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The Study on Dynamic Competitive Relations of Online Brands from
the Perspective of Consumers” Consideration Sets

ZUO Meihua' LIANG Zhouyang” ZHU Jianfeng’;

(1. School of Architecture and Civil Engineering Huizhou University Huizhou Guangdong 516000 China;
2. School of Management Guangdong University of Technology Guangzhou Guangdong 510520 China;
3. International Graduate School at Shenzhen Tsinghua University Shenzhen Guangdong 518055 China)

Abstract: How to collect information based on the objective consideration sets of consumers in the online
marketplaces to study the dynamic competitive relationship between brands has become one of the key issues that
urgently need to be resolved in the field of operation management. To this problem firstly a dynamic competitive
relationship network is built between brands under different time windows based on the information collected by
consumers’consideration sets on JD. com. Secondly the structural holes and centrality indicators in the competitive
relationship network under each time windows are calculated. Finally considering the interdependence of the
competition power of the same brand in different time windows the spatial Dubin model is used to study the
influence of social network attribute factors on the brand dynamiccompetition power. The study finds that structural
holes and degree centrality indicators have a positive impact on brand dynamiccompetition power while between—
ness centrality indicators have a negative impact on brand dynamiccompetition power. Based on the results of this
research when designing products brands shall focus on the innovation of product attributes in market segments to
increase the power of brand dynamic competition.

Key words: online marketplaces; dynamic competition analysis; clickstream data; spatial Dubin model; network analysis
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The Comprehensive Evaluation on Logistics Industry Efficiency in the Cities
Along the Yangtze River Economic Belt from the Perspective of
High—Quality Development
Based on Three—Stage DEA Model

ZHANG Zhijianl ZHANG Zhi' WAN Miyul CHEN Zhenwu' CHEN Zhijian2
( 1. School of Transportation Engineering FEast China Jiaotong University Nanchang Jiangxi 330013 China;
2. School of Economics and Management FEast China Jiaotong University Nanchang Jiangxi 330013 China)

Abstract: Based on the strategy of Yangtze River Economic Belt and the perspective of high-quality development of
logistics industry the three-stage DEA model is used to analyze the logistics industry efficiency in 33 cities along
the Yangtze River economic belt from 2008 to 2018. The results show that the logistics industry in the cities along
the Yangtze River Economic Belt has good quality but low efficiency and there are great differences in logistics
efficiency among the cities in the region the efficiency of logistics industry shows a spatial law of attenuation from
downstream area to upstream area. External environmental factors and random errors have a significant impact on
efficiency management inefficiency plays a dominant role which shows inhibition and amplification effect on
different cities. Excluding environmental factors the increasing trend of returns to scale is obvious and the
difference of scale efficiency leads to the obvious spatial heterogeneity of logistics industry efficiency. The
improvement of the logistics industry efficiency can’t depend on the input of labor force assets and transportation
infrastructure the construction of urbanization can promote the development of logistics industry efficiency.

Key words: the efficiency of logistics industry; three-stage DEA Model; Yangtze River economic belt; high-quality

development; environmental effect



