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Fig.1 The production of relational social space
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Table 1 The overview of the 10 original design costumes stores on Taobao C2C e-commerce platform

s k4 A% (5 Mk RAEE o35t 1 T LOGO # & il f H#7 HoAth
Ay HR i =9 SO b [V el
(R TR 2005 W& M BRREHK BRERIH AT ZARAm SR ETF-REG T A, 7
PERRTE RIAER . [ka)TNE  HOMEE  THROKA RMME . E
SR SHHER RS R SART oy AR
Lo
2 R 2006 W& At RBERE VO AL AR T G Widee iy Wi Blke ARl R dRng ARV Bl
G T AR RN S0 RA N R TR, R BT REATE SR O HIR
Z R R R = R AT 7R iy
LIPS Ji
3 ARKRE 2008 & M R AER HHEREIE AR REELE
e A RN
4 LUNA 2005 —&58 L HRBGER  EEERLE B AERsiin sotimgsE Ml Sz 2
TPCERG  miEEg SR R R A AR RBERS & R
HE TR A
5 BEMCA 2009 =25 Jbnt SARTHESE ()T S R S E WMEAR  EEE SO
TiRIRAISS & AR SATER IR R I
S
6  MifEic 2007 PURE Jbnt HE R RN . KRR H e JE E 2
SCF RS AT BRIFIL, Atk
7 JEAL 2007 =R ORI BAAMELCE BUHEROR RELE MO EE . REAWELL RGPNWAD)
B MRREIRS EE S5EI KA RN
8 s 2011 BURE R PN A R LB BCE DA LA T0JERY HAEMIZR
K E G 0T Al
9  FELEAEF 2010 =45 r seRPREZ RS R OLOKHE ERDERHE  BHRKemE g ASAEEE
ke el SO EoPN WARRER TG RIZE %75 .bbs
10 BeitiE 2006 FfE  RI BRRPFREZ ES OB G BRI
LS F BBS

BRI - 4518 S RSN 67 190 0t 5 A A e i

3 C2C 44T B[] R ff AT

I 2 =S [ At e SE R - 23 B SR
BT BRI 2 R R MATAE , 7= A (S R4
CRF I W25 T B 2 [ 1) ME ) = SCe R A0 o A
IR R , 02 A 2 ) ) 52 B2 2 1T X 89 4% 22 ] 4
FERA AL

1) HRRR SRS BT SR
[, 08 265 71 2% 2 [1] 52 3G A B ) A A s 28 B A
AR K32 XUy M BT ) 22 6] ) N 25 4 il LA
THRIT o TR 2 s, 48T 280G R 1 2t
AL — AT 53 R SR S XU 3 HIH SRR 2 5 1 44

31

PR, RVET R (R AEE ST A5 T, B
A W A BEEAL LA RRAE

2) fRIERANBAL B SIME. FAERH
7SR TH PSS B, 2% 2 AR AT R R B
FOMIZE A AN E PR X HAHE AR X T 45 1
I NE L KTy ETT I =07 270 EARSL [
HESL AR AL, GRS PR 5 =07 SR
58 5y Bt B 5 BT PR B A5, i A 19 285 91 98 ikt
K J o AR AR BAT W AT AL S AR AR
W AR EE R Bl 20 R A ]
1R IR, LA S BAR B B WA T (E . (B,
BCFPE A5G R H R 2 B AL Wi, FEBESE 5 1Y



964 b Bt}

B % 35%:

£ EERF)
HE, MR, BRF, fR., e

WIBAH. EE M IEH

o

KB, HAER

XI5

LT7 EEIEZ)
W, HE W BARE

IR BE X 71 A R DR

A

WEREM, WK, A W BT

ay

PR CRIER RS

K2 P25 SR R AL

Fig.2 The establishment of the online consuming relationships
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Fig.4 The structure of the production of network consuming space
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Natureand Production of Online Consuming Spaces:
Cases of Designer Women Costumes Stores on “Taobao”

ZHANG Min"* , ZHANG Xiang', SHEN Jun-xia’

(1. Department of Urban Planning, Nanjing University, Nanjing, Jiangsu 210093, China; 2.Human Geography
Research Center, Nanjing University, Nanjing, Jiangsu 210093, China; 3. Kunming Urban
Planning & Design Institute, Kunming, Yunnan 650041, China)

Abstract: This article focuses on the newly emerging online consumption practices, which is suggested to be a
kind of social space, and is established on the underlying social relations. Based on the theory of the produc-
tion of spaces, especially used the concepts of triad spaces, namely the spatial practice, the representation of
space, and the representational spaces, taking cases of 10 designer women costumes stores on Taobao, which is
the largest C2C e-commerce platform in China, with the method of text analysis and in-depth interviews, this
article explored traits and the triad processes of production of online stores. Conclusions are as below: 1) It is
necessary to judge whether online spaces share the similar social qualities with physical spaces, before apply-
ing existing spatial theories and approaches on the exploring of online spaces. Based on briefre views of philos-
ophy concepts of online spaces and the social spaces theories, online spaces, for instance, online stores, are
deemed as social spaces decided by certain social relations. 2) The conceptual triad in production of spaces is
proved to be a worthy frame of exploring the online consumption spaces, which are emerging as highly over-
lapping, complex and social relevant spaces.The practice of online consumption spaces supports, as well as is
decided by the consumption relationship. Consumption relations, which are contained in online consuming
spaces,should be deemed as multi-subject and multi-scale networks. Online store sfurther help derivingmany
other social relations beyond consumption,which makes online stores very places for sharing experiences and
daily lives among customers and store keepers, and arousing people’ sfeelings of traditional everyday lives,
and sense of belonging to communities. Representations of online consuming spaces,which are mainly
achieved by operating with codes, signs and symbols, are co-productions of techniques, structural powers of so-
ciety, creative ideas and resistances of everyday lives. The mutual process of coding and decoding reveals the
dominated up-down construction and the bottom-up powers of deciphering, such ason the stores’ style form-
ing and branding. The perform ativity of models and scenes presenting on online stores often acts as an effec-
tive strategy to arouse consumers’ identity. The representational spaces of online consuming spaces are expres-
sions of contradictions and imbalances of the society, the obedience and resistanceto mainstream social culture,
which accumulates as powers to promote the development and redevelopment of online consuming spaces. 3)
The underlying structures of the production of online consuming spaces are composed of multiple dialectical
relations and complex interactionsin context of certain society. The mainly triad processes of production of on-
line consuming spaces can be concluded as the consumption relationship, the symbolic manipulation, and the
cultural expression, respectively corresponding to the spatial practice, representations of space, and representa-
tional spaces, which expresses and interacts with the social structure, real worlds of everyday lives and symbol

systems.

Key words: online consumption; consuming space; production of space; social space; relational space



