. 

 

8.1.1 Sub-hypotheses emerged from working hypothesis C 

 

A. Sub-hypotheses related to user perception and evaluation of beauty, interest, order, 

colour and complexity (tested in section 8.2 of Chapter Eight) 

 

1. Commercial street facades chosen as the best streets in terms of appearance are 

evaluated as beautiful, interesting, ordered, colourful and complex (tested in sections 8.2.1, 

8.2.2, 8.2.3, 8.2.4 and 8.2.5). 

 

2. Commercial street facades chosen as the worst streets in terms of appearance are 

evaluated as ugly, boring, disordered, colourless and simple (tested in sections 8.2.1, 8.2.2, 

8.2.3, 8.2.4 and 8.2.5). 

 

3. Taking into account these last two sub-hypotheses, there are common views between 

users from different urban contexts (tested in the same sections mentioned above). 

 

B. Sub-hypotheses related to the variation of commercial signs and buildings (tested in 

section 8.3 of Chapter Eight) 

 

4. Commercial street facades chosen as the best streets in terms of appearance are 

evaluated as having moderate commercial signage and building variation (tested in section 

8.3.1). 

 

5. Commercial street facades chosen as the worst streets in terms of appearance are 

evaluated as having high commercial signage and building variation. 

 

6. The method applied in this research to calculate the level of complexity of commercial 

streetscapes through the analysis of commercial signage and building variation produces 

results which converge with the perception and evaluation of the majority of users from the 

different urban contexts. 
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7. There are common views between users from different urban contexts in terms of 

commercial signage and building variation (tested in sections 8.3.1.1 and 8.3.1.2). 

 

8. There is a correlation between user perception and evaluation of commercial signage 

and building variation and (i) user satisfaction with the appearance of street facades, and 

(ii) user perception and evaluation of beauty, interest, order, colour and complexity in 

relation to these street facades (tested in section 8.3.2). 

 

9. There is a correlation between user perception and evaluation of commercial signage 

variation and user perception and evaluation of building variation (tested in section 8.3.2). 

 

C. Sub-hypotheses related to the number of commercial signs and the percentage of 

building facades covered by these media (tested in section 8.4 of Chapter Eight) 

 

10. Commercial street facades chosen as the best streets in terms of appearance are 

evaluated as having “few” or “very few” commercial signs and “small” or “very small” 

percentage of building facades covered by these media (tested in section 8.4.1). 

 

11. Commercial street facades chosen as the worst streets in terms of appearance are 

evaluated as having “many” or “very many” commercial signs and “very much” or “a lot” 

of percentage of building facades covered by these media (tested in section 8.4.1). 

 

12. There are common views between users from different urban contexts in terms of 

perception and evaluation of the number of commercial signs and the percentage of 

building facades covered by these media (tested in section 8.4.1.1). 

 

13. User perception and evaluation of the number of commercial signs and user satisfaction 

with the appearance of commercial street facades are independent variables (tested in 

section 8.4.1.2). 

 

14. The higher the user satisfaction with the appearance of commercial street facades, the 

lower the user perception and evaluation of building facades covered by commercial signs 

(tested in section 8.4.1.2). 

 

15. The lower the user perception and evaluation of the number of commercial signs and 

the percentage of building facade covered by these media, the higher the importance 

attributed to the appearance of buildings on user choices for the commercial street facades 

as the best streets in terms of appearance (tested in section 8.4.1.3). 

 

16. The higher the user perception and evaluation of the number of commercial signs and 

the percentage of building facades covered by these media, the higher the importance 

attributed to the appearance and number of commercial signs on user choices for the 

commercial street facades as the worst streets in terms of appearance (tested in section 

8.4.1.3). 

 

D. Sub-hypotheses related to the relationship between the aesthetic composition of 

commercial signs and building facades (tested in section 8.5 of Chapter Eight) 

 

17. Commercial street facades chosen as the best streets in terms of appearance may have 

buildings harmed by commercial signs, but these are “very few” or “few” (tested in section 
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8.5.1). 

 

18. Commercial street facades chosen as the worst streets in terms of appearance have 

buildings harmed by commercial signs and these are “very many” or “many” (tested in 

section 8.5.1). 

 

19. Taking into account the two sub-hypotheses above, there are common views between 

users from different urban context (tested in section 8.5.1.1). 

 

20. The higher the user perception and evaluation of the presence and the number of 

buildings harmed by commercial signs, the lower the user satisfaction with the appearance 

of commercial street facades (tested in section 8.5.1.2). 

 

21. Taking into account the sub-hypothesis above, there are common views between users 

from different urban contexts (tested in section 8.5.1.2, item A). 

 

22. In commercial street facades chosen as the best streets in terms of appearance, users 

agree that commercial signs do not interfere with the appearance of historic buildings 

(tested in section 8.5.2). 

 

23. In commercial street facades chosen as the worst streets in terms of appearance, users 

agree that commercial signs interfere with the appearance of historic buildings (tested in 

section 8.5.2). 

 

24. Commercial signs displayed on historic buildings affect user perception and evaluation 

of commercial street facades (tested in section 8.5.2.1). 

