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A o} T
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FZA|sEe] Y2 (Principles of Economics, 1890); oA &%3ctd 1= AAZ
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olgx Ad JMEe AstlM & & Ax A2 Aeole AFET AL A
A AR ALeollA AZIEAAR, M2 2 Age] AFET AulL o] g4k
X Aoz sHEEAR. dFolA F2o](197D)=, Aol 7Y A &

3) Marshall, A. (1890). Principles of Economics. London England: Macmillan. 618-619.
4) Hulff, D L. (1964). Defining and estimating a trading area. Journal of Marketing,
28(3), 34-38.
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g AGAL 7%, B

[X)

7) Proudfoot, M. J. (1937). City retail structure. Economic Geography, 13(4), 425-428.

8) Burns, W. (1959). British shopping centres: New trends in layout and distribution.
In H. CarterL (Ed.), The Study of Urban Geography (p. 312). London, England:
Edward Arnold Ltd.

9) Carol, H. (1960). The hierarchy of central functions within the city. Annals of the
Association of American Geographers, 50(4), 419-438,

10) Applebaum, W. (1966). Methods for determining store trade areas, market
penetration, and potential sales. Journal of marketing Research, 3(2), 127-141.

11) Northam, R. M. (1975). Urban geography. New York, NJ: John Wiley & Sons,
65-67.

12) Armstrong, G., & Kotler, P. (2003). Marketing: an introduction. London, England:
Pearson Education.

13) &89, & HEid. (2017). A=EH4E AZHtE AT A Agles A9 HlaE
H: QA AE AAE 2HOR EABRSE, 304), 1-18)

14) Friess. (2007). WmmmBrER ik, IR, 8), 9-11.
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siat

wEolM HAE

=

==

17034  Wilhelm<]
Binary Arithmeticy oA Ao 2 A7|= 1)1 Boole(1951)

2.2.1 gx€st /g

o)

Memoires de 1'Academie

Explanation of binary Arithmetic.

(1703).

Royaledes Sciences, 6(3), 223-227

15) Wilhelm L. G.
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21 AEE HAE dH=z ", = 178(15&)’3&
23 Zittrain(2009)°] w2, tix]Es
57 o2 FES A Aol Qs A 3
{ulo] s, g gete] H*H TR - £ - FFHL2 1T =
FEA] i, sHAE2 HAEste] $A4o] oFE, w9, A9, AAlet 7HS S H
TE HIZEUL, AR Heh BA 2 vz=ys B, Az 7H
FER AZ5 7Pk vl AtRleh BlzyA S5 WSk F8 EFIE
S Shu= o7]aL QUrh1®
2 29 sfAbso] yrIEstel dit A4le] AsiE AZIE Bt v tiE
A AslzE, Sjodin(2018)& HIER o4 stats tA[Esprh 4bedelA A3
=e MRSt HskE dovle AR B oln, o] ¥o] AlERIEY, 4t
AJEY, A 2EZ] 4.0, dhold, E5AY, deshet 2 Mz 4=
Y itk FA0|9ith9) Manyika(2016) €= HAEs dAE 7|&S
JQJ.Q 1—132_ H}E‘rog__ /\HE—?— B]-Moi 7].;<]% %6]—5_’_ ?:4
SFATH20) Kotilainen(2016)2> HA[E 7|&& AMEsto] 714

S FEshe Zolekn JAH2
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Hm“‘

16) Boole, G. (1854). An investigation of the laws of thought: On which are founded
the mathematical theories of logic and probabilities. New York, NJ: Dover
Publications.

17) Zittrain, J. (2009). Law and technology The end of the generative internet.
Communications of the ACM, 52(1), 18-20.

18) Bongiorno, G., Rizzo, D., & Vaia, G. (2018). CIOs and the digital transformation: A
new leadership role. In G. Bongiorno, D. Rizzo, & G. Vaia (Eds.), CIOs and the
digital transformation (pp. 1-9). Cham: Springer.

