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Interpretation for the representation of Starbucks’ consumption

space in Xi’ an from the perspective of food geography
LIANG Lu, YANG Wanyue, JIAO Ying, GAN Yating

(School of Tourism & Institute of Human Geography, Xi’ an International Studies University, Xi’an 710128, China)
Abstract Food geography is one of the important contents of the new cultural geography research, and with
the deepening of the cultural turn, the representative meaning and symbolic value of foodscape in its research
content and paradigm have become more and more prominent. As a typical food consumption space, Starbucks
has symbolic meanings of local culture, emotional experience and functional value. Taking 123 Starbucks in
Xi’ an as the research example, and using kernel density analysis, standard deviation ellipse, geographic de-
tector and text analysis to discuss the symbol representation of the macro location and the symbol content as
well as the representation meaning of micro spatial perception in the consumption space, the results show that:
The cultural representation of macro location reflects three characteristics, the preference for urban vitality area
is the inevitable result of the influence of food symbol communication logic and brand concept; different spatial
proximity characterizes heterogeneous spatial cultural characteristics. The symbolic content of micro-symbol

consumption space is divided into three parts, functional space symbol, brand symbol and the " third space"
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symbol, which is an important part of the consumption process meaning and identity construction.

Keywords food geography; consumption space; influencing factors; symbol; representation

PR g« Hb FH S S 2 b B 2 1 T RO
X AR B A RS B SO B 2 R (Y T
BN BEE SO T BITR A, TR o B2
FENARFTERAL KA T, TR M B 2 % T 4
BIAGE SR A R Y & Bk
] 25 7 AT A A T T, R AR A S
s B AL AT IR IR B A R AR
XA S M EBE NS, CETRAA TEE
T2 DT RS I SRAE S SO 25 (8] 7 7H
AT R G, E AN LB SE N N R A5 5
A AL S, = AT WS 2 R ik
FLAFS e AT LAAAR B AN A 2 3 A EAAR 1
J&" AT RGN R R B A X B
FYK AT PR AE L N R K 8h T 77
(35 3l , B — AP 2 s, 4k RS
By BRR S, 2SR T I T T
B I A2 A AR SR AL 2 R L T
WO, SO — ol BAE TR B AE . R, TR B
SERIFGEOGTE A3 (B9 B AT N, 9 SO A b B A i
T B2 1] 0 SR 7 S S R AE SR
KRN HEEYVAESSIIERT 42 E 1
T BAT M R 23 ] AR 2 1) < 23 1 T 28
2R AT 5 B SO T Sext 4 L EE T,
T [R) (T B M 57 2 SR AR ) 14 SC A A B 3 i 3
B 5 A AL SCRIAF- 5 U (B 7 i i 25 () vy
ESNBCR I e VAT A TR 0 A )R R
SE , ZE BT T SO s a4 2 R M i aR Ak i
T BB SR AR SR X

C A WFIT 2B, B 25 (8] 40 A 32 31 28 55 A SC
RS2 RN R, 755 FAE 8 2T 2 AT
1 Bl e A0 24 V) S R 4 T B 0 PR 2% HL LA O
T TSR Z 1 KB 2SI, T 9 25 8] 4 A
5 DXAAF 5 R AE 50 5¢ R A AT T, 455 1 &
1y SCAUNE R AEFE BT R AAZ R . A AR
BRI TE B — R, YORL ™ bl 58 1 1 S — PR
W R B AR AR R
ZE A1 K T b SOk, Rl 2R S AR T 4K
W7 oA Fh A RIS A 2w R, A I 2
B SISOl A SCIIESE I A S AT
TRm 7 A R B I IR 2 R, PR
P Ay — R A % 7 s R

BRI bR o RSB
S 2 S DA SR M X — PR e 5,
(AR AT O DU —Fh 2 PP, B TN
FRE SN EILE Y5k, L, Scfb
AT B SCTE PCEH T WL X At b2
BB A BT 2 2 ) A5 RAIE , T X TS (] 5 5%
WA 52T SRR % , 108 ok 1 7 1 2 1) Y s
S AR SRS e, R SO X T 45 ] £
e SRR o (S R

BT, ASCEE AR E = A, LAVE 22T
HWFFEIX, AR AU R B 5 AT FEEAS
) A2 [R1 R AR e 3 A Bt 2 S 9 2 ] A+
T, A GOUL 2 A~ Ff A 2 B T X or
5 SCALIRE IR £ 25 (R AF 5 A T 50, LAY R
AT TSN AR, A5 18 Bk 2 i i 9 =5 8]
4 S i L

1 HRMNK BEFESTE

1.1 HRIF

10 v B W A Bk P 45 P4 22 T (AR X
8 FFk s E] 2023 4 K Z i, 23R4S 90 A4NTT)E
FE . AR AL v MU S AR I E1E B
124 /4~ SR TCR8U(E B Ja LR B 22 B W s 1) s
58123 4, wIE A AT RIS S AN K
A R IX TRE XA X B, e PG 2 ik 7 Xk
F5E X388, RGBT XS IX 08 X AR X
G AR X FFIX
L2 HHERIR

