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2. Class, consumption and the
economic restructuring of
CONSUMEr space

Carolyn Cartier

From the national economnty (0 the local level of the household, consump-
tion has become a major subject for defining the new Chinese middle
class. The Central Government is relying on hovschold consumption (o
transform the country from a production-led to a consumption-led
domestic economy, in which private household consumption — rather than
continued state investment — drives annual GDP growth. In the process of
this planned transition, consumption is proving to be a key context for
debate over diverse issues of social and economic change. This chapter
examines several conjunctures between consumption and class formation
in urban China, where the rapidity of urban development and economic
restructuring  has  compressed  the  trajectory  of the  production—
consumption transition and limited middle class hopes and possibilities.

The rapidity of urban growth and transformation in contemporary
China complicates understandings of production—consumption and class
relations because values and priorities in urban society have been subject
o multiple extraordinary upheavals, Tndeed, across the twentieth century
Chinese cities have been the geographical focus of political-ideological
debates over production and consumplion. In the Republican period,
cities were siles ol state-promoted consumer campaigns in favour of
China-made goods (Gerth, 2003). After the Chinese Communist Party
established leadesship in 1949, the Parly-state sought 1o transform
‘consumer cilies’ into “producer cities” (Murphicy, [980). which halted
commercial development. When Shanghai and the other 13 coastal port
cities opened uader reform in 1984, pre-war facades characterized (heir
urban built environments. Under relorm, wholesale reconstruction of new
urban cominercial districts has created vast new landscapes Tor citizen-
CONSUMET CXPCFICHCe.
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Class, consumypriion arid economic restruciring

This chapler begins by evaluating existing understandings of the
middle ¢lass in China in relation to ideals about consumption and
consumer possibilities. In contrast with historic understandings of class
formation, new definitions of middle class are increasingly expressed in
terms of income groups and their characterislics in new consumer
citizenship. Next, the discussion s 0 the landscape of the new
Chinese city for expressions of class [ormation and consumplion, and
debates over income incquality and housing affordability. The chapter
culminates in a discussion of (he wrban restructuring of consumer
landscapes in Beijing and Shanghai, where transnatienal weban develop-
ments arc replacing historic markets, leaving middle class consumers
with more window-shopping opportunities and fewer destinations for
daily necessities in the cily centre.

CLASS AND CONSUMPTION

Examining consumplion in relation to meanings of class is complicated
by different underslandings about contemporary meanings of ‘middle
class’ in China, and the changing significations of class vnder reform.
The official replacement of the language of class, jieji, with the less
politically resonant language of stratum, fiecang, indicates how Lhe
comemporary Party-state has repositioned its interests: ‘the embour-
geoisement of cadres’ (So, 2003, p. 367) under reform, through the
reorganization and diversion of stale assets, musl be represented in
relatively neutral and ‘harmonious’ Janguage. Chinese Academy of Social
Sciences (CASS) rescarch discusses the problems ol definition, and
rejects the use ol ‘class’ lor its ‘negative connotations’ {He, 2006, p. 71).
Officiaily, the defining of class in contemporary China has abandoned the
sociatist language of production and capital relations.

Whereas CASS surveys develop a triangulated aoalysis based on
income, cccupation and consumption, slatistical data produced by the
National Burcau of Statistics use income classes, typically broken down
by decile and quintile (cl. Zhou, 2004, 2005; Guo, 2008b, 2009). The
consumption porlion indexes durable goods based on owning an array of
home appliances and a car. Car ownership yields 12 points in CASS
surveys, whereas pianos and motoreycles, for example, are worth only
four points per ilem and washing machines, having become relatively
common household appliances, count for only one point (Guo, 2009,
p. 48). This suggests that big-lickel items weigh disproportionately in
defining and symbolizing membership in the new Chinese middle class
(see Table 2.1y, Since the formation of a new middle class and class
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mobility are also being constrained by the resurgence of historic elites in
China and renewed clite networks (Goodman, 2008b), class dynamics
will dispropertionately concern representational meanings through con-
sumption practices.

The portrayal of the middle class by government siatistics presents a
broad middle income group across the second, third and fourth quintiles
of the income spectrum, in the descriptive categories ‘lower-middle’,
‘middle’ and ‘upper-middle’ incomes. This income-based definitional
standard echoes international comparative norms: the idea of a broad
middle class based on income and shared ‘cullure’ has formed the
sociclal core of American nationalism since the industrial era, destabil-
ized only at the end of the twentieth century by the neoliberalization of
the US economy. It may also be telling that the national imaginary of
American middle class life includes democratic access to wage labour
and skilled and professional employment, since Party-state ideology
encompasses a democratic ideal. It is characteristic of Chinese economic
planning to define economic futures before they materialize. Thus, the
degree o which Chinese citizens may experience social mobility and
whether they can afford a home is centrally at stake in the debate over the
shift 10 a consumption-ted economy. If the current economy limits
maderial progress and brackels consumption, then middle class status may
become an ideal limited to a didactic arena of discursive reproduction for
state ideology of social harmony.