 

25. There are similarities between users from different urban contexts in terms of the 

positive and negative characteristics of commercial signs and buildings mentioned by them 

when the appearance of commercial street facades is evaluated (tested in sections 8.5.3.1 to 

8.5.3.4). 

 

26. There are common views between users from different urban contexts in terms of the 

buildings that they like the most and they like the least due to the relationship between 

commercial signage and building facade (tested in section 8.5.4). 

 

8.1.2 General results from the testing of the sub-hypotheses in Chapter Eight 

 
Table 8.1.1: Identification of the case studies, whose results supported, or not, the sub-hypotheses 

tested in Chapter Eight (Source: fieldwork 2005). 
 

 

 Supported by the findings from Not supported by the findings from 

1 

Oxford, Gramado and Pelotas; apart from the 

results related to colour variation and 

complexity. 

Oxford, Gramado and Pelotas. This sub-

hypothesis was not supported by the results from 

these case studies when user perception and 

evaluation of colour variation and complexity 

were analysed. 

2 

Oxford, Gramado and Pelotas; apart from the 

results related to colour variation and 

complexity. 

Oxford, Gramado and Pelotas. This sub-

hypothesis was not supported by the results from 

these case studies when user perception and 

evaluation of colour variation and complexity 

were analysed. S
U
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 *

 

3 Oxford, Gramado and Pelotas.  

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

 Supported by the findings from Not supported by the findings from 

4 Oxford, Gramado and Pelotas.  

5 Oxford, Gramado and Pelotas.  

6 Oxford, Gramado and Pelotas.  

7 

Oxford, Gramado and Pelotas when user 

perception and evaluation of commercial signage 

variation was analysed. 

Oxford, Gramado and Pelotas. In terms of 

building variation, some differences are found 

between perception and evaluation of users from 

Oxford and the two Brazilian case studies. 

8 Oxford, Gramado and Pelotas.  

9 Oxford, Gramado and Pelotas.  

10 Oxford, Gramado and Pelotas.  

11 Oxford, Gramado and Pelotas.  

12 Oxford, Gramado and Pelotas.  

13 Oxford, Gramado and Pelotas.  

14 Oxford, Gramado and Pelotas.  

15 Oxford, Gramado and Pelotas.  

16 Oxford, Gramado and Pelotas.  

17 Oxford, Gramado and Pelotas.  

18 Oxford, Gramado and Pelotas.  

19 Oxford, Gramado and Pelotas.  

20 

Oxford and Pelotas. This sub-hypothesis is 

supported when user perception and evaluation 

of the number of commercial signs was analysed. 

Gramado. 

21 Oxford, Gramado and Pelotas.  

22 Oxford, Gramado and Pelotas.  

23 Oxford, Gramado and Pelotas.  

24 Oxford, Gramado and Pelotas.  

25 Oxford, Gramado and Pelotas.  
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 *
 

26 Oxford, Gramado and Pelotas.  

* These numbers refer to the sub-hypotheses presented in section 8.1.1 of this Appendix. 
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Appendix 8.2 

 

 

Tables related to the results presented in Chapter Eight 
 

 
Table 8.2.1: User perception and evaluation of beauty when the appearance of streets 1, 2, 3, 5 and 

6 are analysed - users from the whole sample, Oxford, Gramado and Pelotas (Source: fieldwork 

2005). 

 

Street facades chosen as the BEST: 
Street facades chosen as  

the WORST: 
Q15/Q26. Rate the street along  

the following scale: 
Street 1 Street 2 Street 3 Street 5 Street 6 

Very beautiful 82(22.71%) 41(11.36%) 63(17.45%) 5(3.35%) 4(2.37%) 

Beautiful 61(16.90%) 28(7.76%) 33(9.14%) 10(6.71%) 7(4.14%) 

Neither beautiful nor ugly 8(2.22%) 5(1.38%) 7(1.94%) 28(18.79%) 33(19.53%) 

Ugly 2(0.55%) 0 3(0.83%) 51(34.23%) 63(37.28%) 

Very ugly 0 0 0 55(36.91%) 62(36.68%) 

The 

whole 

sample 

Total 153(100%) 74(20.50%) 106(29.36%) 149(100%) 169(100%) 

Very beautiful 23(31.94%) 2(20%) 5(17.86%) 0 0 

Beautiful 39(54.17%) 8(80%) 15(53.57%) 0 2(3.25%) 

Neither beautiful nor ugly 8(11.11%) 0 5(17.86%) 5(16.13%) 14(22.58%) 

Ugly 2(2.78%) 0 3(10.71%) 18(58.06%) 29(46.77%) 

Very ugly 0 0 0 8(25.81%) 17(27.42%) 

Oxford 

Total 72(100%) 10(100%) 28(100%) 31(100%) 62(100%) 

Very beautiful 28(71.79%) 14(73.68%) 39(76.47%) 5(9.26%) 3(4.92%) 

Beautiful 11(28.21%) 4(21.05%) 12(23.53%) 8(14.82%) 4(6.57%) 

Neither beautiful nor ugly 0 1(5.26%) 0 12(22.22%) 12(19.67%) 

Ugly 0 0 0 10(18.51%) 13(21.31%) 

Very ugly 0 0 0 19(35.18%) 29(47.54%) 

