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Abstract

As China’s fast fashion market transitions from scale expansion into a rigorous stage of zero-sum
competition, traditional competitive advantage theories anchored in agile supply chains and
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conventional marketing perspectives demonstrate diminishing marginal explanatory power for long-
term brand growth. Addressing the oversight in existing literature regarding the heterogeneity of
strategic scarce spatial assets and the deep involvement of upper-echelon decision-making teams,
this paper positions itself as a literature review and conceptual framework study. By integrating the
Resource-Based View (RBV) and Dynamic Capabilities theory, this paper constructs the conceptual
framework of the “International Brand Localization Strategic Growth System”. It deconstructs a three-
dimensional core capability matrix consisting of “Strategic Resource Integration and Negotiation
Capability”, “Local Systematized Operational Capability”, and “Full-Chain Business Reshaping Capa-
bility”, while designing a dynamic execution path featuring a four-step evolutionary closed loop and
afeedback control mechanism. Mapping the theoretical model onto typical industry practices—spe-
cifically spatial competition and the evolution of the “flagship store model” within fast fashion—re-
veals thatleveraging top-level control by upper-echelon decision-making teams and high-leverage
resource integration to transform non-replicable physical space in premier commercial districts
into core strategic assets serves as the vital path for multinational retail enterprises to overcome
the “liability of foreignness”, construct deep competitive barriers, and enhance cross-cycle risk re-
silience. This paper deepens the integrated framework of spatial resources and upper-echelon deci-
sion-making efficacy, offering a systematic theoretical reference for the localization strategy upgrad-
ing of multinational retail enterprises.

Keywords

Fast Fashion Brands, Competitive Barriers, Resource-Based View, Dynamic Capabilities, Strategic
Spatial Assets

Copyright © 2026 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0

1. 5|15
1.1. fIRERS0ERLH

Bt o [ SRR i 7 3 R R S0 I A R SR B, TS 4k R B R SR IR A
Ho BGHRHIRZMET I “BHEGNEEEHE” 5 WA LB VA RN 4l i 55 500
o SRR PRN N B S YA B POEVEAE (1] BRI, 5475 3 555 11 95 1 350 TR 1A 003 e
o, RIS E S R RO 5 T KU RE T RO ) IE T A B s k. e 4 v AR PO
Mt AR R SRR FTES RS IR SE B A, RO i L BRI i At R R A R A A DR

1.2. BBEMXRITESMREZ=R

AR, HseH EEFE SR EETER R BN RSN L . AmESEn, a5 A
A BT R IR TE e S, AR RS T E AR RN, 2 BTN RS R R E R
BORAT N R R B BT[] (2] X3 T b B A AR B B SHIERT SR I, T A B A e T
FITH T AN E, By O R L A SR B (3], £ DR, FEECY
PR N7 [l R AR i 5 LA SRR T, B 38 i B A O B B S T s PR A TR (4] B
W E, AT T 2 RS TIZE SIRTERR S, X PR v il K FEAZ O 7 R ok 2 8] B3 b B
52 5 BE 22 1) N AENLAIIE S LD XA SN BRSO 5 Zh A e U A JRITERAR AT B R 1 21

WEBA SRR, KT 85 TG A LB B A R E s . — i, BEaRess

DOI: 10.12677/mom.2026.164015 151 AT 8 5


https://doi.org/10.12677/mom.2026.164015
http://creativecommons.org/licenses/by/4.0/

it

El

e Ml 7 R AN A O A v B B R, B T TR i R O B TR T LR K BRI RS
A S A LA S ] Sy, SCRRZ R AR T AL SR AR B E B a1, R BEIRZIFIAT i ok
S P BAIAR B S N A 185 [ S Al % 28 2 9 v Ao PR A1 P o 25 0 1 R TG BRG] B BB E
5 Rk RAIZE 7 RS I ZR SR T AL 6]

1.3. AXREMSIEILTIR

B EREIRE X, ASORIETUE MO SCIRER IR S S BESHE A . BT U R B e F AR 2w A
R, A RIRERMW S 3R EE, M “ ERRERA ARG RS X HIS SRS,
AN A AR A M i 2 ) 9 7 R R EOTL A B T it R A 5 0 KU W0 ) S8 A, LIS e B RS
PHBAALE d s 328 v R AR T B A . AT FUAS R TT 8 S ARLSG: T A 3 I B T 2 S5 A7 b S AR B R St
i [ A b A A S e B 2 M R Bt R EIR A 5 R SE

