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Table 1 Detailed data of distribution of boutiques of relevant brands

sl R 1 2 3 4 5 6 7 8 9 10 11 sl
Jext 4 3 5 3 4 3 6 2 3 6 7 46
AN 1 - 1 - - - - - 1 - 1 4
217 1 - - - - - - - 1 - 1 3
il - 1 1 - 1 1 2 1 1 1 2 11
7N 1 1 1 - - 1 1 2 2 2 2 13
MT - - - - - - - - 1 - 1 2
Bt 1 - 1 - - - - - - - - 2
= - - - - - - - - 1 - 2 3
VEE i 1 - - - - - - - - - 1 2
A 1 - 1 - - - - - 1 - 1 4
W IR 1 - 1 - 1 - 1 - 1 1 2 8
i 1 - - - - - 1 - 1 1 1 5
Kb 1 - 2 - - - - - 1 1 1 6
KA - - 1 - - - 1 1 1 1 1 6
(2P - 1 1 - 1 - 1 1 1 1 1 8
LAl 1 - - - - - - - - - 1 2
Eisill 1 1 1 - - - 1 1 1 1 2 9
T 1 - 1 - - - 1 1 1 1 1 7
TRBH 1 1 1 - 1 1 2 1 2 2 1 13
KNt 1 - 2 - - 1 1 1 - 1 2 9
IR A - - - - - - - - 1 - - 1
iaee] 1 - 1 - - - - - - - - 2
G 1 1 1 - - 1 2 - 1 2 1 10
PN - - - - - - - - 1 1 1 3
%z 1 1 1 - - 1 1 1 1 - 1 8
ki 4 2 2 3 1 3 3 1 3 4 5 31
A 1 1 1 - 1 2 2 1 1 1 1 12
R 1 2 1 - - 1 1 1 1 1 2 11
BEARST - - 1 - - - 1 - 1 1 1 5
EL 1] 1 1 1 - 1 - 1 - 1 1 1 8
HUM 1 1 1 1 1 - 2 1 2 1 3 14
T - - 1 - - - - - 1 1 1 4
i M 1 - 1 - 1 - 1 - 1 - 1 6
EN - - - - - - 1 - - 1 - 2
Rt 30 17 32 7 13 15 33 16 35 33 49 280

VE: R SRR BT I 44 R 43 5104 1 Guceei; 2 Versace; 3 Burberry; 4 Chanel; 5 Bvlgari; 6 Prada; 7 Armani; 8 Fendi; 9 Louis Vuitton;
10 Cartier; 11 Ferragamo. Z(## K 5 : Gucci 17 M http:/www.gucci.com/cn; Versace T M http://www.versace.com/cn; Burberry Tf % http://www.
burberry.com/zh-cn; Chanel 7 ¥ http://www-cn.chanel.com; BVLGARI T P http://zh-cn.bulgari.com/; PRADA T ¥ http://www.prada.com/; Ar-

mani B ¥ http://www.armani.com/; Fendi P http://www.fendi.com; Louis Vuitton F ¥ http://www.louisvuitton.com; Cartier T M http:/www.

cartier.cn.
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Fig.1 Histogram of boutiques distribution of relevant brands
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Fig. 2 Ranksize of quantity of relevant brands and acceptance degree by market in cities
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Table 2 Priority degree of relevant brand and capacity of market in cities
Wi e RilE WU ORI KEE M MRUKIE EHE WO SRR E R MR N vie RN BB
Hiihe 2 3 3 3 10 10 10 10 10 10 10 10 10 10 10 10 13 14
YRR 7 5 3 2 2 2 2 2 2 2 2 1 1 1 1 2 1
g K& gEARss O ER K ik R W AN BB BREE ] ARE N =W RRRERE BT
Tt 5 14 21 21 21 22 22 22 24 24 24 24 24 24 24 28 28 28
R 1 1 1 1 2 1 1 1 1 1 1 1 1 1 2 1 1
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Fig.3 Level of advanced consumption function of Cities
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Table 3 Level of advanced consumption function of cities
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Power of Cities in China Based on Analysis on
Spatial Patten of Advanced Fashion Goods Sales

WEI Jiang-Iu', LUO Zhen-dong’

(1. School of Geographic and Oceanographic Sciences, Nanjing University, Nanjing, Jiangsu 210093, China;
2. School of Architecture and Urban Planning, Nanjing University, Nanjing, Jiangsu 210093,China)

Abstract: As attribute data of population and economy, the productive working space—companies in advanced
consumer service industry and manufacturing industry has always been treated as one of the main index for
measuring power of cities since Friedmann’s 'World Cities Hypothesis' and Sassen’ s researches on ‘Global
Cities’. But as the material basis of ‘Space of Flows’ on the tertiary level, an approval of spaces of consum-
ing—the advanced consumer service industry is an equivalent to the advanced producer service industry,
which could be found in Castells’ theory of the Network Society. Hence, in the paper the advanced consumer
service industry, which is treated as a supplementary index in addition to the productive working space in the
analysis of structure of urban energy level. Based on this understanding, the study attempt to analyze features
of the polycentric structure of central cities of consumption function in China from an advanced consumer ser-
vice industry perspective, picking spatial patten of advanced fashion goods sales distribution as object of the
study. Based on data including location of 280 stores of 11 brands, the analysis in the paper is divided into 3
levels: First, the analysis on the general feature of spatial patterns of the layout of cities located by relevant
brands; Second, the analysis on the acceptance degree of the power of cities located by relevant brands by the
market; Third, the analysis on locating preference degree and capacity of market of cities located by relevant
brands. After these 3-level's analyses, the paper classifies all cities located by relevant brands according to 3
factors, including acceptance degree of power of cities by the market, locating preference degree and capacity
of market of cities. The conclusions are as follows: 1)The centres of powerful cities show a rhombus structure
in China, the belts of concentrated consumption could be found in the eastern and western area of China, ex-
cluded the central area. 2) Polycentric structure of the three greatest metropolitan areas—the Beijing-Tian-
jin-Hebei region, the Changjiang River Delta and the Zhujiang River Delta—is clearly manifested, with the
Delta playing the leading role. 3) The spatial pattern of western and North-eastern China is more single-central
than polycentral, and the results of analyses in the paper do not find agglomerating trends of power in these ar-

c€as.

Key words: power of cities; advanced consumer service industry; advanced fashion goods; spatial distribution;

polycentric structure



