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Research on China’s present status problems
and solutions of group-buying online

WANG Juan—Huan' CHEN Huiding
(1. School of Economics and Finance Xi‘an International Studies University Xian 710128

Shaanxi China; 2. School of Public Affairs Chongqing University Chongqing 400030 China)

Abstract: During the fast development of online group-buying problems are becoming more ser
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ious such as information asymmetry after-sale service difficulty obvious trend of adverse competition

and serious homogeneity of group-buying websites etc. which seriously affect the normal development of
online group-buying. In order to guide this newly appearing industry to develop in the orderly normative
and rational direction this essay had an in-depth research on the above-mentioned problems and the re—
search analysis has brought to the suggestions that the government should strengthen the system construc—
tion work out the industry standard perfect the transaction system and build the positive competition
mechanism of online group-buying so as to realize the healthy and sustainable development of online
group-buying in China.
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Cultural significance of Chinese calligraphy

XIAO Yun—u
( Shaanxi Federation of Literary and Art Circles, Xi‘an 710061, Shaanxi, China)

Abstract: Based on the analysis of Chinese calligraphy characteristics, the role of Chinese charac—
ters writing in the development of Chinese cultural and aesthetic thinking was explained and the inherent
cultural significance of Chinese calligraphy was surveyed. Through analysis, it is believed that the
uniqueness, evolution and protogenesis of Chinese characters and calligraphy can motivate its communica—
tion with other cultures in the world and its development, and function as internal channels for the con—
nection with modern cultures.
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