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A0 B=, TRFSHEH, AOKEoi, SUHEAE, ESMH|A, HRE ot

I. A

ru

2T S=Y AR —rxP ShlollA AanE, 254 R Akl vkl
et gl A Wl el vg A% A g A 1560
o 19601 S7PHS RO AKULR, 2010, 0k 9] A WO 1
Solple Ane] o) sfRle 2] webAla glch ShAR, Ao iR aEe
o 0k Sl EE] olLee, 2016), S0 T 29K Bk ot 3
ULt

Boston Consulting Group(2017)°]] w2, 210 Anl| HHALW-S ZoF 1l 2
Lo20209 & Am HRPAIAS T o] 7442 RS Alolglal Hdalal Qlrh spAs-
bs

a5 S7h AGS HAs AR, 55 Z2E A, Alibabad>- Aeh AR A

N

A 7 To& =7 Wutd &2 T Akl Qlok oledk MHkd o] A%
2 ZUAE 9 020(0Online to Offline) AJAS] AARS 71453FAI7]aL Qlom, =t XA}
A e r 1 ATE SRSt Sl

wheba] Amfjabele) ARk, xR el ], SRARARAY] 0209] At 2
FEAGS] G HSks AL, A TLe]al sher AAARe] W Aot
ALk T2 QI 1490 ghteo] 44ufjol] Yol FES HEES 7HAAL 9L
Yt EP*«I QEEf R A gIFo R SdElo] Qlok wheba] b 2ol AR Y
TE, a5, QI AREiE, 785}, ERelral oA =LA Aozt U] el Stule
B7F Al Xloﬂ S0 tpeket 7k A0l drdsloR itk E3E T Ao RO
Xz A o]egh HaliE] aQlE aeisto] Ao F{lo] o]Frofxfof Tk Zlo|r},

7129 gis=t 87 9 F5ARel et A HopdE AMIAY, ERAA, 5
*l%ﬁ FEAR e Sog RS 4 ok Al AAAR Ee 9 &)

A8t 20105 T - ARG, 2017), S=1 EFAPY RSA=REAH, 2000, AE5H 5,
2011; YRS, 2012; @AY, 2013; AL - vbsE 2015)0] et A7) RE|Qich

St St SEAO RO HEH(QFEEA], 20005 >, 2008)1F A=A oA o] AlAHR

ol

o)

-
rir
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Q] ot = 2R 9EK(Huang and Sternquist, 2007; Cao and Pederzoli, 2013; Li
et al, 2014), AF7|HH 9 UEQA o2 Fof 7Nkt {84 =8 el4, 2005
Doherty, 2009; Wolk and Ebling, 2010; Kollmann et al., 2012; Dong et al., 2013;
Miguel et al., 2014) 59| 57} o} o]FoA] it

SHAIRE S0 fErF SUANE R 5s] detEuA S A9 B @&
U] o] Rk nAl= 8l S WUIRE At Aol &
o} ofo] & =& a9 Al Al FEEaclt Sy Ee] Aol
[3F 8R1Q1 SFAIR]A qfkte] FRke vAle= 88k k=t H2lo] itk ol&
off = Al AX] BARSE ZEste] S 2 A od AAEs Bk R

et anfiiE Aol ER719e e Azl Hidk AR AASIALAL g,

do 4o olN 32 R

I. o]23 w73

Aufzfd-e- 2000 o] oll= =24 A (bricks & mortar), 2000t Zofl= 222l
At 22 AR A (B-commerce), 20108 o] 9olli= =4 AFrlat 71 A (virtual
shop)o] At EAd(multi-channel) “L2]al 20121 5= AH|X[O] D491 ol
A5 2429 (omni-channel)©] 545 EtHMa, 2016). Verhoef, Kannan and
Inman(2015):> UGS st Qg 7+ a9 e Afide] Azl Aaprh 228t

e AlUA 2Hgo] lies Hefshs ATew
gofsiele). &, K Afde] s eR ofd AdoAw il WisE, vlio] 7t ¢

g 0 AE Algste] WE Adol wigk F s ST AS SRR o)