Statistics on the consumption of ‘durable goods’ - things that are
purchased only once in three or more years and not consumed to
completion —~ demonstrate some predictable and interesting patlerns
(Table 2.1). In 2009, while over 10 per cenl of upper-middle-income
households owned a car, overall fewer than 10 per cent of middle-income
households claimed automobile ownership. By contrast, the highest
income decile demonstrates automobile ownership at a rate nearly double
that of the high-income group. Ownership of a motoreycle deercases with
increasing income, demonstrating the predictable patiern seen in devel-
oping countries, and suggesting that car ownership is a widespread
aspirational condition for the middle class. Indeed, in 2009 automobile
sales in China overtook sales in the USA for (he first time and the trend
continues. In 2011, US auto sales totalied 11.6 million cars by compari-
son o 19 million in China (Leggett, 2011). The siatistics also show
near-universal adoption of mobile telephones and (hat consumption ol
mobile phones has likely replaced the demand for cameras, which is
otherwise inexplicably low as a single calegory. Government statistics
atso include the piano as a distinct item of consumer demand, which
identifies it as an indicator of known aspirational interests and places its
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Table 2.1 Ownership of durable goods per 100 houscholds by level of

income, 2009
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Lowest Low  Lower-  Middle  Upper- High Highest
middle middle

Motoreycle i8.8 234 204 242 22.5 19,24 15.4
Aunlemaobile 1.2 2.2 4.2 1.4 13.6 20.2 38.1
Washing 85.5 91.6 948 97.1 98.8 100 102.4
machine
Refrigeralor 75.4 80.8 94.0 97.3 1004 H03.4 106.4
Colour 1113 120.9 125.9 133.5 143.4 155 168.6
television
Cemputer 25.6 41,8 54.5 66.2 78.2 89.4 109.8
Stereo system 12.8 19.1 234 27.1 328 3B.S 48.3
Video camera 0.7 2.4 34 0.4 10.4 14.3 222
Camera 10.7 18.7 28.8 39 53.1 66.9 85.8
Piano .2 0.4 1.2 1.9 3.3 4.6 7.5
Microwave 23.2 36.5 47.8 56.2 70.6 77.0 85.4
aven
Air 5.6 60.0 79.3 1316 130.3 159.0 200.0
conditioner
Water heater/ 52.5 68. | 77.2 86.3 92.6 98.9 106.4
shower
Dishwasher 0.3 0.5 (h3 0.7 0.8 1.2 2.3
Exercise 0.5 1.4 1.8 28 53 8.5 12.3
equipment
Fixed 066.9 74.0 78.0 822 87.1 90.6 94.8
telephone
Mobile 129.5 1578 174.8 184.5 194.5 205.5 216.4
telephone

Sowrce:  China Statistival Yearbook (2010, p. 351 ).
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ownership among urban houscholds as a relatively high-level consumer
practice ol cultural-educational-leisure pursuits,

In comparison with the evolution of consumer society in industrialized
countries, the difference of consumption in China under reform is the
collision of didacticism -~ experiential realitics of people learning to
consume (again) — with extreme income inequality in the consumer
marketplace. For the middle class, real estate dominates consumer
possibilities and spotlights the contrasts between classes. Number one of
the twe ‘big items’, the home (whether flat, duplex, townhouse or
free-standing house), is the focus of houschold investment allocation.
New housing in China is regularly sold with unfinished interiors, giving
rise to an enormeus market for interior finishing and design services. On
the one hand, if a middle class household has purchased a flat, then
household income will be allotted to finish and furnish the home. On the
other hand, middie class homeownership ~ a cornerstone of social
stabilily in industriatized countries — is rapidly becoming a myth in many
cities because middle class households, as defined by income (rather than
occupation), arc being distanced from entering the housing market.
People want answers to skyrocketing real estate prices: just who can
afford to buy a fla?

One caleulus around the blogosphere has it that a farmer working an
average plot of land would need to have toiled since the Tang dynasty —
over 1000 years — in order to afford a 100 m?* apartment in central
Beijing at 2010 prices, about 3 million RMB (US$450 000). In 2009 the
common contemporary statistical standard of housing affordability, a
ratio ol median heuse price divided by gross annual median houschold
income, stood at 25 [or Beijing (‘Beijing residents ..., 2010), compared,
in 2010, with 11 {or Hong Kong, seven for major Australian cities, led by
Sydney, and seven for the most expensive US cities, New York and San
Francisco (Demographia, 2011). That Hong Kong has the highest Gini
coefTicient (measuring income inequality) among industrialized econ-
omiecs underscores the severily of the incquality in mainfand Chinese
cities.