Gramado 

Total 39(100%) 19(100%) 51(100%) 54(100%) 61(100%) 

Very beautiful 31(73.81%) 25(55.56%) 19(70.37%) 0 1(2.17%) 

Beautiful 11(26.19%) 16(35.56%) 6(2.22%) 2(3.13%) 1(2.17%) 

Neither beautiful nor ugly 0 4(8.89%) 2(7.41%) 11(17.19%) 7(15.22%) 

Ugly 0 0 0 23(35.94%) 21(45.65%) 

Very ugly 0 0 0 28(43.75%) 16(34.78%) 

Pelotas 

Total 42(100%) 45(100%) 27(100%) 64(100%) 46(100%) 

 
Table 8.2.2: User perception and evaluation of interest when the appearance of streets 1, 2, 3, 5 and 

6 are analysed - users from the whole sample, Oxford, Gramado and Pelotas (Source: fieldwork 

2005). 

 

Street facades chosen as the BEST: 
Street facades chosen as  

the WORST: 
Q15/Q26. Rate the street along  

the following scale: 
Street 1 Street 2 Street 3 Street 5 Street 6 

Very boring 0 0 0 49(33.11%) 49(28.99%) 

Boring 4(2.61%) 6(8.11%) 11(10.38%) 40(27.03%) 50(29.58%) 

Neither boring nor interesting 12(7.84%) 5(6.76%) 17(16.04%) 32(21.62%) 29(17.16%) 

Interesting 58(37.91%) 28(37.84%) 29(27.36%) 21(14.19%) 26(15.38%) 

Very interesting 79(51.63%) 35(47.30%) 49(46.23%) 6(4.05%) 15(8.87%) 

The 

whole 

sample 

Total 153(100%) 74(100%) 106(100%) 148(100%) 169(100%) 

Very boring 0 0 0 6(19.35%) 14(22.58%) 

Boring 1(1.39%) 0 5(17.86%) 12(38.71%) 23(37.10%) 

Neither boring nor interesting 8(11.11%) 0 5(17.86%) 5(16.13%) 10(16.13%) 

Interesting 37(51.39%) 8(80%) 14(50%) 8(25.81%) 12(19.35%) 

Very interesting 26(36.11%) 2(20%) 4(14.29%) 0 3(4.84%) 

Oxford 

Total 72(100%) 10(100%) 28(100%) 31(100%) 62(100%) 

Very boring 0 0 0 19(35.18%) 25(40.98%) 

Boring 3(7.69%) 2(10.53%) 2(3.92%) 9(16.67%) 14(22.95%) 

Neither boring nor interesting 1(2.56%) 0 6(11.76%) 16(29.63%) 6(9.84%) 

Interesting 12(30.77%) 3(15.79%) 10(19.61%) 6(1.11%) 6(9.84%) 

Very interesting 23(58.97%) 14(73.68%) 33(64.70%) 4(7.41%) 10(16.39%) 

Gramado 

Total 39(100%) 19(100%) 51(100%) 54(100%) 61(100%) 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

Street facades chosen as the BEST: 
Street facades chosen as  

the WORST: 
Q15/Q26. Rate the street along  

the following scale: 
Street 1 Street 2 Street 3 Street 5 Street 6 

Very boring 0 0 0 24(38.09%) 10(21.74%) 

Boring 0 4(8.89%) 4(14.81%) 19(30.16%) 13(28.26%) 

Neither boring nor interesting 3(7.14%) 5(11.11%) 6(22.22%) 11(17.46%) 13(28.26%) 

Interesting 9(21.43%) 17(37.78%) 5(18.52%) 7(11.11%) 8(17.39%) 

Very interesting 30(71.43%) 19(42.22%) 12(44.44%) 2(3.17%) 2(4.35%) 

Pelotas 

Total 42(100%) 45(100%) 27(100%) 63(100%) 46(100%) 

 

Table 8.2.3: User perception and evaluation of order when the appearance of streets 1, 2, 3, 5 and 6 

are analysed - users from the whole sample, Oxford, Gramado and Pelotas (Source: fieldwork 

2005). 

 

Street facades chosen as the BEST: 
Street facades chosen as  

the WORST: 
Q15/Q26. Rate the street along 

the following scale: 
Street 1 Street 2 Street 3 Street 5 Street 6 

Very ordered 63(41.18%) 51(68.92%) 50(47.17%) 8(5.37%) 7(4.14%) 

Ordered 40(26.14%) 15(20.27%) 31(29.25%) 10(6.71%) 13(7.69%) 

Neither ordered nor disordered 40(26.14%) 7(9.46%) 20(18.87%) 23(15.44%) 29(17.16%) 

Chaotic 7(4.58%) 0 3(2.83%) 44(29.53%) 40(23.67%) 

Very chaotic 3(1.96%) 1(1.35%) 2(1.89%) 64(42.95%) 80(47.34%) 

The 

whole 

sample 

Total 153(100%) 74(100%) 106(100%) 149(100%) 169(100%) 

Very ordered 14(19.45%) 3(30%) 6(21.43%) 3(9.68%) 6(9.68%) 

Ordered 16(22.22%) 3(30%) 9(32.14%) 4(12.90%) 6(9.68%) 