Ads Sel &

| 5o w9, = B ALY off) ZmA] goke ThE
2}al & 4= QJcH(Hubner, Holzapfel and Kuhn, 2016).

oo} mujel Qleldlo] WL SUAES Jlvos o A m

o A 7 BEE Folo] Lofelz} omell

ko] Aol FRold) AA| B, IAAH|AS AlESkal QcK(Yue,

2016; Zentes, Morschett, Schramm-Klein, 2017). ©|&gt HIHAlS dE=Q] AT} 1]
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2o A 0] ZHE VRS BN ol REIA, ERUA, AZUAS 7e) B3t
S el sk ek webd Al A9l 7 oS me Helol aE 9l
], APAESReE ZRAIAS et 95tE|al QIti(De  Carvalho and  Campomar,

2. B MAMRHON BE FERQ!

UHHA o7 Aso] TSkl WEGEo] woldaes anrh 22l AlE el of
o AR aaE g S )lAlsko] QIEYL AollA Al AuE o wol il
Sl= 78Fo] QITHCorbitt, Thanasankit and Yi, 2003; Hernandez, Jimenez and Jose
Martin, 2011). ZLEjA] 2Rl Ad550] = 7PAltasat 71531 e] o daet o
WS 7HK)al QJef(Efendioglu and Yip, 2004; Naseri and Elliott, 2011), 7]& dA4-5 &
gH % ﬂ] om]-;d_& e—commerceA /dx]—g o]HH/] /\].B_ #/]. 744 ﬁ %_/’\_iro %
O, sl Elel, 4% AARASS] 27} Fol AR nlA|s o
4> QItK(Vashishtha and Kumar, 2016), ©]&dt ZHoj| ﬂ commerce®] B2 AR
9 S o0 gL, STl ) GE v, s g
L QIEl AN, A W KR ASE 5ol YRS wAlt Rl @

(Lei, Guo and Liang, 2016), &=r2] B2C ZAMA# = He)
HHpd 2Rt Sk FEFe nAlE Al wsaes 01 =& aEAE o8 A
el WM ozl 7S, Al -l - AlRA AT EdirE s ofoF MY
A7t Z21€ 4= JtH(Tan and Ouyang, 2003; Park, Yang and Lehto, 2007; San-Martin,
Prodanova and Jimeez, 2015; Hew, Lee, Ooi and Wei, 2015).

AFEAPAE7 18R] eMarketero]] W=, F5-2 2 PCE E9F AAMI Ao A tap
A AR wEs] dghEar Sloh 20199 koli= m-commerceZ} A AR A 2
vhofoll gl Asmfspufol o) 75069} 25%E 2t FRske] of 12 53O "o ol& A
o8 ALY

AutEZ 2-9.0] BHsh= WHle QEYlY} m-commerce®] 7lEa} HbHof 7]ofsk
of A TS RIRE AUEEESY ARG O iRERlAl (IAIE A Al &
Ao g g K TtHAgrebi and Jallais, 2015), HH}Y £330 WHlS]

O _
AUl 7|3} S viHolseh AulAao) AlgoR vs w4 A = ATHGrob,

L

|
4

1) “Ecommerce Turns into Mcommerce in China,” TeMarketer, , 2016, 3, 23,



Z50) Ao UM 2 Hrhel Bt oy

015), S GEAT AEe] R Fo ARe /|Esael gt ol 714e)
Aol gt AGAFES] o] G AT Qick. webd SIAE S84 ARge] T
2]/ 2H|Ake] m-commerce B8] AR JoFe vzl & 4= Qleh EQE &
HZo] Pl EEA-S m-commerceo] W 7]45-855H]| E(technology acceptance read-
iness)2} m-commerce Ao AR P wA|= AR LFERHTHNg, 2016), wk
ZAZ9] olqtZErt = e-commerce?} ZFFEAC] Awnf
HAUAS 7}#@%]71 Zo|thKalia et al., 2016). &m|7]]2] eIEAE $J5r £4 €}
Aol 29 A&l thalt AA] FFFRIS ARG O 2 A Q] 191 GDP, AH[SES W
A AR 919 TPARAS, AANES Uehis Ao Luie] 4E )

0.