2. REPEE LU EFE LAEMNERRBSER
2.1. BRERSROESAE

HE) S [ R RN 13 it FERAE SR R 2 S B 42, TR e 2 ) SR TRV A N B &S RO I B3 77 . AR
L THRAER(RBV) 54 BE JJ3 10, XA b (% O B S HEAT BV E A 02

MBEEIE R AL o AL, A k58 S P SRS T 0 H R A R S Bk« A bk e AASE 017 B R AR 4 o
ASORE S R R A A SR SR AL T IR DR T B R B S A HA
P25 SR R I R M A [ 7] 0 1SR 25 1) B3 R AE fr 8 5 S 3 i i b 2 28 b B 8 i RO 5% 1 N S5 e e plAs
e it R ) SR B 2 T B 5 ot R A £ R SR B A

MBNZSRE I BARAL A AL, TN T 2 T 7 B FE AN 8 V5 V8 S A%, Al 7 H J . gk
SR GIFHI SN ATIENLSE] . ASOR “ R sk HBGR AN F1 58 J9ls [ il s 4 A BAAE AR AL T
Flafedit s e RS B A K e AR AL SO e [ vh B R S 5 5 BRI . IX— WL REN 3T B A B AL
AR, TOMRESEZE P CHRE ST, BORTIUR O S R AR VRS AT 7 B S IR R (8]

2.2. Bl BENHESRE) = 4R

BT EREIRHEA,  “EPRAEA SRS KRG =B AR I HR A O e TSRS

F— RIS SRR ST . ZRE IR IUAE AR FRAE BB T X% Lot im0l (4 TS 14131
SEERE ST Al i AL AT R Ml 2%, SRIBGHE R it -5 HE M 2 12 (B, AL e AR M B
[A]_E RO

H, ALERMISERE T, AT B AR R AR S TR S AR bR AL . TR H AT B 2R A
AN, WS ERA LR A SRS E R, RS s O TR I S R R AR

=, R EBEE S . R BRI R RO B BB R IR, WK e AL
PENBERE . IRIESh A5 A T B IS T 1O RS W, SEEL Ak S5 B I Bh A Fe 1

ZORAEIER RILAESE RO RIS SR BRI RE G e T R A ] S AL B AR R iz E
e SEILGE YR AR LRI TBOR 355 T e e i v 2 20 DU I 1B 2 SRR 34 T I Bl A AL A 1 2R 2
23, FIBPITESRLIEREE

FERZ D RE MRS SCHE T, AR HE— 2D it 7R & L] A DU A A AT B A2 (] 1)

B0 JEAENT B WRRREBE™ . TI3E 4 5 WERIZE = ANERE, SR 2 A A AL st b A
B, WA B s H b

DOI: 10.12677/mom.2026.164015 152 AT 8 5


https://doi.org/10.12677/mom.2026.164015

T

AL FFRE R AT BB B S b BEUREE E EERRA R, I e 2 S 18] B AT OB IR L K T35 5

R S B WS E SRR EA S, (EAEDS R A R e bk 45 v UK, R SRR, el v
RN AR T, ORAE MO i P12 T Rl 3

RURERAIE 5 SRS O B AL T RER. AL & ROT A% L MR R . — ELECH I
R A B 1) S AL 9K sl ok SR E TR [T AR B, 58 OGRS S 80TE -

“ B A AR K R BEAEA

=t S IR (RBY)
Bt R D R RN 5 T 4 Sl SRR AR AT A
.
- W EBE 1
BAMEE [REERRESSEH ] ALUBREE | AHHmLEE 5
4 4 ﬁ
3 b
: BT PR " ,ﬂ’é
. " X
HEBRE | Lgnd BiRGl 2. SRR 3 RS | 4 HERE € I'g
I
. 4 . /g
BRI | WA R R RS A g

Figure 1. Logical block diagram of the international brand localization strategic growth system
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