Neither ordered nor disordered 34(47.22%) 4(40%) 8(28.57%) 2(6.45%) 7(11.29%) 

Chaotic 5(6.94%) 0 3(10.71%) 7(22.58%) 15(24.19%) 

Very chaotic 3(4.17%) 0 2(7.14%) 15(48.39%) 28(45.16%) 

Oxford 

Total 72(100%) 10(100%) 28(100%) 31(100%) 62(100%) 

Very ordered 20(51.28%) 17(89.47%) 27(52.94%) 0 0 

Ordered 17(43.59%) 2(10.53%) 13(25.49%) 2(3.70%) 3(4.91%) 

Neither ordered nor disordered 1(2.56%) 0 11(21.57%) 13(24.07%) 13(21.31%) 

Chaotic 1(2.56%) 0 0 15(27.78%) 15(24.59%) 

Very chaotic 0 0 0 24(44.44%) 30(49.18%) 

Gramado 

Total 39(100%) 19(100%) 51(100%) 54(100%) 61(100%) 

Very ordered 29(69.05%) 31(68.89%) 17(62.96%) 5(7.81%) 1(2.17%) 

Ordered 7(16.67%) 10(22.22%) 9(33.33%) 4(6.25%) 4(8.70%) 

Neither ordered nor disordered 5(11.90%) 3(6.67%) 1(3.70%) 8(12.50%) 9(19.56%) 

Chaotic 1(2.38%) 0 0 22(34.37%) 10(21.74%) 

Very chaotic 0 1(2.22%) 0 25(39.06%) 22(47.83%) 

Pelotas 

Total 42(100%) 45(100%) 27(100%) 64(100%) 46(100%) 

 

Table 8.2.4: User perception and evaluation of colour variation when the appearance of streets 1, 2, 

3, 5 and 6 are analysed - users from the whole sample, Oxford, Gramado and Pelotas (Source: 

fieldwork 2005). 

 

Street facades chosen as the BEST: 
Street facades chosen as  

the WORST: 
Q15/Q26. Rate the street along  

the following scale: 
Street 1 Street 2 Street 3 Street 5 Street 6 

Very colourful 17911.11%) 4(5.41%) 31(29.24%) 96(64.43%) 39(23.08%) 

Colourful 30(19.61%) 9(12.16%) 44(41.51%) 21(14.09%) 34(20.12%) 

Neither colourful nor colourless 65(42.48%) 21(28.38%) 25(23.58%) 24(16.11%) 49(28.99%) 

Colourless 24(15.69%) 25(33.78%) 4(3.77%) 5(3.36%) 31(18.34%) 

Very colourless 17(11.11%) 15(20.27%) 2(1.89%) 3(2.01%) 16(9.47%) 

The 

whole 

sample 

Total 153(100%) 74(100%) 106(100%) 149(100%) 169(100%) 

Very colourful 6(8.33%) 0 6(21.43%) 16(51.61%) 5(8.06%) 

Colourful 20(27.78%) 7(70%) 20(71.43%) 6(19.35%) 11(17.74%) 

Neither colourful nor colourless 35(48.61%) 3(30%) 2(7.14%) 9(29.03%) 20(32.26%) 

Colourless 9(12.50%) 0 0 0 22(35.48%) 

Very colourless 2(2.78%) 0 0 0 4(6.45%) 

Oxford 

Total 72(100%) 10(100%) 28(100%) 31(100%) 62(100%) 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

Street facades chosen as the BEST: 
Street facades chosen as  

the WORST: 
Q15/Q26. Rate the street along  

the following scale: 
Street 1 Street 2 Street 3 Street 5 Street 6 

Very colourful 8(20.51%) 3(15.79%) 15(29.41%) 32(59.26%) 17(27.87%) 

Colourful 6(15.38%) 0 14(27.45%) 7(12.96%) 9(14.75%) 

Neither colorful nor colorless 15(38.46%) 4(21.05%) 18(35.29%) 10(18.52%) 18(29.51%) 

Colourless 3(7.69%) 8(42.10%) 2(3.92%) 3(5.56%) 6(9.84%) 

Very colourless 7(17.95%) 4(21.05%) 2(3.92%) 2(3.70%) 11(18.04%) 

Gramado 

Total 39(100%) 19(100%) 51(100%) 54(100%) 61(100%) 

Very colourful 3(7.14%) 1(2.22%) 10(37.04%) 48(75%) 17(36.96%) 

Colourful 4(9.52%) 2(4.44%) 10(37.04%) 8(12.50%) 14(30.43%) 

Neither colourful nor colourless 15(35.71%) 14(31.11%) 5(18.52%) 5(7.81%) 11(23.91%) 

Colourless 12(28.57%) 17(37.78%) 2(7.41%) 2(3.13%) 3(6.52%) 

Very colourless 8(19.05%) 11(24.44%) 0 1(1.56%) 1(2.17%) 

Pelotas 

Total 42(100%) 45(100%) 27(100%) 64(100%) 46(100%) 

 

Table 8.2.5: User perception and evaluation of complexity when the appearance of streets 1, 2, 3, 5 

and 6 are analysed - users from the whole sample, Oxford, Gramado and Pelotas (Source: 

fieldwork 2005). 