A

—|—‘

/\1 Zlo= o o]Eiu E:LO 13_<

¢

H“

s ‘% UEhlls & sielud®, ke dehlie 109 ARs A fqdlas, E2AN
%7 ?_]_E1

Ul A8 59 S5 5= Qlthlei et al, 2016). gt afolad] AH|RlOIGIE
201 Qe S 2Rl amidAelAle wie- ool =2 AOltH(Wang, Mao,
Okane and Wang, 2016). S}FARE ZA] 9 oIyl ¢l t7} &3] AAkstolm iz
oieh amjxpe] A%, aaslQl pdelzete] B, AR ABAEAILT 5o 74
< SiE ool Queh Wb AHAF M, AHpAF 7R A AlE el
A0 T T AAREAR Y] 2dSte] Fieh acle] Fth(Yu, 2000).
7IE A9E Bl = w2kl eeel oA £ Sl aWElE,
BB AE, LB 5, AEYl YLQIEY A7, IEYl AR Sl QI
el , BA AR EACEH AT, BAIRE ), A
S s, 29 S 22 ey 712 wRiAdol Ut gk
WS A oR 2eRklage] SRR JRFs vRIth EAASRIES U w
E QEYl 2E 25 glom C1ejA 25 2eRls Sl U A 1ejal ¢ ol
“Hufjsl= ZA%Fo] QItH(Farag, Schwanen, Dijst and Faber, 2007). “LEfj4] &l gfo]3z e}
A Ho| ATl Al AFES MEE 7sS AYEhl AR Al B ARIAE
wolsh, EAl ZIgEelAl B 2 QUAIEBEE Ao g Aar AHARe] gdo] 7]
S Boschma and Weltevreden, 2008; Lee, 2016). IT X ZEA|SK= EA] AFEHIEY
2 gl SleE SRR CEN ARaaite 4o WAE 7HAL sled, ARete
Fo] giE ZH=thNi, Wang and Zhang, 2016). U3 WoA F=F AlZA|H9] =
Algh= A2e oot vjgje] adaiKspillover effect)E #A=SHHKuah and Wang,
2017). oh= TE] TAEAY] mAIRRR Qe AJ&AQl AnldAe dor)r] ot
(Zhu and Chen, 2016). oJAtollA] m&sE ot Aufjubi 2 AxPAFA o) v]x= gkA
= GE DY o] A 4= Qe

oy
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(B 1) = TXRS7eiet AofTtojol Ojxl= FeiHs

75 i 54
Tan and Ouyang(2003), Efendioglu and Yip(2004), Hernandez
M BEAE et al.(2011), Naseri and Elliott(2011), Lei et al.(2016),

Vashishtha and Kumar(2016)

Tan and Ouyang(2003), Corbitt et al,(2003), Park et al.(2007),

WSPE Hernandez et al (2011), San-Martin et al.(2015), Hew et
ARAIA al.(2015)
ujol c‘>_] Yl
]'/g_é‘\_%kﬂi Grob(2015), Agrebi and Jallais(2015), Ng(2016)
Farag et al.(2007), Boschma and Weltevreden(2008), Ni et
ZAEE al.(2016), Kuah and Wang(2017), Lee(2016), Zhu and
Chen(2016)
- z 1 i F i
P S Tan and Ouyang(2003), Lei et al.(2016), Ni et al.(2016),
Lee(2016)
SAEss Tan and Ouyang(2003), Hernandez et al.(2011), Naseri and
= Elliott(2011), Lei et al.(2016), Vashishtha and Kumar(2016)
Zxmjzug Farag et al.(2007), Boschma and Weltevreden(2008), Ni et
ZAIEE al.(2016), Kuah and Wang(2017), Lee(2016), Zhu and
Chen(2016)
ol Tan and Ouyang(2003), Yu(2000), Kalia et al.(2016), Lei et

al.(2016)

