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Abstract

With the rapid development due to China's economic reform, booming of
China's real estate market after the emergence of commercial housing, real estate
enterprises have gradually developed from simple building construction to
continuous supply the consumers with good living environment and diversified
services. At the same time, consumers who grow up together with Chinese society
are also gradually seeking for community and residential products that can provide
happiness for life from simple purchase of residential housing. Therefore, how to
build a residential community that can improve the well-being of community
residents has become a problem that real estate enterprises must think about in this
round of consumption upgrading in China. However, combing the existing relevant
theories, the research in the field of marketing has not put forward good suggestions
and guidance in the construction of real estate and residential communities.
Therefore, this study takes well-being as the marketing perspective, and uses
relevant discipline theories to explore the mechanism and influencing factors of
residential community construction on Residents' living well-being, considering the
regulatory role of Internet technology and technology level on these mechanisms.
In this study, based on literature review, a variety of methods, such as practical
investigation, case introduction and qualitative analysis, are integrated into the
study:

(1) In the context of commercial housing purchase and living, community
construction refers to the indicators of the community that consumers perceive,
including community quality, community value and community evaluation. Among
them, community quality refers to consumers' cognition of the objective existence
of software and hardware provided by the community; community value refers to
the residents' recognition and consistency of community values when they live in
the community; community evaluation refers to the perception of community
residents on the additional services and added values of the community on the
subjective level. Facing the Internet technology that cannot be ignored, we should
also consider the moderating effect of the degree of community virtualization on
the impact of variables in the digital era. The main factors of community quality
include community traffic, community security, community greening and building

quality. The main factors of community value are community income level and
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community values. The main factors of community evaluation are health care,
housing brand and community governance. The main factors of community
virtualization include community science and technology level and community
Internet level.

(2) People need to use many kinds of goods in their life. Residence is one of the
most important and common items. From the perspective of house purchase (lease)

or use, happiness can be divided into two parts: (1) subjective well-being, that is,

according to the corresponding evaluation standards, from multiple angles, to carry
out a comprehensive evaluation of individual's living conditions. There are two
most important criteria, one is satisfaction with life, and the other is emotional
experience of residence. In the process of or after the consumption of commercial
housing, after enjoying the service and participating in the community construction
for a period, consumers have a series of cognition about the quality, values and
formation of the community. This kind of cognition has a certain objective color,
which is formed from experience, word-of-mouth and personal needs The result of
the comparison between the expected and the actual feelings is the customer's
cognition process of the product, brand and enterprise, including the product quality
cognition for the product itself, the service quality cognition for the shopping

process, and the brand cognition for the brand and enterprise image level. (2

Social well-being, that is, the relationship between individuals and society on the
basis of their own lives, is a kind of social life oriented well-being. It refers to the
self-evaluation of the relationship quality, living environment and social function
between themselves and others, collectives and society. In the shopping and living
scenes of commercial housing, the main factor of social well-being is community
integration degree, community integration, community contribution and
community attachment.

(3) The three variables of community quality, community value and community
evaluation respectively represent the three levels of cognition of quality, value
identification and internal and external evaluation of real estate commercial housing
after community construction. When exploring the influencing factors on the
subjective well-being of consumers, the community quality has a great impact on
the subjective well-being of consumers. After the community value cognition is

added, the regression coefficient of community quality decreases, but the decrease



is not large. This may be due to the natural decline of regression coefficient caused
by the increase of explanatory variables, When the community quality, community
value and community evaluation are put into the same regression equation, the
regression coefficient of community quality decreases significantly, and community
evaluation even has a negative impact on social well-being. Community value has
the greatest impact on consumers' subjective well-being, followed by community
evaluation, and the impact of community quality is relatively small and not
significant. The degree of community virtualization has a positive moderating effect
on the relationship between community quality, community value, community
evaluation and consumers' subjective well-being, which indicates that community
virtualization can effectively enhance consumers' personal well-being through

Internet technology and the construction process of smart community.
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