Concerns about lack of housing affordability and unreliability of
official stalistics are spurring Jocal and national public interest in China.
[z 2010, the enline media company Sina.com' initiated a public survey to
assess the extent of unoccupied investment property. Consider the con-
lexts generaling such national inlerest: day after day, urban homeowners
return Lo their baildings and look up (o realize repeatedly that, in about
half the units, Hieraily no one is home — disproportionate numbers of [Tats
are dark week after week and month alter month. Results of the survey
found that about 65 per cent of flats that had been sold in apartment
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buildings were visually vacant in Beijing over a six-month period,
compared with about 50 per cent in Shanghai (‘Netizens hone ..., 2010}.
The estimate for total uncccupied and unsold [als nalionwide is 64
million, enough 10 house approximately 200 millien people (Xie, 2010} -
two-thirds of the tolal population of the United States. Empty flats
demonstrate not only the extent of property speculation but also how
individuals or houscholds with investment income have ne need (o
generale rental income: re-selling or “flipping’ a {lat is casier il it is kept
in new condition. With no properly tax in China, and relatively simple
transaclions for cash sales, spurred by considerable “grey’ or unreported
income fuelling cash transactions, real estate is the prime sile in which (o
place investiment capital.

Whether or not families own their own home, representations of
middle class homeownership ideals bombard the consumer marketplace.
From advertisements to real estate fairs and on-site show flats, consumer
citizens are faced with a vast array of information on the values and
styles of homeownership.® The significance of residential property devel-
opment in the contemporary Chinese city and its marketing to consumer
citizens draws on aspirational representations of values and lifestyle,
literally constructing notions of upward mobility and mapping them onto
new housing developments. This conjuncture of the rise of the new
middle class wilh the rebuilding of the contemporary cily makes the
middle class ‘about segregation of social strata in a new mapping of
urban space” (Anagnost, 2008, p. 499). The distinctively close relational
meanings between properly, social strata, class formation and consumer-
ism are elfectively ‘re-branding class as propertizing culture’ (Skegps,
2003, p. 46).

Conjunctures between urban restructuring, new class formation and
processes of globalization intersect international and trangnational mean-
ings of class ~ meanings that complicate and exiend the definition of
class by the conventions of nation-state geography. Where globalizing
capital interscets China’s production—consumption transition, the trans-
national capitalist class is especially interested in understanding class in
China on the basis of houschold income and consumption. The trans-
rational capilalist class is the mobile, internationat formation of mutually
interested corporate executives, high-fevel government officials, Jeading
technical professionals and the merchants and media interestls whe
furnish, entertain and represent them (Sklair, 2001). Formed under late
capitalism and coextensive with the rise of China under relorm, the
transnational capitalist class includes China’s cconomic, political and
cultural elites, who shape the future of China’s cconomy and ils major
cilies.

Columnl; Design XML Lid  /  Job: Goodman-Chen_Micldle_Class_China  / Division: 02Chapler2CarlicrF INAL-rev  /Pg. Posilion: 8 Date:
19/12



JOBNAME: Goodman & Chen PAGE: 7 SESS: & OUTPUT: Fri Dec 21 10:35:59 2012

40 Middie clasy China

The consumer arena of the transnational capitalist class is highly
speciatized and dilferentialed by branded goods and services, including
informational services and sources. The service base of the transnaticnal
capitalist class increasingly produces its own information through
in-house research groups of the major consulting, finance and investment
firms. Among these {irms, whose publications challenge and supplement
both official sources and published peer-reviewed academic information,
reports published by the McKinsey Globat Institute circulate widely. The
report, ‘A Consumer Paradigm for China’ forecasts China’s production—
consumption dynamics (Devan el al., 2009); ‘From “Made in China” to
“Sold in China™ charts the rise of a Chinese middle class based on future
income and purchasing power (Farrel) et al., 20060). Figure 2.1 draws on
selected data from A Consumer Paradigm for China’. 1ts data show how
China’s private domestic consumplion as a percentage of GDP is
comparatively fow in relation 1o both industrialized economies and those
of its frequently co-named ‘BRIC™ members, namely Brazil, Russia and

India.
Mexico India
Chite Japan
United States Germany
South Africa Tarwan
Unted Xingdom Thailand
Brazil Haong Rong
Russia Malzysis
Poland Scuth Keres
Canada Siepapaey
France Chim

Sowrce; Devanetal. (2009).