WFEELE 3k 2 5543 - O POI 5548 & b
BN BB QR AT SCASHE . BRI
21 PR,
1.3 MiRFA*E
1.3.1 3baign %

b BRI A TR 2% () 3 e P LA B3 s H
JE WK Eh 7 —Fh gt o7 ik i R A A
(X) FNPAAE & (Y) 525 (8] 53 A AHARL 1 , 1246 52 e
TXF BARAE m IR B RE (q) , 45 BRI R
S BB v ZS () 0 AR RRAE , FF X T 2 23 R] S LA
SRAEIATIR L b g RUEEO (0. 1], B
L, UEHIZ AR b ot 2 2 v 1 9% 25 18] 43 A7 il B )



a4 PR AR TP R T R R I R

S (A4 -5 R AE AR 12 - 581 -

PNl % g RN W

(X) 9732 BIor X832 5 N, AN 7350 08 )2 b Al

>, N X HTCE G o B o” WA HIRE b 4K Y
¢=1-""5 (D (.
X:h(h = 1,2,,L) HHAAZER(Y) 825
1 BRI
Tab.1 Sources of data
Bl 24 7R Bl A U5 Wode s ]

B T)E POl

B 5% POL 5 73 %] ( https ; // Ibs. amap. com/) 2023 4E7 A

Wyt POI

Ak E A H R/ ONEE =% 2023 47 J

% PIECE Ho 323 () K = (http: // www. gscloud. en) 2023 4E7 A

—F R0 2% (https: //xa. anjuke. com) 2023 4E7 H

) 28 SCAR B F AT (https : // www. dianping. com/) 2023 4£9 A
1.3.2  F% A

AR R VT S RO 2 3518 A 10 15 B A
-6, F N 25 0T DL e B 0 2 8 I 8 R 1
B HE AR ST T T, S 07 PG T R L R
IR I X R g KRR X, BE BOE e 2
AT T (b YL RS IR S | A e B G 380 0 4 1

JE) SRR TCRCE R 5, HE R TR IR E s 4 428 4%

(#1468 620 ) . fifh Rost CM6 ?AfﬁFX]Lﬁ“l/BjC
AT I3HT , Gt AR R, FEETE L2 AT
], BT 2 RS, WA S A T AR
MAr2E. FIA Nvivo 11 XFPES N A #E1T 3 Fedw
Bt i3k SCAS G AT BT I 2 38 0 A5 B IR 2

2 EUXMLFFSRIEMFE

B B A SRR 18 B s (e g

*ﬁ%fﬁﬁtﬁ,i‘lﬂﬁijﬂT{ﬁ%mfifﬁ RN b
2 1) BRAT Ky 6 B 58 02 1 B AE

Lﬁﬁﬁfﬁf P 22 i [ 6F 1Y 2 Tl 2 L o ) 2 )
AT AL, 2R 5 A WTFTER T AN
AR 6 A A AR ) b AR 548 78 B T e i
B (8] o3 AT B R AL o AR R SR L 5
FIE AL 3 km NEBFCEGR, B RIRRE
PRI 2 7R, 455 PRI A5 SR 0 B A2 12 g 25 WL IXC

Xof B U 9 1 Bl 25 AL A 5 AR FEA T A 32 PAF S RIETE X
2 RN A bR A U
Tab.2 Influencing factors and explanation of geo detector

—J 6y S R P
AR PRt EiE AT (X)) A AE AT 5
Wy DR (X)) FEELTE 3 km e X NI b0 Bl
HOHE mpognt(x,) FEELTE 3 ki G TR

S I 5 T (X)) FEEE 3 ke SR XA i 0 4 T
SBPIE g TR (X,) S U ST T
A HAN 7K (X)) FE 5 400 m ZZP X N/NX T B 5

2.1 ZEHHHFESRIEMRE
211 DHEBERIFTARAEARS D
78 GIS vt B B 5 s B R A7 45 (8] o0 AT, &
bnﬁar“%nﬁ(ﬁﬂﬁﬁl,,n%ﬁn@ 1 firR .
A A 2 JRE BT B UE I 9 B AR 2 [ B SR 1 LA

FAER O ALE, AT AR : D R 5O iH 282 i)
IO AT R R R 4 A
SR, 1 R BRI O o 2 DX U 2 X LI
R B CRMIR S X, P 1 SR A7 AE 3 A
DX 3 AR BRI Q) B2 e ZE BT i ) b



. 582 . VUL R 2F 240 HARBRE AR

XA A3 S AR Bl S ph st b X/ NTE R T
I AZ L T P RIS R e s 4 A0 B R X T il
3 KA 4 MLOERX Y SEAmEES, N
ZoUE IR SCAR ST BRI i X A b X
P27 RO bR 78 PR R U 5 A, /NS RV 2 A B
R TP, A LA AR O R X R R O
T VBTS2, R s A P A 0 R P 22 (R AT B P,
H 2011 AETHT BN A G BB 3R T Bl Ho

TH 223 (R T A P14 SCAR AT A B Ha by o
1 G 7 SR ZS R S B A Y I e
ST BRI, v Rk B0 23 R0 9% 00 05 2% 1% 3l
A FAET i kE 2 B0 (R RE 0T, 7 7S () 2R A B
TS TESALRR T, AL eI 3% B 0y RIE R
RS 2581k
2.1.2 i dsikit. g KEH

PRt ZE M R 3 BT 5 2R R 3 KA AIAA T 74
W =LA (BE T A0 10 km DAY AYIX AR ,
[ 7 0> A Bk A T b 8B B I (108,937 6° E
34.246 4° N) , KEAIC-VUEG J5 [n) L&, HE AR 43
A7 S B A D AN AE (LR 3) 6

$54 5
37 X N
T A
i X
TEHIX
EH [
K%K
s I

K2 X

E 1

e FHZili LB
T THE

O b Z A

0 10 km
L

BT Pl B g as (a) o A
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