 

Street facades chosen as the BEST: 
Street facades chosen as  

the WORST: 
Q15/Q26. Rate the street along  

the following scale: 
Street 1 Street 2 Street 3 Street 5 Street 6 

Very complex 25(16.34%) 4(5.41%) 12(11.32%) 23(15.44%) 18(10.65%) 

Complex 50(32.68%) 10(13.51%) 20(18.87%) 32(21.48%) 32(18.93%) 

Neither complex nor simple 37(24.18%) 24(32.43%) 36(33.96%) 57(38.25%) 66(39.05%) 

Simple 27(17.65%) 22(29.73%) 17(16.04%) 14(9.40%) 24(14.20%) 

Very simple 14(9.15%) 14(18.92%) 21(19.81%) 23(15.44%) 29(17.18%) 

The 

whole 

sample 

Total 153(100%) 74(100%) 106(100%) 149(100%) 169(100%) 

Very complex 15(20.83%) 0 4(14.29%) 2(6.45%) 3(4.84%) 

Complex 29(40.28%) 4(40%) 13(46.43%) 5(16.13%) 8(12.90%) 

Neither complex nor simple 18(25%) 5(50%) 6(21.43%) 18(58.06%) 29(46.77%) 

Simple 8(11.11%) 1(10%) 2(7.14%) 3(9.68%) 8(12.90%) 

Very simple 2(2.78%) 0 3(10.71%) 3(9.68%) 14(22.58%) 

Oxford 

Total 72(100%) 10(100%) 28(100%) 31(100%) 62(100%) 

Very complex 5(12.82%) 2(10.53%) 5(9.80%) 5(9.26%) 5(8.20%) 

Complex 6(15.38%) 2(10.53%) 4(7.84%) 13(24.07%) 11(18.03%) 

Neither complex nor simple 11(28.20%) 7(36.84%) 19(37.25%) 21(38.89%) 21(34.43%) 

Simple 11(28.20%) 3(15.79%) 10(19.61%) 3(5.57%) 12(19.67%) 

Very simple 6(15.38%) 5(26.32%) 13(25.49%) 12(22.22%) 12(19.67%) 

Gramado 

Total 39(100%) 19(100%) 51(100%) 54(100%) 61(100%) 

Very complex 5(11.90%) 2(4.44%) 3(11.11%) 16(25%) 10(21.74%) 

Complex 15(35.71%) 4(8.89%) 3(11.11%) 14(21.88%) 13(28.26%) 

Neither complex nor simple 8(19.05%) 12(26.67%) 11(40.74%) 18(28.12%) 16(34.78%) 

Simple 8(19.05%) 18(40%) 5(18.52%) 8(12.50%) 4(8.69%) 

Very simple 6(14.29%) 9(20%) 5(18.52%) 8(12.50%) 3(6.52%) 

Pelotas 

Total 42(100%) 45(100%) 27(100%) 64(100%) 46(100%) 

 

Table 8.2.6: User perception and evaluation of the variation of commercial signs and buildings – 

users from the whole sample (Source: fieldwork 2005). 

 

Street facades chosen as the BEST: 
Street facades chosen as the 

WORST: 
Q20/Q31. Mark the alternative 

that best describes the street: 
Street 1 Street 2 Street 3 Street 5 Street 6 

Very high 10(6.54%) 0 9(8.49%) 69(46.31%) 67(39.64%) 

High 12(7.84%) 0 30(28.30%) 58(38.93%) 89(52.66%) 

Moderate 47(30.72%) 31(41.89%) 46(43.40%) 15(10.07%) 10(5.92%) 

Low 51(33.33%) 32(43.24%) 15(14.15%) 6(4.03%) 3(1.77%) 

Very low 33(21.57%) 11(14.86%) 6(5.66%) 1(0.67%) 0 

Total 153(100%) 74(100%) 106(100%) 149(100%) 169(100%) 
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Table 8.2.7: User perception and evaluation of commercial signage variation - users from Oxford, 

Gramado and Pelotas (Source: fieldwork 2005). 
 

Sample of users from: 
Streets 

The variation of 

commercial signage is: Oxford Gramado Pelotas 

Very high 9(12.50%) 0 1(2.38%) 

High 10(13.89%) 1(2.56%) 1(2.38%) 

Moderate 16(22.22%) 16(41.02%) 15(35.71%) 

Low 30(41.67%) 9(23.08%) 12(28.57%) 

Very low 7(9.72%) 13(33.33%) 13(30.95%) 

S
tr
ee
t 
1
 

Total 72(100%) 39(100%) 42(100%) 

Very high 0 0 0 

High 0 0 0 

Moderate 4(40%) 11(57.89%) 16(35.56%) 

Low 6(60%) 7(36.84%) 19(42.22%) 

Very low 0 1(5.26%) 10(22.22%) 

S
tr
ee
t 
2
 

Total 10(100%) 19(100%) 45(100%) 

Very high 5(17.85%) 4(3.33%) 0 

High 7(25%) 16(13.33%) 7(25.92%) 

Moderate 10(35.71%) 23(45.10%) 13(48.15%) 

Low 6(21.43%) 5(9.80%) 4(14.81%) 