Figure 2.1 Private domestic consumption as a perceniage of GDP, 2008

Figures 2.2 and 2.3 draw on the McKinsey report, “The Value of China’s
Emerging Middle Class® (Farrcdl el al., 2006a), which divides the middle
class into two income bands and projects up e 2025 when the “upper-
middle class’ is predicted o reach #s spending potential, Thus, not unlike
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H oPoor I Lower middle class Upper middie class 5 Mass affluens I Global affivenc

Percentage of 1otal

i
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1985 1985 2005 2015 2085 2025

23 109 191 280 373 509 1625 5132 12544 26059
Millions of urban households Billion RMB

Source. Farrell et al, (20064).

Figure 2.2 Chinese urban households  Figure 2.3 Urban disposable
income

China's official government sources, the world economy of international
brands defines class by houschold income but with particular emphasis
on predicting what the Chinese consumer will spend. Such forccasts
guide product development targeted at middle-income and affluent con-
sumers, who differ demographically in contrast with populations of
indastrialized countries because they are and will continue o be rela-
lively young, ranging in age from late 205 (o carly 40s, These forecasts
do not include the contribution o olad spending of ‘grey income’ and
illegal income.

Past official estimaltes allowed that in 2008 grey income amourded (o
up oI5 per cent of GDP While widely circulaling non-government
studics on grey income conclude that disposable income of urban
households is signifticantly higher than the official figure (Credit Suisse,
2010); these studies were funded by (he multinational financial services
company Credit Suisse and conducted by Wang Xiaolu, Deputy Directlor
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of the National Economic Research Institute, China Relorm Foundation.
Based on over 4000 samples taken in 64 cities in 19 provinces in 2008,
the data show that nearly two-thirds of grey income accrued 1o the
wealthiest 10 per cent of houscholds, tripling actual income over olficial
figures, High-income houscholds of the ninth decile had income twice as
high as reported figures. Together the op two incoeme groups gained 80
per cent of total informal income (ibid., pp. 3-4). Grey income is so
common that it grew faster than GDP during 2005-08 and *|Tihe facts
show that grey income has its origins in the misuse of power and is
closely connccled 10 corruption” (ibid., p. 32). To return 1o housing
affordability, the inclusion of shadow income would bring down the
Beijing housing affordability ratio by a factor of three for Beijing elites,
making the housing market in China’s capital more comparable to
expensive housing markels in Australia and the USA. However, this
condition further peripheralizes the possibilities for middle class home-
ownership, in both {inancial and geographical terms, to relatively distam
suburbs.

URBAN RESTRUCTURING AND NEW CONSUMER
LANDSCAPES

Developing in an cra of rapid global change, China’s new urban
modernity draws on unprecedented international access o information
and knowledge, investment capital, technical expertise and cultural
forms. In the past 30 years under reform, many cities in the coastal
region, including Guangzhou, Hangzhou and Shenzhen, have redeveloped
old city centres and developed iconic new city centres in an international
siyle on lands peripherat 1o the historic urban area (for example, see
Cartier, 2002), TFhese rounds of redevelopment have restructured the
urban economy and the urban landscape, transforming cities from places
of manulacturing into places of inlernational business scrvices. New
urban landscapes present the Chinese city as a mix ol sleek spaces for
transnational elites and boutique destinations [or urban trendsetlers, yet
also as virtwal dreamlands for those whe are marginalized by the
redevelepment process.

The redevelopment and expansion of existing cities and (he construc-
tton ol hundreds of new ones in China under reform has been driving
industrial growth. The new Chinese city has re-instantialed capitalist
commercial development in urban cores by replacing secialist cra hous-
ing and factories of the Maoist procducer-city with landscapes ol urban
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modernity: gated housing compounds, outsized commercial develop-
ments, luxury high-rise housing and architectural icons with spectacular
rooftines vying for recognition along ever-changing skylines. In the
aftermath of the 2008 Summer Olympics in Beijing and the 2010
Shanghai Expo, the special posilions enjoyed by Beijing and Shanghai in
national development planning continue o resonate across their con-
temporary urban landscapes in triumphal event architecture. Their build
environments are the material evidence of the preduction process fuclling
urban growth, offering in wra vast new landscapes for private consump-
tion.