19) Sjodin, D. R., Parida, V., Leksell, M., & Petrovic, A. (2018). Smart Factory
Implementation and  Process Innovation: A  Preliminary Maturity Model for
Leveraging Digitalization in Manufacturing Moving to smart factories presents
specific challenges that can be addressed through a structured approach focused
on people, processes, and technologies. Research-Technology Management, 61(5),
22-31.

20) Manyika, J., Pinkus, G., & Ramaswamy, S. (2016). The most digital companies are
leaving all  the rest behind. Harvard Business Review. Available from:
https://hbr.org/2016/01/the-mostdigital-companies—are—leaving—all-the—rest—behind

21) Kotilainen, K., Sommarberg, M., Jarventausta, P., & Aalto, P. (2016). Prosumer
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centric  digital energy  ecosystem framework. In  Proceedings of the 8th
international conference on Management of Digital EcoSystems (pp. 47-51). New
York, NY: ACM.

22) Benbya, H., Nan, N., Tanriverdi, H., & Yoo, Y. (2020). Complexity and information
systems research in the emerging digital world. Mis Quarterly, 44(1), 1-17.

23) Wiesbock, F., & Hess, T. (2020). Digital innovations. Electronic Markets, 30(1),
75-86.

24) Sebastian, 1. M., Mocker, M., Ross, J. W., Moloney, K. G., Beath, C., & Fonstad,
N. O. (2017). How Big Old Companies Navigate Digital Transformation. MIS
Quarterly Executive, 42, 150154,

25) Gurbaxani, V., & Dunkle, D. (2019). Gearing up for successful digital
transformation. MIS Quarterly Executive, 18(3), 209-220.

26) Warner, K. S., & Wager, M. (2019). Building dynamic capabilities for digital
transformation: An ongoing process of strategic renewal. Long Range Planning,
52(3), 326-349.
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28) Vial, G. (2019). Understanding digital transformation: A review and a research
agenda. The journal of strategic information systems, 28(2), 118-144,

29) Berman, S. ]. (2012). Digital transformation: opportunities to create new business
models. Strategy and Leadership, 40(2), 16-24.
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2 A=
B | ERERE a

] T

=2

1] 0113 | 0.154 | 0.306 | 0.089 | 0.082 | 0.109 | 0.783 [ 0.134 | 0.065
o)A 2| 0.113 | 0.156 | -0.150 [ 0.106 | 0.087 [ 0.158 | 0761 | 0.158 | 0.203 | oo
v 310130 | 0.08 | 0.077 | 0.067 | 0.119 | 0.078 | 0.727 | 0.190 | 0.084 | =

410101 | 0.107 | 0062 | 0.116 | 0.136 | 0.107 | 0.762 | 0.107 | 0.139

1] 0065 | 0069 | 0.320 | 0.755 | 0.102 | 0.085 | 0.090 | 0.088 | 0.053
A 2] 0093 [ 0.058 [ ~0.135 0.792 | 0.064 | 0.081 [ 0.069 [ 0.118 | 0.147 | /o
=e 1731 0074 | 0092 | 0054 | 0.811 | 0.041 | 0.100 | 0.117 | 0.173 | 0.142 | =

4] 0164 | 0033 | 0061 | 0.741 | 0082 | 0.148 | 0.083 | 0.174 | 0.098

1] 0754 | 0.114 | 0.066 | 0.120 | 0.101 | 0.154 | 0.134 | 0.142 | 0.136
4% [ 2] 0820 | 0.111 | 0.051 | 0.057 | 0.121 | 0.186 | 0.120 | 0.089 | 0.097 0.868
zrgx [ 3] 0794 | 0.125 | 0.087 | 0.115 | 0.156 [ 0.097 [ 0.074 [ 0.137 [ 0.172 | —

4] 0760 | 0.123 | 0032 | 0.118 | 0.118 | 0.085 | 0.113 | 0.138 | 0.095

1] 0154 | 0.122 | 0.085 | 0.046 | 0.736 | 0.140 | 0.101 | 0.173 | 0.124
st |2 0.146 [ 0.046 | 0.097 | 0.122 [ 0.793 | 0.156 | 0.127 | 0.107 | 0.079 | o

