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Tab.1 The list of 40 fashion brands
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6 83 Gucci HE A 26 299 MaxMara TR C
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9 91 Zara Zara C 29 324 UNIQLO A I c
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Tab.2 Influencing factors of fashion consumption cities
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ANk, BARES. B, BRI *3 ISMHREHRETEERES
.l:lih{l 1Eﬂ: EF.@%B iﬂ_’, X , ,ﬂ\:?}%ﬂ]fj ﬂ:/fE Tab. 3 The scores of 3 indexes of 35 fashion consumption cities
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LA B SRR, I T = 18 KM 0.0719  0.1465 -0.1976 0.0209
SRR AR 19 K& -0.1239  0.1465 -0.0526 -0.0299
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4 éj: N KM \/T\ 1Y y
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VED <
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Tab.4 The classification of 35 fashion consumption cities
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V& B EASE S IC BT A S RIS R RN =
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T3 EH T2 i BB AR &
X111, X12. X13F1X14, AJFRN=
PSR F

B BB A £ IR AR A A8
i, AR R,
(REZ LIS E3y I Al iy i)
R=0.696, F=36.68>F0.01(2, 32) =
534, FREAEIA )y R m B 0 2
N

¥=0.818 f1+0.164 /2 (1)

P2 i o T 2T PR S A AR

Fig. 2 The hierarchy system of fashion consumption cities in China
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Tab. 5 Eigenvalue and contribution rate of variance

ST PEWCEJr 207 e IS 2k Ar
) FRAEAR FETIRR%  REFETRE % FHER rESERR % BRI 2R %
f 9.066 64.759 64.759 7.516 53.685 53.685
2 1.792 12.799 77.557 3342 23.872 77.557
3 (=} E S RN ZANN /ﬁ 3 h) ’\_fl’
R SR TR0 2
Tab.6 Rotated factor loading matrix Fﬁfﬁ% N %ﬁj{fﬁ%ﬂ?ﬁ ﬂkﬂlﬂ%ﬁ%ﬁﬁﬂ@, >
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ol P EE BB 0.883 0.441 %’ ﬁT%fﬂ*ﬁ*quZ'ﬁﬁZﬁﬁ?%}Fﬁiﬁ;ﬁ
5 BR TSP T . X P N N
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B A i (X®) 0.773 0424 [RIASHY T I PR AT ) ot B T S 5 T 9
ﬁi?%iﬁ#‘?k}ﬂﬁﬁ%{(m) 0.866 0.294 FEL, g R 1 T T e ok T
K OO TR HRU, AR
RATIRLCFI S (X12) 0.324 0.887 TP AR i 2 Tg‘% ot Tt
A RIS ML A B (X13) 0478 0840 HoESCAL A A T 1 I PR e ERL
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Globalization and the rise of fashion consumption
cities in China

WANG Mingfeng, SUN Ying
(Center for Modern Chinese City Studies, East China Normal University, Shanghai 200062, China)

Abstract: In the context of China's economic restructuring and industrial upgrading, many
cities start to enter the stage of post-industrialization, and the role of consumption in the
process of urbanization is increasingly important. The background of globalization is speeding
up the rise and development of fashion consumption cities in China. From the perspectives of
the international fashion brands which have already entered into China, this article analyses the
impact of globalization on the consumption field of Chinese cities. The study defines 35
fashion consumption cities by 40 international fashion brands. Most of the cities are provincial
capitals and coastal cities which have higher level of economic development. Furthermore, we
grade the 35 cities by three key factors, i.e., the numbers of brand shops, brands and top brand
shops. Shanghai and Beijing are undoubtedly on the top list of fashion consumption in China.
Most of the fashion consumption cities are regional or provincial central cities, but several
coastal cities with high level of economic development take the lead in the urban system of
fashion consumption, such as Suzhou, Wenzhou and Wuxi, although the centrality of these
cities is not high enough. On the whole, the development of fashion consumption cities in
China is influenced by a lot of factors. We attempt to find the main factors based on 14 key
indicators by factor analysis and to build a primary influencing factors model by multivariate
analysis. The result shows that market and openness play a critical role in the formation of
urban system of fashion consumption in China. In addition, the industrial atmosphere can lay a
solid important foundation for the rise and development of fashion consumption cities.

Key words: globalization; fashion consumption cities; urban system; location factor; China