The urban landscape of new consumerism in China has often been
associated with cities of the south, especially Guangzhou, Shenzhen and
Hong Kong, where expori-oriented econemic reform kicked off in the
1980s. In the 1990s, after the Chinese government allowed citizens 10
begin to travel overscas [or [eisure vacations, Hong Kong became the
typical first choice for an ‘overscas’ shopping trip (Cartier, 2008, 2009).
Yet the side story missed in the widespread coverage of the Beijing
Olympics and the Shanghai Expo was the simultancous development of
extensive commercial and retail space (Figure 2.4), Data on commercial
floor space show thal Shanghai and Beijing have led the country in the
redevelopment of commercial space, commoniy for service-industry
offices and retail, since 2003. Moreover, contrary (o expeclations thal
Shanghai would lead the way in new commercial development ~ enjoying
& relurn to ils status as the historic centre of faghion, style and
commercial cafture in China — Beiting substantially outpaced Shanghati in
commercial development from 2004,

Rapid arban redevelepment and modernization of the built environ-
ment regularly resulls in gentrificalion — the process of new real estale
development that pushes out kistoric residents and businesses in favour of
clites and high-value enterprises betier able to pay the higher rents. But
the concept of gentrification is seldom directly discussed in analysis ol
Asian wrbanization. Across Asia, government norms of post-war redevel-
opment have stressed goals of urban renewal and modernization as core
clements of nation-building, in which beleaguered urban residents play
their part by lining up for housing compensation and packing up for
housing reassignments. In Beijing. the rapid development of commercial
space in the mid-2000s dircetly reflects the highly documented loss of
historic courtyard houses in the central city during the run up o the
Olympics.

Historic centres of consumption in China. especially markets, have also
been widely lost. The lirst major case in Beijing was the cantroversial
redevelopment of 1the dynasty cra Pong An Market in the Wangfujing
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Figure 2.4 Commercial floor space complered, 19992008

district. The city closed the historic market for redevelopment in 1993,
The sile was redeveioped in the run up to the Beijing Olympics into a
shopping mail and office lowers, named Xin Dong An Plaza, built under
a 50-50 joint venture between the state-owned Beijing Dong An Group
and Sun Hung Kai Properties (SHKP), one of the three big property firms
of Hong Kong. The market demolition ‘signified the first phase of
Wangfujing’s redevelopment and the imminent eviction of hundreds of
people from their neighbourhood. For this reason, many Beijingers
resented Xin Dong An’s approprialion of the famous market’s old name’
{Broudchoux, 2004, p. 115). The rapidity of urban growth and transform-
ation in contemporary China complicates understandings of c¢lass form-
ation through the production-consumption transition because many
people question the new pricrities and values being thrust upon them.
Alter opening, the B1 fevel of Xin Dong An Plaza offered rental space o
some stallbolders from the original market at vastly higher rents in a faux
*Old Beijing Street” selling.

Demonstrating the speed and style of wrban change, and parafleling
transformations underway around central Beiting, SHKP announced in
2007 that it would re-brand Xin Dong An Plaza ‘Beijing apm’ to targel
young censumers aged 19 10 35 (SHKP, 2007). A conurivance of am—pm,
‘apm’ is o brand that SHKP conceived lor a shopping mall in the Kwaun
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Tong district of Hong Kong 1o atract young consumers lo the marginal
location with the promise of ‘late night shopping’. An industrial area of
the Kowloon Peninsula, Kwun Tong is a Hong Kong ‘new town’, one of
several established by the British colenial government 1o provide post-
war public housing. After China opened to the world economy, Hong
Kong industey moved into the Pearl River Delta and new towns became
targeted for high-rise and commercial redevelopment. Taking the ‘apm’
brand to Beijing instantiates SHKP’s yvouth consumer strategy for Hong
Kong, featuring ‘trendsetting international brand retaslers, some
opening in China for the very first time’ (ibid.), in the heart of China’s
historic marketing landscape. The project demonstrates how commercial
property development targets and develops China’s developing social
mobility. It also demonstrates the calculus of planned gentrification: the
renovation, according to SHKP, ‘will lift annual rental income ... by 30
percent to 50 percent ... per square foot ... making rents al the top end of
the range in the capital’ ("SHKP lands ... 7, 2007).

Historically the centre of Chinese modernity, Shanghai has also
emerged from two decades of redevelopment under reform as a city
socially and economically restructured. According o a popular maxim,
the cenure of Shanghai is now for elites and foreigners, the nexl ring is
for professional newecomers and the outer ring is for locals. Costs of
living in the city centre have skyrocketed willy the redevelopment and
replacement of old central city residential areas wilth new commercial
spaces and mixed-use commercial-residential real estates. Housing costs
in the centre are now assoctated with upper-middle and high-income
groups, whereas costs are lowest in the owter sing, where many middle-
and lower-income households and retired state workers relocated 1o after
being compelled 1o move out of central city locations. Households that
were forced 1o relocate olten received compensation at levels lower than
the cost of new housing in the same locasion (Hsing, 2009), therchy
potentially leading to a Jower standard of living. The process of state-led
gentrification reshullies who lives where, with the outcome (hat the
pramary beneficiaries of accumulation are government, privale properly
developers and (he recipients of grey income,