Very low 0 3(5.88%) 3(11.11%) 

S
tr
ee
t 
fa
ca
d
es
 c
h
o
se
n
 a
s 
th
e 
B
E
S
T
: 

S
tr
ee
t 
3
 

Total 28(100%) 51(100%) 27(100%) 

Very high 10(32.26%) 28(51.85%) 31(48.44%) 

High 16(51.61%) 20(37.04%) 22(34.37%) 

Moderate 1(3.23%) 6(11.11%) 8(12.50%) 

Low 4(12.90%) 0 2(3.12%) 

Very low 0 0 1(1.56%) 

S
tr
ee
t 
5
 

Total 31(100%) 54(100%) 64(100%) 

Very high 15(24.19%) 29(47.54%) 23(50%) 

High 46(74.19%) 28(45.90%) 15(32.61%) 

Moderate 1(1.61%) 3(4.92%) 6(13.04%) 

Low 0 1(1.64%) 2(4.35%) 

Very low 0 0 0 

S
tr
ee
t 
fa
ca
d
es
 c
h
o
se
n
 a
s 
th
e 

W
O
R
S
T
: 

S
tr
ee
t 
6
 

Total 62(100%) 61(100%) 46(100%) 

 

Table 8.2.8: User perception and evaluation of building variation - users from Oxford, Gramado 

and Pelotas (Source: fieldwork 2005). 

 
Sample of users from: 

Streets 
The variation of 

buildings is: Oxford Gramado Pelotas 

Very high 22(30.55%) 1(2.56%) 4(9.52%) 

High 30(41.67%) 10(25.64%) 8(19.05%) 

Moderate 20(27.78%) 23(58.97%) 22(52.38%) 

Low 0 4(10.26%) 6(14.29%) 

Very low 0 1(2.56%) 2(4.76%) 

S
tr
ee
t 
1
 

Total 72(100%) 39(100%) 42(100%) 

Very high 2(20%) 0 2(4.44%) 

High 1(10%) 4(21.05%) 12(26.67%) 

Moderate 7(70%) 11(57.89%) 19(42.22%) 

Low 0 4(21.05%) 11(24.44%) 

Very low 0 0 1(2.22%) 

S
tr
ee
t 
2
 

Total 10(100%) 19(100%) 45(100%) 

Very high 7(25%) 0 3(11.11%) 

High 16(57.14%) 11(21.57%) 7(18.52%) 

Moderate 5(17.86%) 36(70.59%) 10(37.04%) 

Low 0 3(5.88%) 4(14.81%) 

Very low 0 1(1.96%) 3(11.11%) 

S
tr
ee
t 
fa
ca
d
es
 c
h
o
se
n
 a
s 
th
e 
B
E
S
T
: 

S
tr
ee
t 
3
 

Total 28(100%) 51(100%) 27(100%) 

Very high 0 10(18.52%) 11(17.19%) 

High 10(32.36%) 21(38.89%) 20(31.25%) 

Moderate 12(38.71%) 22(40.74%) 21(32.81%) 

Low 9(29.03%) 0 10(15.63%) 

Very low 0 1(1.85%) 2(3.12%) 

S
tr
ee
t 
fa
ca
d
es
 

ch
o
se
n
 a
s 
th
e 

W
O
R
S
T
: 

S
tr
ee
t 
5
 

Total 31(100%) 54(100%) 64(100%) 

CONTINUATION ON THE NEXT PAGE. 
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Continuation: 

Sample of users from: 
Streets 

The variation of 

buildings is: Oxford Gramado Pelotas 

Very high 1(1.62%) 9(14.75%) 8(17.39%) 

High 9(14.52%) 19(31.15%) 18(39.13%) 

Moderate 40(64.52%) 31(50.82%) 18(39.13%) 

Low 10(16.13%) 2(3.28%) 2(4.35%) 

Very low 2(3.23%) 0 0 

S
tr
ee
t 
fa
ca
d
es
 

ch
o
se
n
 a
s 
th
e 

W
O
R
S
T
: 

S
tr
ee
t 
6
 

Total 62(100%) 61(100%) 46(100%) 

 

Table 8.2.9: User perception and evaluation of the number of commercial signs and the percentage 

of building facades covered by these media - users from the whole sample (Source: fieldwork 

2005). 
 

Street facades chosen as the BEST: 
Street facades chosen as the 

WORST: Streets 

Street 1 Street 2 Street 3 Street 5 Street 6 

Very many 10(6.54%) 0 0 57(38.26%) 59(34.91%) 

Many 51(33.33%) 15(20.27%) 20(18.87%) 76(51.02%) 98(57.99%) 

Moderate 85(55.56%) 52(70.27%) 65(61.32%) 14(9.40%) 12(7.10%) 

Few 7(4.57%) 7(9.46%) 16(15.09%) 2(1.34%) 0 

Very few 0 0 5(4.72%) 0 0 

Q18/Q29. The 

number of 

commercial 

signs in the 

street is: 
Total 153(100%) 74(100%) 106(100%) 149(100%) 169(100%) 

Very much 0 0 0 55(36.91%) 53(31.36%) 

A lot 7(4.57%) 1(1.35%) 8(7.55%) 81(54.36%) 107(63.32%) 

Moderate 70(45.75%) 17(22.97%) 59(55.66%) 8(5.37%) 7(4.14%) 

Small 55(35.95%) 40(54.05%) 30(28.30%) 4(2.68%) 2(1.18%) 

Very small 21(13.73%) 16(21.62%) 9(8.49%) 1(0.67%) 0 

Q21/Q32. The 

coverage of 

buildings by 

commercial 

signs is: 
Total 153(100%) 74(100%) 106(100%) 149(100%) 169(100%) 

 

Table 8.2.10: User perception and evaluation of the number of commercial signs - users from 

Oxford, Gramado and Pelotas (Source: fieldwork 2005). 
 

