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Factors Affecting the Consumption in Fashion Uppershops

ZHANG Yini'?*, LI Min*'?
(1. Fashion and Design Institute, Donghua University, Shanghai 200051, China;2. Key Laboratory of Clothing Design and
Technology , Ministry of Education, Donghua University , Shanghai 200051 , China)

Abstract : In recent years, uppershop as a new business mode has appeared and being developing rapidly. Through the
investigation of the uppershops in Shanghai, the current operating status of uppershops has been researched. Through the
survey on consumers in Shanghai region, the consumption features of fashion uppershops have been systematically studied.

From the perspectives of consumer features and marketing elements, the major factors affecting the consumption in fashion

uppershops have been summarized, which provides useful reference to the practical operation of fashion uppershops.
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Tab.1 Quantity and proportion of garment uppershops in

Shanghai area
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Tab. 2 Market research of garment uppershops in
Shanghai area
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Fig.1 Exposure channel analysis of uppershops Tab.4 Average score of consumer characteristics factors
3.2 FREEME su 2 25 TH BB R IE R R PR 2R G5 R
: FHEREEFN I E RS AL (E
SCHA A3 )Xo R A G A 2 R e DR 2R R Y i o 3 S A YOI  3.44
B F R AE R DY 2K TS5 R AT 0 RSO A SRR Y02 3.09
SERVEILFE 3 R 40 N8 T BT, BOYME A AEA: fin ) Y03 3.21
TFAET 4 4p 000 J i B N B R peep gyt TURBAAORRIR Y04 sl
W 2 AR RS E 7S E N R ) Y05 3.65
A E T Y06 3.77
FEVHRCE B A5 i R B (B, 1 2% 5 0T S A il
fEYERTET 4 s FE AT 9 I, W3k 3 K gy S Y08 3.58
JEIRFT/R o FEFEIUHE 9% & FefiE 2w R R & R rp i) Vi) YOO  3.88
FEHNZEE, WA RTET 4 50N E, Friseh o X IO g 24 1 XU A YI0O  3.49
iz FH R 2000 1 B0 1 e e R PR TR L ] — B0 o LIMER 25 Yir - 3.79

W), X6 B 5 AR s ) PR 2R B SR A R R AT 4
n=12x(9+24) =4.5

R I8 e R B 4 30 PR AE b i 9 33 R AE 0 3=

TR I, EAR DL 4 KA,

(O8]
(o)
o

XA E XA SRS E Y12

H1ZE 3 LA T 2 5 VAL 5 B AL 2 i [N
I BN i B A T 9 AR U= - iR
FRE T AL TS IR A (R T PRI 58 L e 19 52
RHO A R B 1A B 2R AR A AR TR S



%34

RAGAR, 5 AR P BN R A B E - 265 -

iz 55 o
Feifc iR BE TP R BE A 5 T 10 O PO A4 — Rse 4
TR AR o JCTE S BRI i F R R Y
TR R B R IR A R I R
W3 | (8 L IR 3R, T LATH 2 & 943 S0 (BRI 9 0
HIRCEE = A T TR I R ) S T BR TR AR A B
k& 75 1T ) BB R0 SEAST A s, AR R | o4 3
7 THT AR VT Ve RIS 11 R 2 T 9% 3 0T 1 e
O AESE AN 0 IR T 0, JCTE R TR A R Al A
BN, 45 FH A B S a0 SR 2 TR 75 | BT A — 01 o 2
PIER o G 8T 1R v i B L 2 T8 A 20 m] R 1
BB RZ I8 i A A 41 R AR R R 25 B2C K
U E B RS 9 BT L, £ 3 R T TE B P T 2
I ) — S0 A= i 2 B AT 4 A 2 BT 3
15, L5 ZE A B AR RV AR IS 9 AR, DR A9 2
B 5 Sl W A, AT, 9 T
e PSR WA TR 2R A B S — TR 45 5 Ak 55 o B TP
DL I 55 2 BE A O 2 A o 2 P B LR TP I
55 1) T2 AR 26, 3 45 % 0 4R 18 1 B S e 55 B o 2
P, BB i IR 55 BE AT R0 in B 36 T

H13% 4 Al LUA L, 100 2 & R AR 52 e [N R B
H T 2 VRO R Y R 4 U - TR S L A
ARy 28 | A T 30 i BS A 5T R B, K
FHRIN WK B HLREOE 9K BN T B AT, T AP AR
{77 2O R WA W S PR SR B N IE I R . A
(EUNEST oo oy RS IS N T B U 2/ 3 I AN Wi
VA, AT R IR I S AT

1 % iE

A X ) 2% - 5 B T i DX e A RO Y T
iR BT, R0 T fifk M R R R I B T 3 o B O AR
FEFNHIE o3 A o D B9 45 PR 2R L 9% 0 R AE 1A
B 5 TG 9% 2R AT (R B PRI, 23 e e i
AL IRE MIBOR , T I 2 0 B B AL 3
M PR 28 0 F) 3 EL A i BRI 9 TR U < MR 3

BN &3 e s AR TN & R uR A I SN &3
B ST AR IR B4 11 A8 I R 8 s A L R 2R e
B AR 55 5 T 9% R AR 445 52 W) A R A 0 (EL R 4
T TR AL A IR 2 5 A6 7 e #E
HROR A DA A 0 R R 0 28 G T IR R R I A IR
FIF= S o ESRI 3 4 1 ke T 377, 7= i 22 1k
AR IR BR 0 S, T4 A A 0 B R 55 L PR IE
JO - A e RS v I DX S Al 25 R L A i A
DL, 6 v P 5 A O R 0 0 7 A, 79 7 T A DR
Bt A e s 4 1

S 0 Hk:
[ 1] Bk AEMEREESEXR[D]. EIT:EITR
22 2009.

[ 2] k5. HEAMAERERS 020 MigEAL)]. hEZ
% ,2013,14(9) .80-83.

ZHANG Jing. 020 market perspective of local life service
in China[ J]. China Drug Store,2013,14(9) :80-83. (in
Chinese)

[ 3] &Pl Pt b —ZE [ N]. b [E 2544z, 2009-06-12
(3).

(4] FERE - BHRRED. & 89 B 0 B R s A il
[ M. RGN, M 52, 5KAT, 36 i B N R
41,1999 :160-176.

[5] ks BErb Il A GE 5 & [ EB/OL]. (2012-09-27)
[ 20150504 ].  http://wenku. baidu. com/view/
aa87¢5926bec0975{465¢e2c8. html.

(6] Fnz. Bl r A B N TE H i,
2014-08-27(12).

[ 7] Betitate, R b BB [ N]. 354,
2007-06-13(11).

[ 8] solrh. AT 020 F Ml A =7 i 2 258 Ml o g 2
[J]. BYE&3F 55,2014 (13) - 110-111.

GAI Yizhong. Analysis on application of 020 business
model in apparel retailing[ J ]. Co-Operative Economy and
Science,2014(13) :110-111. (in Chinese)

(9] LUt e a4 [ M. b ZR A8 o A,

2011:135. (A2 IR F R E k)