The spatial process of change also demonstrates the effects of class
formation in the commercial and mixed-use resideatial spaces of new
transnational-style buildings in urban cores. Fspecially in new commer-
cial districts, cach better-designed  commerciai-residential - building
becomes a site for reworking the production—consumption dynamic. In
the spare, high-modemnist landscapes of China’s new {inancial districts,
mixed-use design Js contained vertically within the building: retail
services al (he bottom, office space in the middle range and hotels and
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private condominiums at the top. This arrangement of mixed-used
verlicality is commen in conlemporary skyscraper design, placing the
transnationad capitalist class in its social position at the symbaolic op of
the global cconomy. Entering by car and living in spaces [tom which
they view the city Irom great heighis, residents of such buildings have
little need to encounter the semi-public space of the street — where real
life inequality may play oul with discomforting unpredictability. The 21st
Century Tower in the Lujiazoi {inancial district of Pudong is an outstand-
ing exampic of a project developed for the transnational capitalist class
(Figure 2.5). Such state-planned projects in China wholly subsume
historic places and peeple as a collateral process of producing the new
built environment, as if Padong was a vast greenfield site when it was
named Shanghai’s special economic zene in 1990,

On the Puxi side of the city, Shanghai transformed part of its
internationally renowned commercial street, Nanjing Road (in the
Hankou district, perpendicular 1o the renewed historic Bund) inte a
pedestrian shopping area. It offers a mix of local, national and inter-
national brand shops and has become a primary destination for domestic
and international tourists. However, 10 position themselves as having
discriminating taste, local Shanghai people regularly proclaim that they
do not shop there, distancing themseives from the tourist masses. They
prefer instead Jocal neighbourhoods and the department stores of Huaihai
Middle Read, the artery of the historic French Concession, which has
re-energed as Shanghai’s leading place of consumer distinction under
reform. Several fashion department stores punctuate Huaihai Middle
Road and a few side streels maintain historic consumer character,
including Souwth Maoming Road where women’s clothing businesses
continue to spectalize in the gipae, a form-liling sheath dress that
provoked a national debate and launched an international style.

Huaihai Middle Road crosses the Puxi side of Shanghai through Luwan
and Xuhui districts, which have been significantly spared the wholesale
raze-and-redevelopment treatment. Many streets in these districts are lined
wilh plane (rees, fronting blocks ol historic low- and medium-density
housing. Dorzens of historic houses from the Coneession era are now under
government conservalion, suggesting how Shanghat’s historic elite popula-
tions have managed o maintain the district through the uphecavals of the
twenlieth century. Luwan district! is also the site of China’s natienally
outstanding culture-led urban redevelopment, Xintiandi, a heritage conser-
vation retait and entertainment district, and Tianzifang, a gentrified concen-
tration of boutique shops on Taikang Road that grew oul of arlists” studio
spaces and creative industry Iats in o former state-socialist era factory
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Netes 2151 Century Tower is a mixed-nse, 50-storey building in the Pudong district of
Shanghai, a dynamic international business centie. The first 21 Hoors will be Class- A office
space, followed by an | -floor Four Scasons Hotel, and 12 floors of condominiums managed
by the Four Seasons. The ofice lobly and residential entrance will be al ihe base of the owei,
willi the hotel's reception and amenitics areas located in the adjacent podivin. The project is
located on Century Avenue, the main Hast-West Pudong thoroughfare,

Semrce:  Reproduced with permission of Gensler Design, @ 2011,

Figire 2.5 2151 Centuwry Towen, Shanghai
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compound. Economically and aesthelically successful, Xintiandi intro-
duced the paradigm of cultural heritage redevelopment 10 China (Luo and
Sha, 2002; Xue, 2010). Tn 2006, Tianzifang was named the best creative
industry zone in China, in addition to receiving numerous municipal awards
(Zhu, 2009).

Kintiandi and Tianzifang are emblematic of creative industry develop-
ments and boulique consumer destinations in world cilies, and the
Shanghai government has designated dozens of creative industry zones,
Tianzifang especially represents the current popularization of arl in
censumer culture and the crossover between shopping and arl in the
gallery shop of new urban design. It is one among several gendrilied art
studio districts in China on the international map of cultural consumer-
ism, including the Moganshan Road/Suzhou Creek area in Shanghai and
“798’ in the Chaoyang district of Beijing. The concept behind Xintiandi
is different, deriving from an earlier version of ‘urban renaissance’
redevelepment, first realized at Faneuil Hall in Boston and later adopled
in the revitalization of Covent Garden, London, and other post-industriat
landscapes. Architects characterize Xintiandi as China’s version of the
Hestival marketplace’ (Xue, 2006, 2008), reinterpreted for Shanghai by a
US architecture firm and anotber Hong Keng property developer, Shui
On Land.