Sample of users from: 
Streets: 

Q18/29. The number 

of commercial signs 

in the street is: 
Oxford Gramado Pelotas 

Very many 10(13.89%) 0 0 

Many 37(51.39%) 8(20.51%) 6(14.29%) 

Moderate 25(34.72%) 30(76.92%) 30(71.43%) 

Few 0 1(2.56%) 6(14.29%) 

Very few 0 0 0 

S
tr
ee
t 
1
 

Total 72(100%) 39(100%) 42(100%) 

Very many 0 0 0 

Many 8(80%) 0 7(15.56%) 

Moderate 2(20%) 16(84.21%) 34(75.56%) 

Few 0 3(15.79%) 4(8.89%) 

Very few 0 0 0 

S
tr
ee
t 
2
 

Total 10(100%) 19(100%) 45(100%) 

Very many 0 0 0 

Many 6(21.43%) 14(27.45%) 0 

Moderate 17(60.71%) 30(58.82%) 18(66.67%) 

Few 2(7.14%) 6(11.76%) 8(29.63%) 

Very few 3(10.71%) 1(1.96%) 1(3.70%) 

S
tr
ee
t 
fa
ca
d
es
 c
h
o
se
n
 a
s 
th
e 
B
E
S
T
: 

S
tr
ee
t 
3
 

Total 28(100%) 51(100%) 27(100%) 

Very many 3(9.68%) 23(42.59%) 31(48.44%) 

Many 25(80.64%) 28(51.85%) 23(35.94%) 

Moderate 1(3.22%) 3(5.56%) 10(15.63%) 

Few 2(6.45%) 0 0 

Very few 0 0 0 

S
tr
ee
t 
5
 

Total 31(100%) 54(100%) 64(100%) 

Very many 8(12.90%) 33(54.10%) 18(39.13%) 

Many 47(75.81%) 27(44.26%) 24(52.17%) 

Moderate 7(11.29%) 1(1.64%) 4(8.70%) 

Few 0 0 0 

Very few 0 0 0 

S
tr
ee
t 
fa
ca
d
es
 c
h
o
se
n
 a
s 
th
e 

W
O
R
S
T
: 

S
tr
ee
t 
6
 

Total 62(100%) 61(100%) 46(100%) 
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Table 8.2.11: User perception and evaluation of the percentage of building facades covered by 

commercial signs - users from Oxford, Gramado and Pelotas (Source: fieldwork 2005). 

 
Sample of users from: 

Streets: 
Q21/32. The coverage 

of building facades by 

commercial signage is: 
Oxford Gramado Pelotas 

Very much 0 0 0 

A lot 4(5.56%) 0 3(7.14%) 

Moderate 45(62.50%) 13(33.33%) 12(28.57%) 

Small 18(25%) 19(48.72%) 18(42.86%) 

Very small 5(6.95%) 7(17.95%) 9(21.43%) 

S
tr
ee
t 
1
 

Total 72(100%) 39(100%) 42(100%) 

Very much 0 0 0 

A lot 0 0 1(2.22%) 

Moderate 5(50%) 4(21.05%) 8(17.78%) 

Small 4(40%) 13(68.42%) 23(51.11%) 

Very small 1(10%) 2(10.53%) 13(28.89%) 

S
tr
ee
t 
2
 

Total 10(100%) 19(100%) 45(100%) 

Very much 0 0 0 

A lot 3(10.71%) 4(7.84%) 1(3.70%) 

Moderate 19(67.86%) 28(54.90%) 12(44.44%) 

Small 3(10.71%) 16(31.37%) 11(40.74%) 

Very small 3(10.71%) 3(5.88%) 3(11.11%) 

S
tr
ee
t 
fa
ca
d
es
 c
h
o
se
n
 a
s 
th
e 
B
E
S
T
: 

S
tr
ee
t 
3
 

Total 28(100%) 51(100%) 27(100%) 

Very much 9(29.03%) 20(37.04%) 26(40.63%) 

A lot 20(64.52%) 32(59.26%) 29(45.31%) 

Moderate 2(6.45%) 1(1.85%) 5(7.81%) 

Small 0 1(1.85%) 3(4.69%) 

Very small 0 0 1(1.56%) 

S
tr
ee
t 
5
 

Total 31(100%) 54(100%) 64(100%) 

Very much 11(17.74%) 25(40.98%) 17(36.96%) 

A lot 51(82.26%) 36(59.02%) 20(43.48%) 

Moderate 0 0 7(15.22%) 

Small 0 0 2(4.35%) 

Very small 0 0 0 S
tr
ee
t 
fa
ca
d
es
 c
h
o
se
n
 a
s 
th
e 

W
O
R
S
T
: 

S
tr
ee
t 
6
 

Total 62(100%) 61(100%) 46(100%) 

 

Table 8.2.12: Presence and number of buildings harmed by commercial signs in the street facades 

chosen as the best streets in terms of appearance - users from Oxford, Gramado and Pelotas 

(Source: fieldwork 2005). 