3. & SSMH|A0 gret Fekefl

S0 AAVIAN B Wslel Hiso] o] AJths Al ER: e-commerce
S04 m-commerce ERFE Heelal Stk SRAILHS] 7241 Vsl 2, A
of, %, B, e ZEAA, ERdEdet 23R v a8l Uk 2R
MEAE Algsfior sic E5e]e] WS A Hik W aE A, AlAE 2HE)
A, AEGAE ARA gk olE aHd wf F0] ERAREE oS AR Ve

o]

HE 47

=)

5o} BiAlsRo] HAlo] @I QrHLi and Lv, 2008). 53] %5
doflA] ghigt a7 RS AEel] sl BE A 7k o] HolEE Bgehs
S| wsha wn

He], ofdy, viE 5 ERAIAES Skl YA (synchronization) A|7]7] I8 %
B, st Ay Aolde] QFEITH(Ishfaq, Defee and Gibson, 2016), E3F 4=
HELF9] 7hLe- A Z8%E ks gyt ofet, AA AR A =%

=15
= =
Zefe] S SRR S AR =% Hlgo] w2 HIgE AA[ekaL 3V

ra,
L

Al Qe Rt eszERelyp 2Rl AdR AE sHAES
[e)
o

o

o,
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tjszol] =& Qlazete} 7R o] FAVddol - S88tHLean, Huang and Hong,
2014). WebA =5 9 Qs HAE Aol S el A o SRl
- Fash  SjfAlA Al AlRES] AR Alaze] E4Aolth(Bensassi,
Marquez-Ramos, Martinez-Zarzoso and Suarez-Burguet, 2015), 3FHH W& £=5olxe} &
AHERE ofdel gREAE QlEult Frfee] ARgom Al el 7lefgitt
(Hayaloglu, 2015), =, ICT = Al&53E 159} oAPAA o] |l ofye}l 5775
o] %1 AR FolAY EFassE R|YsIth(Pokharel, 2005). Zhu(2004)+= IT
212} e-commerce 5F {tollie ARt SAdAQ1 AEARgo] Qufal SRy &, 1T
2132 e}Q} e-commerce G 7F AFS H2Fd (complementarity)-2- S & Hulj, zfarx;
HERE, UEES] BelA sl Y S oAk me) wal
Samadi, Gharleghi and Syrymbetova(2015)%= JI}& 0|3l AAgE ERFA|AE Qloj=
e-commerce®] WS 7|tfslr] offrial SISy 7] A E), e-commerce A8
e AR B wARE BAE WA Qlo, el ee) e-commerce®] o] 7o
SRl SRl WAE Aokl Hodrh fofshH, S SEARI A FHiE A

Ab et =, B, Ul AaCD) S el e Wertal & 4 loh

e
=]

o e o

0

M, 3% aviguole] g AFEA

o e T A AR qrie) Avfjidle] FEe miRle 88E =

= Zlo] 83k WAk, ol 9laf FAMIY B BFS Agstart

=3
E— COMMERCE, = ~y+ v DISINC, + v, EDUNUM, 1
+ v INTVOL + v, URBANIZ, + ¢,
CONSALE, = ~y+~ GRDP, + v,DISINC, + vyURBANIZ, )
+7InPOP, +¢,

oA WE Wik 2015 F5 30 A99] BANEES BESI AREAE 5
3 SNEATON, ¢ Aol AN AL nIX L EuSRE (E 2
oM B 4 Qo] BalATe] SASle] 2 A EARE 1919 FAEAS, 15

