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Fig.1 The method and route of identification of creative spaces
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Tab.1 The number of creative enterprises in Shanghai in 2004 and 2008

ik 2004 4 2008 4F
WL BT SUEAR FilRR BRI BRI @SR Uk wsRRl e gt
4l 10263 11710 1429 32488 6127 12124 12437 1466 35079 5593
THARBIX 1396 1150 163 2312 844 1806 1072 155 3005 687
B X 413 323 58 1434 409 336 254 46 1328 338
JATEIX 277 228 36 1121 319 210 177 32 953 251
WL 1156 905 172 2702 577 1234 928 111 3156 541
KX 774 558 64 2027 515 804 566 55 2337 403
HFZIX. 395 299 65 1429 303 450 327 37 1656 274
HpEIX 501 485 59 1294 510 561 397 55 1550 420
e X 331 303 31 974 255 405 301 36 1103 191
U T X 316 400 39 943 484 263 366 29 1122 404
Wi IX. 489 685 30 926 376 514 720 31 1072 411
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LXK 318 789 75 1360 142 93 338 70 575 134
FBEIX 154 369 67 567 96 491 1464 93 1988 103

BRI : BN — R AP A4S/ NMATMVA %, BNGIHR. RERTHE A% 2004, Jbat: fESH L, 2006;
W TRENEAGI NI A S, RiETgHR. RIBSTRE ALY 2008, Jbat ESTH G, 2010,
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Fig.2 The density of creative enterprises in Shanghai in 2004 and 2008

(3Tobler R W T~ 1970 442 1} “Everything is related to everything else, but near things are more related than distant thing”
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Tab.2 The results of monocentricity autoregressive
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The Identification of Creative Spaces in Shanghai:

Based on the Space Relation of Creative Enterprise
MA Renfeng

(Department of Urban Science, School of Architectural Civil Engineering and Environment,
Ningbo University, Ningbo 315211, China)

Abstract: The creative industries (CI), as a newly-flourished set of industries, have triggered worldwide discus-
sion with a consensus that its contribution to the development of economy is evident. As a result, to cultivate CI
becomes a critical strategy for industrial upgrading and spatial restructuring in metropolitans or medium-scale
cities. Consequently, new characters of urban spatial structure (USS) are emerging due to the distinctiveness of
CI themselves. So to explore these new characters in a systematical way at city level from a spatial respect is sig-
nificant for the academy, as well as for the local government. The inner city has been becoming the dominant ar-
ea of the development of CI, which then forms new economic space—the creative spaces (CS) emergences.
What are CS? There are no unambiguous concepts. With the primary purpose of examining whether or not it ex-
ists in metropolises in developing countries like China, and the stage of its growth, the authors took the CI of
Shanghai as an example, collected data from yearbooks of the first and second Shanghai economic censuses, and
used the method of combining global and local Moran's Index by GeoDA 0.9.5.i, monocentricity & polycentrici-
ty autoregressive model of Creative Enterprises (CE), and creative industrial agglomeration forms. The results
show that: (1) the route and its methods of Identification of CS is feasible; (2) the spatial correlation of CE in
Shanghai in 2004 and 2008 is positive, whereas the correlation coefficient is small, CE spatial distribution is not
entirely random, but spatial clustering of the similar values is obvious; (3) the CE are highly concentrated in cen-
tral Shanghai and two centers Jing'an and Luwan have been formed, but the CBD in Shanghai which include the
Bund and the Nanjing West Road is different from that of foreign metropolises.

Key words: creative enterprise; creative enterprise clustering; creative space; spatial correlation; Moran Index;

Shanghai
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