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About the Formation Mechanism of Cultural Clan
in Ming and Qing Dynasties
LI Jing LI Shi-ren

Abstract: Jiaxing prefecture occupied an important position for its outstanding achievements in imperial civil examination
and the numbers of the literary families in the Jiangnan cultural circle in the Ming and Qing dynasties. These intensive lit—
erary families have played an important role in the region of the formation of literary style and literary ecology. Taking cul-
tural geography and family science as the main viewpoint we analyzed the reasons of the formation of numerous literary
families from the geographical environment economic environment cultural heritage patriarchal concept and spiritual in—
heritance family marriage and mother education so as to demonstrate the characteristics of the regional culture of Jiaxing
during the Ming and Qing Dynasties and its circulation mechanism and to reveal the influence of the families on the cultural
accumulation.

Key words: Jiaxing; literary families; the Ming and Qing period; cultural geography
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Research on Influence Mechanisms of Brand Authenticity
on Green Purchasing Behavior
WANG Na RAN Mao-gang ZHOU Fei

Abstract: As the consumers’ environmental awareness is rising the consumers began to take the green value of the prod—
uct into their consuming decision — making and the green purchasing behavior are becoming more and more popular.

Though there is a relationship between the consumers’ purchasing behavior and the brand authenticity few people focus
on how brand authenticity influences green purchasing behavior in the field of green consumption. We examined the rela—
tionship between brand authenticity and green purchasing behavior through a survey of 144 domestic consumers which in—
dicates that the brand authenticity has a direct significant positive influence on brand trust ~environmental self-accountabil—-
ity and green purchasing behavior and the brand trust and environmental self—accountability both have a direct significant
positive effect on green purchasing behavior. Environmental self-accountability play a partially mediate role between brand
authenticity and the green purchasing behavior  but the intermediary function of brand trust between brand authenticity and
green purchasing behavior is not supported.

Key words: brand authenticity; brand trust; environmental self-—accountability; green purchasing behavior