Sole] 4, FOIE Qleyl W4, mASKEoR ARSI 7 MeEY /%

ed

=

)
off
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Algke (3 3y 3 Ak
(HE 2) 2(1)9] H|Hat £
= R £ &
Za
N A8 AAFA o) H(InE-COM) 19] ojot
T
EAZRE 1915 7R E(DISING) glgt National
Bureau of
=25 5S8R e 2(EDUNUM) i Statistics of
5 Chins
g FOE Qe HETHINTVOL) 19k Giga Byte e
EA|SZ(URBANIZ) %
(& 3) HeEQ| 71X SAK
=2 E—COM DISINC EDUNUM INTVOL URBANIZ
wHdt 1,725.80 29,900,27 82.58 13,507.93 56.64
EEHX; 2,539.65 7,563.33 41,06 11,011.48 12.88
ME 5 31 31 31 31 31
A8 & Aol oigh S (R 4olla] B5o] ZF X9 X U FA4Y
Aol Z) A 1Rl wAVLE 191 ARAT, EARGE, A R R 9E
wRpEpR AAeknh Zh el iR v1x BARRS (E syet o] gelskiirt,

T HpH Che| =X
TEHE ZH|1A 5 Aol H(CONSALE) o] glet
A AU BAHGRDP) o #1%t
National Bureau
TAZHE 190 7R AE(DISING) et of Statistics of
=R (PN .
= i China
ZEA|S}Z(URBANIZ) %
=A 9 sE QIHPOP) kg
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o
= CONSALE GRDP DISINC URBANIZ POP
B 9,688.032 1,037.774 29,900.27 56.6442 4,422,193
BEHa} 7,846.603 1,862,452 7,563.334 12.88965 2,817.232
XE 5 31 31 31 31 31
1o} = 7HA Aol tigt ¥4 XF Pearson I E> ZH2E (GE 6)F (GE 7)ol A]
= Ut
(E 6) Al(1)2] =0l CHet AlEtAls
- =2 E-COM DISINC EDUNUM INTVOL URBANIZ
E-COM 1.000
DISINC L 760%* 1.000
EDUNUM L 428% . 245* 1.000
INTVOL 6387 37T 7367 1.000
URBANIZ L6627 816" . 249* .309%* 1.000
*p<.10 **p<.05 **p<.01
(E 7) AM(2)Q] =0l CHEH AlEtAls
T2 CONSALE GRDP DISINC URBANIZ POP
CONSALE 1.000
GRDP 700" 1.000
DISING 394" 702" 1.000
URBANIZ 348" 558" 816 1.000
POP 861" 4147 .030 -.013 1.000
*p< 10 *p<.05 **p<.01
AR BT W 7o) AT AR 2 AoRE YeRdth (R 6y oA
HEo] e Syl S5He] AR} w2 RS e o= YERt
02 (i 7oA FEHS w2 ARRMIE 2 WeRs Aquisasbl kR
et O 7PHEAET EAFERES Ajdos who AaAlE Hoj3=al Qlok
2) YubHos &= ]l 7o) %L{%ﬁlﬁlf/k +0.7 Ol JolH o %1174]%, 401” +0 7“]‘40]%
2 RIS, £0.2017 £0.4
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sS4 (Dol oigh slFA] Aul= (3 8y} Ptk AARA RS 72%0] AES
HoF=al Qo FEAIRY] gk 17,4010 §oJ2ha(p)> 1% ollA] eAA o= Folst
H SR ATt k= //\% UERETE Durbin-Watson - 2,030 92 A}7]
“ﬂol s AoR Ueyith #353) A2ke] SIARTIRS g s RS
A= A4l 7PAl ekl 7] AR Ak s glo] 9
0}74] Tiil‘ﬂ b WHESIeInE 7 Aol AP A Ghejde]l ks mAl=
SHMsE HAEAAST QIE ISl 22 s ot 1% fRofaesellA] TR
e Asto] folgh Aos yEpth eSSt W EASREES 10% o)
oA FOHA| gk AoR UEIT) o= EASkEoIL g ulS skl A
ARl 7P EAa5Y] SHieb QIEUISGTY S7PF mAIRE AlRre) SR glo] #IWkA
ARPIA R Fufjee] SoiE 7HAl2ttal & 4= S Zlojoh

