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SHOPPING MALL IN CH

In China,a stonge is coming sooon,shopping mall the most fational word full of the citise
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The Mark of an Era: In China, when society changes from planned economy to market economy and a type of business energy
is released from restraint within a short time, the confusion, puzzle, opportunities and thinking inject content of Chinese style into
the globalization of commercial property. In the present Chinese business world, the word MALL is becoming one of the terms

most frequently used. In this way, will Chinese commercial property command vision in its confusion and breed hope in its failure?
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The Reform of a Life Style: Business changes the world. Commercial property
is thriving in China, and profoundly changes the life of all of us. We hope to know clearly
the type of development track commercial property follows internationally? In the numerous
commercial property developments in our Country, which are the success stories? Which
are the losers? Which developments merely aim at short-term benefit? And which are the

ones that will achieve sustainable success?
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The Destiny of a City
In exemplary cities around

the world such as Toronto and Vancouver

of Canada, Tokyo and Osaka of Japan, Hong Kong

as well as Mainland China, which commercial property developments

succeed? How do they succeed? Which of them failed and how were

they abandoned? In China, the Tee Mall in Tinhe, Guangzhou achieves success. What

is the reason for its success? In more developed cities, a lot of commercial property developments
have met with failure. What is at the root of the failure? Do they share any regular patterns?
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The Awakening of a Type of Economy
What is the relationship between commercial property and macro economy? Which type
of commercial developments is suitable for which type of cities? In developed coastal cities
such as Beijing, Shanghai and Guangzhou, commercial property awakes the business
power of a city. However, in less developed cities where the population is not big and the

purchasing power is not strong, does commercial property have the same business power?
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Modern Chi

The Footstep of an Empire: What is the relationship between
planning, architecture, invitation of tenants, operation and strategic
planning? At present, in the various types of malls of over 20,000 square
meters in China, are there any common shortcomings and difficulties?
Are they breeding any enormous business opportunities? Who will be
the creator and leader of this business empire?...." Modern Chinese
Commercial Property" will take you to the realm of the business empire

and listen to the advancing footsteps » of a business
empire withyou.... @ @
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business empire and listen
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