310056 | 0.135 | 0.073 | 0.061 | 0.739 | 0.063 | 0.164 | 0.148 | 0.161

410137 | 0050 | 0.078 | 0.058 | 0.752 | 0.196 | 0.026 | 0.150 | 0.111

1] 0125 [ 0762 | 0.073 | 0.084 | 0.038 | 0.088 | 0.120 | 0.199 | 0.118
o | 2] 0030 [0.822 | 0,05 [ 0104 | 0103 | 0.149 | 0.122 | 0.113 | 0112 | o0
® 310107 | 0776 | 0.030 | 0.155 | 0.081 | 0.152 | 0.118 | 0.081 | 0.092 | =

4] 0241 | 0797 | 0.065 | -0.109 | 0.141 | 0.086 | 0.108 | 0.113 | 0.160

1] 0211 | 0.125 | -0.017 | 0.230 | 0.155 | 0.098 | 0.168 | 0.699 | 0.143
A2 721 0100 | 0.129 | 0.104 | 0.158 | 0.213 | 0.086 | 0.152 | 0.702 | 0.187 0.861
s} [ 3] 0.153 [ 0185 | 0.112 | 0.144 | 0.136 | 0.136 | 0.178 | 0.705 | 0.097 | =~

410143 | 0157 | 0.104 | 0.152 | 0.198 | 0.097 | 0.177 | 0.800 | 0.197
Z)zr4 | 1] -0.130 [ -0.102 | -0.121 [ -0.068 | -0.130 | =0.752 | -0.131 | -0.071 | -0.169
ey [ 2] 20107 [ 20156 [ ~0.079 [ ~0.076 | ~0.195 | 0772 | ~0.107 | ~0.064 | ~0.149 | .,

3 -0.151 | -0.070 | —0.017 | -0.166 | —0.118 | —0.743 | —0.092 | -0.125 | -0.117
A |41 -0.125 | -0.154 | —0.091 | —0.108 | -0.114 | =0.721 | —0.095 | —0.093 | —0.148

1] 0162 | 0.132 | 0.180 | 0.128 | 0213 | 0208 | 0.110 | 0.152 | 0.686
sz | 2] 0100 | 0.157 | 0.143 | 0155 | 0.152 | 0.198 | 0.218 | 0.134 | 0.654 | o
v 310117 | 0189 | 0.123 | 0.169 | 0.100 | 0.172 | 0.139 | 0.190 | 0.697 | =

410227 | 0108 | 0.141 | 0.109 | 0.134 | 0.154 | 0.111 | 0.162 | 0.716




1] 0066 | 0.094 | 0.762 | 0.095 | 0.113 | 0.027 | 0.035 | 0.011 | 0.094
A= [ 2] 0.035 | 0026 | 0.801 | 0.056 | 0.073 | 0.092 | 0.079 | 0.077 | 0.098 0.812
oz | 3] 0007 [ 0023 [ 0784 [ 0.020 | 0.046 | 0.045 | 0.009 | 0.124 | 0.092 |

410084 | 0041 | 0768 | 0.013 | 0.049 | 0.092 | 0.081 | 0.003 | 0.104

Extraction Method : Principa Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.
Rotation converged in 6 iterations.

9N d e BT A= E Brkety] fle 14 8l S oo [
4-5]9} o] AAlstlet. [E4-51004 vebd AAE 4 FEEQ] F9NES
AASH= AG9] tFho] 15.634 o)A R 99.9%9] AlFLFoA FAHOoR &
ojgt Zog Uetyth ol HFEFHol FEENSS & & Aok L A4
AFE(CR)E 0.7014, BHFEAFZZ(AVE)S 0.5 o4l Ao A=g &
JE FEOoR HFsHEH (Hair 51998),21D B 131o] 7Y AT 0.816 ©
Arolm BaEAEZZEOl A4S 0.52602 UEgth 21 AdAS A5
0.05014 0.3989] tol yeht AoAlS 252] HHgte] BaeitsE 3

