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Abstract

Under the guidance of the concept of the Internet Plus, this paper takes the retail industry as the
new application domain and builds its 020 business model in order to lead the transformation in
retail industry. Choosing the Shopping Mall Indoor Navigation as the using scenario, the emphasis
of this paper is to investigate how a life oriented scenario contributes to the transformation of re-
tail industry into 020 Business Model and to know the impact the indoor navigation has on build-
ing 020 Model as a scenario-based entrance.
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