[ )

(2 8) TAMS7e il CiSsIHEM Zot

B4 R2 | DW F Ba SE B b t TOL VIF

THA RS .16 .061 .49 2.7 .31 3.20

BIESSTIES g 3.8 9.41 -.06 -.40 45 221
72 | 2.03 17.4%

QeI &= .10 .037 45 2,8 41 2.41

TSk 25.9 35.0 .13 739 .32 3.03

*p<.10 *p<.05 **p<.01
a. Be HI3EES} 397lay b, g = 229 A

A4 @ol et sl A
nolen siek, FEARS) ke 65,3017 Ol o} o nE FAAO o)
S folohe] elflmae] AFHEsl e A0 B 4 9lrh Durbin-Wason g 2.53°
B2 A7) Aol gl A0R Uehdth ERSE GAe] SAEIRS BRYTHE
Ulehglon] ke BRAEE Aol Z1A ek Aol AEE U5 o)
glo] WHskA HEeo] SEAME WStk 2k A 4 5 whfole] 9

1—H tio rm il

= -
AL Bl B4 8 5E A7Th 160 Solmola foldh Aow vehdh
o UFAAIT EASEE 77t 50 ol 100 ool ezt A

o
afsto] golgh Ao Uepdth 7h Aol EAZETO] 190 ZAEASS 100 §ol4
FoAzAl ol ok Aowm UeRirh ofs 4HAle] T AHRASRE ©

9 52 Qr) Z7hEE b on o] Frjeli ols Aow BAE =
sigeo] ol LEht AL wAs ) AdESE sulAmielo] Z7kel, wA

> >~
g
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Aol ojelo] F7ks AR 4 9ok BRI ARBAAL] WAL folst
Lhe e 7k Aol IS Rt AR sldmulelo] S/1eh
o

22 ojugict, A1 7 A AL AYRRE, SAAGUARE, At S

A= . 12
% 7} Aojd 4uA)  ghllele Slele Ao vkl
(X 9) AHIX{ EHo{H CtS3|FEA Zut
Hao R2 | DW F Ba SE B b t TOL | VIF
GRDP 1.075 419 .255 2,56 352 | 2.83
TR RS 049 128 047 384 229 | 4.36
——— 91 | 253 65.39%*
TR 107.72 62,22 177 1,73* 333 | 3.00
o1 2.105 197 756 | 10.6* 692 | 1.44

*p<.10 *p<.05 **p<.01
a. B vE=st 3944y b, g = EES S|4l

V. 339 A8 54 U 4AN A% 24 97

Y

VI AR HIRSR Sere] SHARIL0] 9% vAle d¥adleR Makl

4387 55 gt =HQ] ER{GDP(transport, storage and communication)”} =% %)
ol ool whe} F=r SEAH|IA el A9 sl gk Yy LH N sl F
= SHCDPSL FUE AGA WSel Al diet ATid FaAS Bl B

ol

il S7gstalat gk

1. SSAH[A TholZkol| thet M5E4

T SEAHS TR, ERGDP W FoliE AREARS] 7 Adobol| o Aew
HSS=XE A6l Yol EAHLS||(variance decomposition) 412 AAJEILE, HE

o] Am 1991WRE] 2016W7HA]e] 16uI7ke] QIm ARE ALEsielr Sga]
2 sl ok wlolge] EA- %5 SbEAsoln TSl Ae] Afold. BRGDP
ARE 191EHE 201587049 UN SAARRSH 2016 HlolE= 20169 &=
GDP 52 6.7%5 A8l T= fIdtolnt. = Fot AREAR= 1008 &+
U2 AREARS] BlE (%)= ofufsh, 3= AlARRY SAREOI
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ADFAAHNH (Dickey and Fuller, 1979), PP