In cach case, the cultural political economy represented by their
commercialization foregrounds the cultural-knowledge cconomy’s basis
in design acsthetics, intellectual properly rights and associated brands,
The small, mostly independent retail businesscs of Tianzilang present
things in artisanal style, while Xintiandi emphasizes a combination of
international chain stores, boutiques and high-end regional chains selling
‘Chineseness’ in an all out environment of sophisticated display, which
works on the semi-rational principle that people will pay more [or a
distinctively presented product. Local reception of Xintiandi and Tianzi-
fang in Shanghai is predictably mixed, and both have become associaled
with transnational lilestyle interests and cosmopolitan tourists in scarch
ol *hip” Shanghai. Yel, however tansnational in appearance, the consum-
erscapes of Xintiandi and Tianzifang are not architecturally elite spaces
globally and, among places like ‘festival marketplaces’ and gentrified
artists” districts, are emblematic of new middle class leisure destinations
patronized by urban professionals. As China’s middle-income houscholds
grow in number, places like Xintiandi — copied by cities across China —
will become normalized within the consumer landscape.

In contrast to these well known consumer sites of the new urban
cultural cconomy, the most popular consumer deslinalion on Huaihai
Middie Road was further west, at the junclure of Xiangyang Road in
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Xuhui district, The Xiangyang Road Fashion and Gifts Market was
Shanghai’s famous markel for fabric, fashion and ‘fakes’. Drawing
millions of domestic and international conswmers each year 1o over 800
shops in an area of 24 000 m?, the market reportedly served 30 000
customers a day and 100 000 people on holidays {(‘Curtain call ...", 2008)
(Figare 2.0). In the space ol the conlemporary city, the scale of the
Jow-rise Xiangyang biends with the surrounding housing of the historic
Concession. But like markets in other cities, it became a site of targeted
redevelopment. The markel operated normatly, regularly paying its
municipal taxes, until the Shanghai government gave il notice for closure
on 30 Juae 2000,

Senrce, 4R (Xinhua Ned) (1 Joly 2006).

Figure 2.6 Xiangyang Road Markei, Xuhud district, Shanghai, 30 June
2006

Covered widety in the media in the run up o its closure, the Xiangyang
Market became the [ocus of public discussion over intellectual property
rights (1PR) and intellectual property law enforcement (*Government
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cramps ...0, 20006} The closure of the market was timed (o coincide
wilh the 2006 Ministey of Commerce national ‘Action Plan on IPR
Protection in China” and in recognition of multiple legal actions on IPR
infringement brouwght by international luxury brand companics in Shang-
hai, which had begun to win large legal settlements (‘Shanghai sup-
presses ..., 2006). Since Luwan district is engaged in economic planning
Lo form a ‘brand corridor” on Huaibai Middle Road, transforming its
cominercial occupants from local shops to famous national and inter-
national brands, these forces converged 10 close the markel. Yel as a
reporter [or the Liberation Daily observed, *Xiangyang Market also has
originality’, because the majority of retailers at Xiangyang were selling
common Chinese brands (*Xiangyang market ...", 2006).

The Shanghai government targeled the Xiangyang Market site for
mixed-use commercial residential development, and like the Dong An
Market site, SHKP was the property developer for the project, named the
Shanghai International Commerce Centre (ICC). The name Shanghai ICC
also transfers a pame {rom an existing SHKP Hong Kong property o a
major mainiand city — the ICC in Kowloon is the tallest building in Hong
Kong. The project for the Shanghai ICC is not a skyscraper but rather a
sct of mid-rise office buildings and residential towers with a multiple-
storey shopping mall, called the ‘International apm’. In the run up w the
opening of the 2010 Shanghai Expo — with ils symbdlic ideological
platform 1o present Shanghai to the world as a consummately ‘better
cily’, achieving higher standards on all fromts - the closure of the
Xiangyang Market and development of the Shanghai ICC was arguably a
symbolic statement about the nalure of the preduction—consumption shifl
in the city. Like other consumer redevelopments, the Shanghai 1CC
replaced a historic low-cost market with a destination for international
branded goods wrgeting high-middle and high-income groups and urban
clites. The Shanghai ICC has won several design awards, and the Ching
Daily characterized the project as ‘green, elegant and efficient’ (‘New
Shanghai 1CC .7, 2010).

