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The Promoting Effect of E-Commerce on Urban Extrovert Function
—A Case Study on Beijing-Tianjin-Hebei Region

ZHENG Siqi  LUO Xi

Abstract:

ZHANG Xiaonan

( Hang Lung Center for Real Estate Tsinghua University Beijing

YU Du
100084 China)

Urban extrovert function refers to the ability of a city to provide production and service for cities outside

which is the economic base of cities” existence and major driving force of urban development. In recent years the development of

e-commerce has caused the transform of intercity trade mode and is accepted by urban producers and consumers gradually.

Compared with traditional trade mode e-commerce can save cost and improve efficiency. As a result producers ( sellers) can

access the vast consumers outside the city more easily and further sell more production to cities outside which means the urban

extrovert function will be improved. Based on the online trade data from Alibaba of 13 Prefecture level and above cities in Beijing—

Tianjin-Hebei Region this paper tests this deduction through empirical analysis. The results show sales through e-commerce rely

more on consumer market outside the city compared with traditional trade mode. This effect is even more significant in medium

and small cities which is mainly located in Hebei Province

indicating e-commerce can effectively improve urban extrovert

function. Especially for medium and small cities they can explore consumer market outside by e-commerce instead of limited by

local relatively small market size and further create new chance for urban economic development.
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