S g (E 10)0lH B 4 9l 7wl Bekt 4Ye U

FEH 1R} XHREHS
Ha T 2
ADF PP KPSS ADF PP KPSS
A=) 1.72 2.69 0.72% 4,56 R 0.50%
=53 SA sk -1.23 -0.99 0.19* -5.46v 6,17 0.11
None 3.37 2.89 - 2 7 -2.66% _
A3t -3.8% 3,77 0,75 -2.82¢ -2.55 0.52*
A==}
GEI;}I—’ P -2.43 2,62 0.17** -3.86* -3.70* 0.08
None 10.48 8.02 - -1.59 -1.26 -
A=) -2.51 -18.6™* 0.69** -3.18* -3.53% 0.68%
o= el
MBS _ _ ek £y _ ok _ g A
ezt B P A 1.88 6.74 0.20 3.84 2.35 0.17
None -0.17 -1.01 - -4, G4 -5, 2w -

Fooow R SSOL 2100, 5%, 1% $EIA SAROR RO tehd,

1} RS S8 BARS) BAATHS (B 103 2tk o4 Shauls 4
e FEWAE Uehful, BRCDP, FOhE AMEAY S BYNsE ek, 54
Julse] rpe AR 10141 K] Aplel QJshAE GRS WARE A 1008 24

Bl FolEt ZO® Uehdth Z, SHAuAY 5ok Aol A
wet BRGDPSL FE AR 40 W] ofaf Ayt Fio] AX: 08 et
wth ol F| BRODP/L F/t0l S5 e} SEuw, FohE AMgAe] 47}
Z7Vol e Telm melage) sk ARl ek SgAuna el Fka
Aloleks 2e Uepditk 2 4= olet,
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(B 11) ESMd|29] £20] gt Eikzsl =4 Znt

S&MH|A0| S20| CHE EARSH 24

AR EZER ESMH|A9| 4-2F =25GDP SHE ALKl 4
1 0.2806 100.0000 0.0000 0.0000
2 0.3074 91.001 5.5309 3.4075
3 0.3324 80.098 10.709 9.1925
4 0.3336 79.702 11.164 9.1322
5 0.3360 78.712 11.79%4 9.4935
6 0.3372 78.533 11,774 9.6915
7 0.3376 78.560 11.767 9.6717
8 0.3379 78.417 11.894 9.6879
9 0.3381 78.348 11,922 9.7292
10 0.3382 78.325 11,918 9.7554

2. Z30| K| Af W FKIARY Al FRHR T

] 8 AAA AEEAD AAE HAR] S A el
v 8IS FESIL Fa4e] JFEAE Rolsomn w98 AYE & ok
=z]

SR g A e AH EAe B po] WelS dleluy] uEe] sl 3
9 WE 5 B kel RS AT 3 WA AW BN SEAR
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A Study on Evaluation of the Potential of
Omni-Channel Market in China by Region

Seok—Mo Jung
Choong—Bae Lee

. Abstract -
N——

This study evaluates the potential by Chines region for entry of Korean logistics
companies and retailers, The variables affecting e-commerce business and retail sales
concerning the Chinese omni-channel market were extracted from a thorough
literature review, Empirical analyses for variables based on 31 regions in China were
performed. Results show that e-commerce is affected by disposable income and
internet traffic and that retail sales are affected by urban and rural population, GRDP
and urbanization. In addition, we performed variance decomposition analysis in order
to estimate responses of logistics GDP(transport, storage and communication) and the
number of Chinese mobile users, Exogenous shocks to logistics GDP and the number
of mobile phone users play a strong role in explaining the forecast error of express
service variance over time, Based on our results, we suggest 7 potential
regions(Guangdong, Jiangsu, Zhejiang, Beijing, Shanghai, Liaoning and Shandong) as
well as managerial implications for entry into China for logistics companies and

retailers,

{Key Words) China, E—commerce, Retail Sales, Omni—Channel Market, Express Service,
Evaluation of the Potential
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