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The Market Center Space Displacement and the
Market Community Development

Take Fucheng Town of Guangxi Province as an Example
Li Yuanxing Wei Xinglin Wang Rumin

Abstract The market community is a Rural and urban continuum in the transition and the intermediary’s community. It is
a node connecting urban and rural communities. As the bridge between urban and rural areas it has an important function
in the national economy and social life. The basic function of the market community can cover areas including economy

politic and administration and culture respectively. The market community center space displacement is on response to the
marketization and the market community development. Through the description of the new and old markets” economical ad—
ministrative social and cultural functions of Fucheng Town Guangxi Province this article tries to explain the reasons ex—
isting in the market center space displacement and to reflect on the hot discussed theory of urbanization at the same time.
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