 
Street 1 Street 2 Street 3 Q19.1/Q30.1 

If YES, how 

many?* 
Oxford Gramado Pelotas Oxford Gramado Pelotas Oxford Gramado Pelotas 

Very many 0 0 0 0 0 0 0 0 0 

Many 0 0 0 0 0 0 0 1(2.50%) 1(6.25%) 

Moderate 5(9.80%) 1(5.26%) 2(11.76%) 0 0 1(7.69%) 8(36.36%) 18(45%) 5(31.25%) 

Few 18(35.29%) 4(21.05%) 3(17.65%) 2(25%) 2(100%) 5(38.46%) 7(31.81%) 7(17.50%) 6(37.50%) 

Very few 28(54.90%) 14(73.68%) 12(70.59%) 6(75%)  7(53.85%) 7(31.81%) 14(35%) 4(25%) 

Total 51(100%) 19(100%) 17(100%) 8(100%) 2(100%) 13(100%) 22(100%) 40(100%) 16(100%) 

In the context of questionnaire type B, this question meant: “How many buildings are harmed by commercial signs ?” 

 

Table 8.2.13: Presence and number of buildings harmed by commercial signs in the street facades 

chosen as the worst streets in terms of appearance - users from Oxford, Gramado and Pelotas 

(Source: fieldwork 2005). 

 
Street 5 Street 6 Q19.1/Q30.1 

If YES, how 

many?* 
Oxford Gramado Pelotas Oxford Gramado Pelotas 

Very many 5(16.13%) 19(35.18%) 26(40.63%) 16(25.81%) 20(32.79%) 15(32.61%) 

Many 24(77.42%) 32(59.26%) 29(45.31%) 46(74.19%) 41(67.21%) 26(56.52%) 

Moderate 0 1(1.85%) 5(7.81%) 0 0 4(8.69%) 

Few 2(6.45%) 2(3.70%) 4(6.25%) 0 0 1(2.17%) 

Very few 0 0 0 0 0 0 

Total 31(100%) 54(100%) 64(100%) 62(100%) 61(100%) 46(100%) 

In the context of questionnaire type B, this question meant: “How many buildings are harmed by 

commercial signs ?” 
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Table 8.2.14: Influence of commercial signage on the appearance of historic buildings according to 

user perception and evaluation (Source: fieldwork 2005). 

 
Streets chosen as the  

BEST: 

Streets chosen as the  

WORST: 
Sample 

of users 

from: 

Q22/Q33. The commercial signs 

make the appearance of the historic 

buildings (marked with a cross on the 

poster showed to respondents): Street 1 Street 2 Street 5 Street 6 

Very beautiful 7(4.57%) 2(2.70%) 0 1(0.59%) 

Beautiful 25(16.34%) 13(17.57%) 0 0 

Neither beautiful nor ugly 116(75.82%) 57(77.03%) 10(6.71%) 11(6.51%) 

Ugly 4(2.61%) 2(2.70%) 75(50.33%) 97(57.40%) 

Very ugly 1(0.65%) 0 64(42.95%) 60(35.50%) 

The 

whole 

sample 

Total 153(100%) 74(100%) 149(100%) 169(100%) 

Very beautiful 4(5.56%) 0 0 0 

Beautiful 11(15.28%) 3(30%) 0 0 

Neither beautiful nor ugly 57(79.17%) 7(70%) 1(3.23%) 2(3.23%) 

Ugly 0 0 17(54.84%) 35(56.45%) 

Very ugly 0 0 13(41.94%) 25(40.32%) 

Oxford 

Total 72(100%) 10(100%) 31(100%) 62(100%) 

Very beautiful 2(5.13%) 2(10.53%)  1(1.64%) 

Beautiful 7(17.95%) 1(5.26%) 0 0 

Neither beautiful nor ugly 29(74.36%) 16(84.21%) 6(11.11%) 4(6.58%) 

Ugly 1(2.56%) 0 20(37.04%) 38(62.29%) 

Very ugly 0 0 28(51.85%) 18(29.51%) 

Gramado 

Total 39(100%) 19(100%) 54(100%) 61(100%) 

Very beautiful 1(2.38%)  0 0 

Beautiful 7(16.67%) 9(20%) 0 0 

Neither beautiful nor ugly 29(69.05%) 34(75.56%) 3(4.69%) 5(10.87%) 

Ugly 3(7.14%) 2(44.44%) 38(59.37%) 24(52.17%) 

Very ugly 1(2.38%) 0 23(35.94%) 17(36.96%) 

Pelotas 

Total 41(100%) 45(100%) 64(100%) 46(100%) 

Ps: Street 3, chosen as one of the best streets in terms of appearance, does not have historic buildings. 
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