In substantially different ways, the problem of destroying the ‘fake’ in
order o clear the ground for new consumer {utures also implicates the
work of the China Consumers’ Association (CCA). In 1997, the CCA
rolled out its first annual campaign, ‘Good Taith no fraud’ in conjunction
with *3-157, International Consumer Rights Day. Since then, its annual
themes rack national government policy (Table 2.2). Working in the
interests of Jow- and middle-income consumers, the CCA is guiding the
development and consciousness of the consumer citizen. It operates in
rural and urban places, issuing warnings about scams and Jow-qualily
products, and didactic materials on the selection of quality products. In
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response Lo rising social problems associated with youth consumerism, it
develops programming o quell the youth consumer luxury trend (China
Consumers’ Association, 2008, 2010). But in the rapidity of China’s
conlemporary transformation, in which production, consumption and
industrial and post-industrial cultures collide, meanings and symbols of
branded goods serve the need for differentiation among a vast array of
consumer possibilities and choices. As some Jocal media commentators
observed at the close of the Xiangyang Market, what is the market
problem with *fakes’ il there is a huge demand for copies?

Table 2.2 China Consumers’Association - campaign themes

Year Campuaign

1997 Good faith no fraud WRERAE
1998 For rural consumers BT R
1999 Safe and healthy consumption T B
2000 Knowledgeabie consumption BFIY £ Y 0
2001 Green consumption FEHR

2002 Scientific consumption e gt

2003 Build a reliable consumer environment  WBEUGGH RN

2004 Credibility and rights protection EEHEA
2005  Health and rights protection ERRALR
20006 Consomption and the environment RS
2007 Consumer harmony 20
2008 Consumption and responsibility PR
2009  Consumption and development IRELR
2010 Consumption and service SR

Sewrce:  China Consumers® Association, annual reports.

CONCLUSIONS

Contested definitions of class point to the nalure of changing values in
socicty as well as 1o tensions over (he emergence of the new middle
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class. On the one hand, urban professionals cxpect higher incomes and
higher standards of living with rising cconomic development. Yet the idea
of middle class as consumers who ‘vole in the marketplace’ also serves
as the context for the construction of a discursive middle class, through
which the high-income groups, as political and economic elites, may also
seek Lo represent themselves in order 10 disassociate themselves from the
taint of grey income. 1l elites seek o converge with the idea of a Chinese
middle class, and ‘middie classness’ becomes an element of nationalism,
then consumption and ‘consumerability’ will shape emergent class refa-
tions in the demestic markelplace, intersecting with globalizing consumer
citizenship. The marketplace — the mall — will be the reliable place of
class mixing if the sorting of the housing markel, based on extreme
income inequality, continues to define class as ‘propertizing culture’.

China’s wrbanization in the conlemporary era of globalization inter-
sects myriad consumer cultural forms, and the new urban cultural
cconomy in the Chinese cily draws on these resources to develop its new
retail economies lor increasingly sophisticated consumer interests. Urban
China's highly aestheticized spaces of consumption are seductive in new
ways, providing surfaces ol elite-styled spaces for both elite and public
consumer experience. Yel aesthetic minimalism in the contemporary
consumer environment is also the new spectacle, masking how this latest
round of urban and cconomic restructuring contributes to increased sociad
inequality. The cullural-knowledge cconomy leads growth in the world
econeiny, while its entry into China intersects with the intensification of
intellectual property rights enforcement and the opporlunities it engen-
ders for international and luxury brands.

Consumer activity is expanding in urban China and is experienced
across income brackets and in diverse contexts. Supported by the Chinese
Consumers’ Association, consumplion is turning inte knowledgeable
activity in the simuitancous interest of both the houschold and the state,
The design of new urban tandscapes beckons consumer interaction and
guides consumer experience. New transnational shopping malls are built
on siles ol significant histaric markets, drawing associated meanings
from past places in a process not unlike that ol the conslruction of
colonial Christian churches on siles of nalive worship. Housing afford-
ability for the middic class may be partly resolved by increased aufo-
mobile consumption in order o access suburban housing. Even access 1o
the city in China is being redefined through consumption, less by
dependable opportunities to participate in the consumer cconomy than by
property investment, allicd with municipal governments, projecting life-
style Tutures.
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NOTES

. Sina owns Weibo.com, the leading microblogging service,

2. In Shanghai, I visited a show flat in a multiple-building ‘gated community” in which
the ¢loset of the master bedroom was made Trom clear lucite panels suspended from
the 3 m high ceiling and hovering above the Moor, lending the ream an appearance of
spaciousness and rendering the designer clothing it contained as galleried acsthetic
abjects,

3. These condilions explain the proliferation of studies on Chinese ‘gated communilies’
in China, whichk focus on the manifestalions ol urban residential redevelopment rather
than the overall process of urban restructuring and socioeconomic change.

4. With seme controversy, the Shanghai municipal government merged Luwan districy
imo Huangpu district, the distriet fronting the Huangpu River, in 2011,
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