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Abstract

China’s strategic emerging industries from 2007 to 2019 and analyzes the impact of consumption upgrading on GVC of strategic
emerging industries and the mediation mechanism of technological innovation from the perspective of demand side. The results show
that: the export sophistication of strategic emerging industries is rising which means the trend toward high-end of GVC is obvious;
consumption upgrading has a significant role in GVC promoting of strategic emerging industries and there is heterogeneity of industry;
further technological innovation is an important mechanism for consumption upgrading to induce the GVC improving. Therefore it is
necessary to continuously tap the huge potential of domestic consumer market and promote the integration of NVC and GVC through
consumption upgrading so as to realize the value chain climbing of China’s strategic emerging industries and break the " low-end
locking" .
Impact of Innovation Factor Flow on Regional Technological Progress and its Spillover Effect
WANG Zhengming LI Yuan LI Wenchao
Abstract: Based on the background of the innovation-driven development strategy a spatial autocorrelation panel model is adopted to
empirically test the impact of innovation factor flow on regional technological progress. The research found that: regional technological
progress has a positive spatial correlation that is local technological progress will promote technological progress in related regions;
the flow of innovation factors has a positive and significant impact on regional technological progress which is reflected in the positive
direct effects on local technological progress and the technological progress of related regions. The increase in the level of
informatization will significantly promote the impact of innovation capital flow on regional technological progress and the moderating
effect of rising housing prices is not significant; distinguishing the inflow and outflow of innovation elements we found that
technological progress in the inflowing place mainly depends on the increase in the intensity of the flow of local innovation elements
and the outflow area’s technological progress mainly depends on the positive spatial spillover of innovation factor flow in related regions.
The research results have certain enlightenment for realizing innovation driving guiding the rational flow of innovation factors between
regions and promoting the continuous improvement of technological progress.
How Online Green Interactions Affect Shared Green Consumption Behavior: Regulation of Natural Connectedness
WANG Jianming LI Ayong WANG Yiwei
Abstract: In the digital economy era external contextual factors such as online green interactions have a facilitating effect on green
consumption behavior. Based on SOR theory empathic altruism theory and social interaction theory this study focuses on shared green
consumption behavior and uses natural connectedness as a moderating variable to construct a model to examine how online green
interaction influence shared green consumption behavior a structural equation model is adopted to conduct an empirical analysis. The
results show that: online information interaction on social platforms can promote the willingness of shared green consumption and
online emotional interaction can help the practice of shared green consumption behavior; natural empathy plays a mediating role
between online green interaction and shared green consumption behavior; natural join has a positive moderating effect on the influence
path of online green interaction on shared green consumption behavior. While deepening and expanding the research on green
consumption behavior and its application boundaries these findings have implications for corporate marketing practices and
governmental formulation of environmental policies.
"Double Dichotomy' of Knowledge and Attitude: A Study on Public Willingness to Pay for Environmental Governance
YE Ruike PAN Ting WU Haojun BIAN Mengying
Abstract: Based on the theory of "knowledge-attitude-practice"  this research adopted a strict " double dichotomy" and distinguished
among the environment knowledge and the environment governance knowledge the environment attitude and the environment
governance attitude. Taking smog control as an example this research built a theoretical model of public willingness to pay ( WTP) and
put forward relevant hypotheses used Zhejiang CATI survey data and multiple linear regression analysis to perform the hypothesis
testing. The basic conclusions are as follows: Individual characteristics such as gender age group education level occupation type
annual income and permanent residence affect the WTP in the way of group differentiation. " Double dichotomy" is reasonable and
necessary. The influence of knowledge is heterogeneous. Smog knowledge is negatively correlated with WTP  while smog governance
knowledge is positively correlated with WTP. The influence of attitude is convergent. Smog satisfaction and smog governance satisfaction

are positively correlated with WTP.
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