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The Impact of Interaction between Customers in virtual

Brand Community on Brand Loyalty
WEI Xiangming, YUAN Qing
(Faculty of Economics and Management , Hubei Univ. of Tech., Wuhan 430068,China)

Abstract: With the increasing popularity of the Internet, enterprises begin to take the construction of vir-
tual brand community as a new marketing strategy. Taking the virtual brand community as the research
background., this paper divides the interaction among customers in the community into product interaction
and interpersonal interaction, and constructs the theoretical model of brand loyalty through the intermedi-
ary effect of customer brand emotion integration. The research results show that product interaction and
interpersonal interaction have a significant positive impact on brand loyalty and customer brand emotional
integration and customer brand emotion integration plays a mediating role in the influence of customer—
customer interaction on brand loyalty.

Keywords: product interaction; interpersonal interaction; customer brand emotional integration; brand

loyalty

[FREHAK: K K]

(L% 84 W)

Government Subsidies and Audit Fees for Energy Saving

and Environmental Protection Enterprises
ZHU Yihe , WANG Jingiu
(School of Economics and Management , Hubei Univ. of Tech., Wuhan 430068 ,China)

Abstract: Faced with the severe environmental resources situation, environmental pollution control and
new energy development have become the focus of government support. Consequently, the energy —saving
and environmental protection industry has been strongly supported by the government and has benefited
from all aspects. This paper mainly examined the influence of government subsidies on auditor behavior in
the enterprises of energy saving and environmental protection, and whether the accounting fees of account-
ing firms consider the factors of obtaining government subsidies. The study found that the higher the a-
mount of government subsidies received by enterprises, the higher the audit fees, and this phenomenon is
more obvious for state—owned enterprises.

Keywords: energy saving and environmental protection enterprises; government subsidies; audit fees
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