= {9l iE BEE
Ha ) ) t—value | P CR AVE
i A N F 22t AN =F
1 1.000 0.747
B 2 0.983 0.054 | 18.236 | *** | 0.780
HolAg 0.832 | 0.553
3 0.895 0.053 16.768 | *** | 0.695
4 1.146 0.064 | 18.035 | *** | 0.751
1 1.000 0.732
o 2 0.939 0.054 | 17.240 | *** | 0.724
A4 0.843 | 0.575
3 1.151 0.059 19.526 | *** | 0.834
4 1.142 0.065 17.625 | *** | 0.737
1 1.000 0.773
el 2 0.968 0.044 | 21.845 | *** | 0.829 0.871 0.629
28 A 3 0.949 0.043 | 22.058 | *** | 0.835 '
4 0.807 0.042 19.109 | *** | 0.731

211) Hair, J. F., Anderson, R. E., & Tatham, R. L. (1998). Multivariate data analysis
(5th Ed.). New York, NY: Prentice Hall.
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1 1.000 0.753
- 2 0.709 0.037 | 19.272 | *** | 0.798 0.839 0.565
° 3 0.867 | 0.049 | 17.567 | *** | 0.715 ‘
4 0.770 0.043 | 18.037 | *** | 0.739
1 1.000 0.759
2 1.078 0.051 | 21.024 | *** | 0.813
AR 0.866 | 0.619
3 1.030 0.054 | 19.060 | *** | 0.756
4 1.075 0.052 | 20.651 | *** | 0.817
1 1.000 0.757
2] Z+A 2 0.952 0.049 19.397 | *** | 0.749
i 0.867 | 0.622
743 3 0.839 0.044 | 19.098 | *** | 0.732
4 1.215 0.051 | 23.726 | *** | 0.904
21 1 1.000 0.757
2 0.930 0.047 | 19.596 | *** | 0.797
AeA 0.835 | 0.559
3 0.817 0.046 | 17.633 | *** | 0.721
71# 4 0.821 0.047 | 17.656 | *** | 0.713
1 1.000 0.769
2 0.870 0.048 | 18.286 | *** | 0.724 0.553
= 0.832
3 1.061 0.056 | 18.945 | *** | 0.742
4 0.917 0.049 | 18.857 | *** | 0.739
1 1.000 0.713
A& 2 0.895 0.052 | 17.098 | *** | 0.782
0.816 | 0.526
)= 3 0.880 0.056 | 15.710 | *** | 0.704
4 0.909 0.058 | 15.634 | *** | 0.699
[H4-6] HHEIGAAS
Ha
- Hat | SD. @ @) ® @ ® ® @ ®
[e}
@ [3.626 | 0.979 | 0.744
@ |3.5440.907 | 0.391 | 0.758
® |3.646[0.935 | 0.438 | 0.373 | 0.793
@ |3.796 | 0.902 | 0.439 | 0.332 | 0.464 | 0.752
® |3.575|1.003 | 0.458 | 0.280 | 0.432 | 0.377 | 0.787
® [3.684| 0.95 | 0.566 | 0.514 | 0.497 | 0.557 | 0.483 | 0.789
@ |3.024 | 0.864 [-0.459|-0.400|-0.478|-0.519|-0.447|-0.437| 0.748
3.843 | 0.77 | 0.565 | 0.503 | 0.548 | 0.557 | 0.523 | 0.631 |-0.627| 0.744
© |3.715| 0.79 |0.259 | 0.244 | 0.235 | 0.303 | 0.222 | 0.289 |-0.295| 0.441 |0.725
AVE 0.553 1 0.575 | 0.629 | 0.565 | 0.619 | 0.622 | 0.559 | 0.553|0.526
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REZHAVDY AFE oJmg
444 ATRFO ARA

TREYPO] A SHolA B
EE chi-square(x2)¢t ¥HH Fol&
Uehd A$ gt Aow 7hESit o]flox, GFI 0.9, AGFI 0.8, NNFI 0.9,
IFI 0.9 o]&o]AY, RMSEAQ] Zto] 0.05 olAtelut 0.08 olstd 4=&3l7]o] 7}

e ngoR P dUHor BEHE AYE 40 587158 ol

o2 BEEE b duryel A

o pi

Aot A4 243k
CMIN 1239.908
DF 566
CMIN/DF 2191
GFI 0.917
AGFI 0.902
RMSEA 0.042
IFI 0.945
NFI 0.903
TLIONNED) 0.938

ol HIgoR & AFelA Ry HPLE AWET,
x2=1239.908(p=0.0), AFZ=566, GFI=0.917, AGFI=0.902, NFI=0.903,

