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Abstract. Using linear regression model on the combination of behavioral decision theory to
analyse the data of second-hand housing in 2505 Beijing districts and 2343 Chengdu districts,
explore the amount of second-hand housing online attention, the distance from the subway and
build the length of time for consumers offline check the influence of second-hand housing, the
study shows that the secondary line of concern, the distance from the subway and build the length
of time will have a significant impact on consumers' choice of offline viewing, based on marketing
for real estate agents website of second-hand housing to make the corresponding guidance.
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otk 1 BARRHLE
A MG I i w/ME I ONI! VIF
Ln(times) 4,848 2.85 1.44 0 6.259 -
Ln(attention) 4,848 3.51 1.26 0 7.04 1.53
Ln(subway) 4,848 9.81 3.75 1 13 1.09
Ln(interval) 4,848 2.37 0.68 0 7.61 1.36
Ln(square) 4,848 4.55 0.40 3.11 5.89 3.44
Ln(price) 4,848 5.76 0.76 3.14 8.1 1.71
Ln(room) 4,848 2.50 0.89 1 9 2.69
Ln(date) 4,848 2.50 241 1 13 1.42
Wl 2 BRIOHKAE L
A Er Times Attention Subway  Interval Square Price Room Date
Times 1.0000
Attention 0.7451* 1.0000
Subway 0.3176* 0.1853* 1.0000
Interval 0.1424%* 0.2469* -0.0965*  1.0000
Square -0.0615* -0.1049* -0.0314*  -0.1519*  1.0000
Price 0.2709* 0.2937* -0.0258 0.3735*  0.3790*  1.0000
Room -0.1047* -0.0961* -0.0066 -0.1137%  0.7831*  0.2004* 1.0000
Date 0.5007* 0.4714* 0.2085*  0.0726*  0.1882*  0.2571*  0.1294* 1.0000
*FRR W E KT 5%
K% 3 AEMIR
3ol BRI B3 x]ipu 755K
HA R THWBELTE DI 2R U
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Ln(times) = 0 + B1Ln(room) + BLn(2date) + B3Ln(square) + B4Ln(price) + B5Ln(attention)
+ B6Ln(interval) + B7Ln(subway)
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ASSCAE RN 73 A1 2R FHIZ 8 (BRI 5 2R AR
223 Stata GEUHEAFI AT . [RIEREARLE AL LR T 55 LR

ERERE. PRI A DG AHRAE I THL, SRR t BIRARAT & 2K, Hkal Ran

R
Tl 4 FAESR
TR —— Fm R 2
o B 3.01%** -1.057%**
(11.44) (-4.78)
Ln(attention) 0.701%%*
(56.05)
Ln(subway) 0.063%**
(18.02)
Ln(interval) -0.949%**
(-4.31)
Ln(square) -0.685%** -0.718
(-9.22) (-1.20)
Ln(price) 0.434%** 0.153%%*
(17.45) (7.02)
Ln(room) -0.107*** -0.166%**
(-3.44) (-7.10)
Ln(date) 0.290*** 0.101***
(39.50) (15.96)
Adjust-R 0.324 0.620
F 580.56 1128.39
N 4,848 4,848

*erFOREE KT N 1%, R REZKPN %, *RBREZFKTFEN 10%

M 3 i, GamiX KR (B=0.701,T=56.05,P<0.01) MEIH A& ¥ E#, HI 15
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P HE X — T 5 B IR B (B=0.063,T=18.02,P<0.01) HIEIHRFHE+ 70 83, IiF TR
H2, B = 50 2k e F vl 2% 5 26 N B D5 IECEL A 0 2 R Ry 52 e o 1 B ] TR) B 1 3R 28
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ik 5 HHX A R
A Jba R
A A 2 B 1 PR 2
o B 3.811%** -0.670%** 3.813%** -0.695%*
(11.56) (-2.98) (8.51) (-1.81)
Ln(attention) 0.283%** 0.780%**
(19.38) (39.99)
Ln(subway) 0.249%** 0.271%%*
(61.30) (60.13)
Ln(interval) -0.046** -0.065*
(-2.23) (-1.82)
Ln(square) -0.269%** -0.056 -0.362%* -0.267%*
(-2.99) (-0.19) (-2.41) (-2.28)
Ln(price) 0.425 0.125%** -0.094 0.431%**
(0.75) (4.20) (-1.06) (5.89)
Ln(room) -0.104*** -0.70%** -0.024 -0.153%**
(-2.72) (-3.30) (-0.49) (-3.97)
Ln(date) 0.244*** 0.047*** 0.352%** 0.102**
(30.63) (2.23) (26.90) (8.59)
Adjust-R 0.275 0.811 0.235 0.547
F 238.03 1542.67 181.01 405.51
N 2505 2505 2343 2343

*erFOREE KT N 1%, **FRREZKTPN 5%, *RBREZHKTFN 10%

B TN HUX IR A 45 R, B ERIERT DR H, REAEE AN X R, R T
2 FoeE . FHAkEE B DL ik i A KA T R A T R B . db
HHE X ) 5GE E (B=0.283,T=19.38,P<0.01 ) A AR Hiu [X 11 2k | 533 & (B=0.780,T=39.99,P<0.01)
REGEZE, WKW THEL -F OGN RERESTERE L T E B IRECH B3E M E R,
MAE — T 55 24k, Jb mtHh X (B=0.249,T=61.30,P<0.01) Al L #FH X (B=0.271,T=6.13,P<0.01)
R ZREN, HIGUE TR H2, RIR) =F 5 EE s gk im Xy 28 4 N R s IR A B3
IE RS2 s f fa PR HILIX s 2 i I TR) [E] R, b [X (B=-0.046,T=-2.23,P<0.05) F1%#B
Hi[X (B=-0.065,T=-1.82,P<0.10) # 2B EN. & FEEREY, EL - THENL FeFE. 5
AR R 2 DA R g I ) K R IR — R M v A5 BN X 9B 48 R W B I AR BB R

6.451E
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WEFUERAE ¥ —F IS EORIER . BIMBRER B 20l 2 B AL L T s (7 AR R
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