CMIN/ZHFEE 21912 YEeRY 30]otz, Bgo] Aottt TS YRt

1
23 RMSEAZE] 71%A]0] H8) th Wolxi} th A ESe] Fed Ao=
Ueht Aut o Sgo] Hsd n@o werEel,
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445 A%

B A7E A7Rgeld ANT T4 AE ge) BA B3l e 79
T, FRATZEAS Bl AFtn Woleldt. A7MHY AFAnhe

714 MEA =2 Estimate | S.E. C.R. P J:;:f} A}t
ES
Hi-1| 2744 742 |~ | WA 0.231 |0.045 ] 5.083 | *** [ 0.230 | 4=
H1-2| 174 7475 || AIA 0.283 | 0.046 | 6.145 | *** | 0.251 | 4=
H1-3| 21744 742 | — | As284 | 0.106 | 0.040 | 2.637 | 0.008 | 0.112 | =R
H2-1| 2744 714 | | 7HAS 0.233 [0.039 | 5968 | *** | 0.259 | 4=
H3-1| AZA 712 |~ | F3¢A 0.160 | 0.041 | 3.927 | *** | 0.161 | A=A
Hi-4| A=4 A9 |~ | #HYA -0.130 | 0.050 | -2.582 | 0.010 | —-0.130 | =}
H1-5| A948 A | — A4 -0.166 | 0.050 | =3.333 | *** | —0.147 | =
Hi1-6| A=A Ag | — | Asz84 | -0.157 | 0.046 | -3.428 | *** | -0.166 | =R
H2-2| A2l A |~ | A4St -0.242 | 0.044 | =5.470 | *** | -0.269 | A=
H3-2| A=d A9 |~ | 384 -0.170 | 0.046 | —3.681 | *** | -0.172 | A=A
H4 TELT — | AZF4 7F2 | 0.160 | 0.043 | 3.755 | *** | 0.195 | A=
H5 L — [ A=A Ag | -0.215 | 0.039 | -5.509 | *** | -0.261 | A=A
H6 | AFE 9= |~ | wWEL 0.473 ] 0.051 | 9272 | *** | 0.447 | 4=

Z:*p<0.05,**p<0.01,* **p<0.001

F: *p<0.05.**p<0.01.***p<0.001

[184-2] 9312y Az=BAdq
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JHdAZAT e wEd, H|og(=0.230, p<0.00D), AFA(=0.251,
p<0.001), Z4&284(=0.112, p<0.01), 7H42H=0.259, p<0.001), F#HA
(=0.161, p<0.00D) AAA 7HAl 5424 &= vxe Ade & 5 A ol

£ 58 H1-1, H1-2, H1-3, H2-1, H3-17} A=k

H oA (=-0.130, p<0.01), AFA(=-0.147, p<0.001), A28 (=-0.166,
p<0.001), 7HAd8H(=-0.269, p<0.001), T4 (=-0.172, p<0.001)> AZ+4 A
A Ao BAA FFe vAE AL & & Utk olE Fdl Hl1-4, HI-5,
H1-6, H2-2, H3-27} A=) qleh.

2242 742](=0.195, p<0.001), X1ZHA A=l A& (=-0.261, p<0.001)= 1t

4 4 otk olE —H H4, H57F A1A1=9]
=3 UP~LE( 0.447, p<0 001)L AGE oo 384 dFe A= AS &
& Aot ol& Fall Heol ERl= Q).
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214) Hayes, A. F. (2017). Introduction to mediation, moderation, and conditional
process analysis: A regression—based approach. New  York, NY:  Guilford
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215) Xue, J., Liang, X., Xie, T., & Wang, H. (2020). See now, act now: How to
interact with customers to enhance social commerce engagement?. Information &
Management, 57(6), Article 103324.

216) Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The
development of a multiple item scale. Journal of retailing, 77(2), 203-220.
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ABSTRACT

Research on Digital Empowerment of

Metropolitan Business Area

— Focusing on Shanghai and Beijing Business Area —

Li Tiancai
Major in Real Estate

Dept. of Economics and Real Estate
The Graduate School

Hansung University

The rapid development of economy has brought about consumption
upgrading; Consumption is becoming more and more personalized, and
consumers are more willing to pay for experience, environment, emotion and
service. With the vigorous development of e—commerce, the online trend of
consumer behavior is obvious, and the development of the real economy is
facing the impact of the former. Among them, in the face of the
ever—changing scientific and technological revolution and digital wave, as
well as the differentiated market demand, the business district, which
undertakes important business responsibilities, has been difficult to meet the
needs of consumers by relying on the traditional business model, so it is
urgent to embark on the digital transformation. However, there is no
research on how the business district should carry out digital transformation

and what the digital transformation of the business district can bring to
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consumers. Taking 39 business districts in Shanghai and Wangfujing business
district in Beijing as the research objects, this paper respectively explores the
content and path of the digital transformation of business districts, and how
the digital transformation of business districts affects consumers' perceptions
and attitudes? In order to achieve the research purpose, this paper
comprehensively uses the literature research method, case study method and
empirical research method.

Firstly, it lays the foundation of the basic concepts of distance
perception and digital business circle; Secondly, this paper combs and
analyzes the difficulties and problems of the current digital transformation of
39 business districts in Shanghai, and finds that the awareness of the digital
transformation of business districts is obvious, but there are great differences
in the current digital level, and the head effect is significant. Some business
districts lack a comprehensive understanding of the content of digital
transformation and overall planning ideas, and fail to formulate a complete
policy of digital transformation from a holistic perspective. Therefore, this
paper summarizes the specific content and path of digital empowerment
transformation from the three dimensions of structural empowerment,
resource empowerment and psychological empowerment, and constructs the
digital transformation content and specific path of ’three—dimensional
integration’ of business district.

Thirdly, from the perspective of consumers, this paper connects the
results of digital transformation with consumers' perceived value and
emotional value, and then studies how consumers perceive the results of
digital transformation of business district. Based on the digital empowerment
theory, this paper constructs the lower part of the three dimensions of
digital empowerment theory, which is composed of convenience, experience,
interaction, personalization and common sensibility, to reveal the impact of

the digital transformation results of Wangfujing business district on
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consumers' perceived value and perceived psychological distance, then
analyzes the impact on consumers satisfaction and revisit intention, and
reveals the intermediary role of consumers' perceived value and perceived
psychological distance. The empirical results based on 678 questionnaires are
as follows. Firstly, digital empowerment has a significant positive correlation
with perceived value. Secondly, digital empowerment has a significant inverse
correlation with  perceived psychological distance. Thirdly, consumer
perceived value has a significant positive correlation with consumer
satisfaction, and consumer perceived psychological distance has a significant
negative correlation with consumer satisfaction; Finally, satisfaction can
positively affect revisit intention. Perceived value and perceived psychological
distance play a partial intermediary role in the relationship between digital
empowerment and satisfaction.

Overall, this paper studied the digital empowerment mechanism of
commercial areas by combining theory and practice on the basis of theory
such as digitalization, digital transformation, digital empowerment, perceived
value, and perceived psychological distance. Among them, the conclusion of
the research on Shanghai commercial areas is expected to expand the scope
of digital transformation research and guide the qualitative development and
digital conversion of other regional commercial areas. In addition, in a study
on the Beijing Wangfujing commercial area, three dimensions of digital
empowerment were presented to analyze the effect of digital empowerment
on consumer satisfaction and revisit intention from cognitive and emotional
states. Through this, it also presents the direction of research on the digital
transformation of commercial districts in the future by encompassing the
construction of new relationships between consumers and commercial
districts, commercial districts and employees, employees and consumers, and
commercial districts and platforms. In addition, the main research

conclusions of this paper can provide guidance and reference for future
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digital transformation in commercial districts.

(Keywords] Shanghai Commercial Area; Beijing Commercial Area; Digital

empowerment; Satisfaction; Revisit intention
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