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Research on Moderating Factor of Relationship between Brand Alliance Fit and Effect of
Co branding :Empirical analysis Based on Brand Relationship Quality

Fan Gongguang ,Wu Fang,Zhou Chunyuan
(School of Economics & Management ,China Agricultura University ,Beijing 100083 ,China)

Abstract : From the perspective of brand relationship (BR) ,thispaper analyzes the moderating factorsof the relationship between the brand alli-
ance fit and the efect of co-branding On thisbass, it establishes the research model on the moderating impact of brand relationship on the rela
tionship between the brand alliance fit and the effect of co-branding The empirical results show that ,the quality of BR is higher ,the impact of
the brand alliance fit on the main effect of brand alliance is stronger ; however ,the change of the spillover efect isit sgnificant. In addition ,the
antecedent impact of the brand aliance fit is validated
Key words: brand aliance; brand aliance fit ; brand relationship quality ; moderating factor
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The Effect of Intergovernmental Trander on Regional Fiscal Inequality :
Empirical Research Based on Gansu Province

Liu Fengwel
(School of Economics & Management ,Zhengzhou University of Light Industry ,Zhengzhou 450002 ,China)

Abstract : Utilizing the county-level dataof Gansu province during 1994-2005 ,this paper studies the effect of fiscal trander on regional fiscal in-
equality by the methodsof statistics and econometrics The result showsthat ,thefiscal transer reduces the relative di sparity infiscal capacity a
mong countiesin Gansu ,but enlarges the absolute disparity ;the primary object of fiscal transer of Gansu provinceisto mantan government’ sop-
eration and to support the development of minority regions;however ,reducing the absol ute di sparity in fiscal capacity among countiesin Gansu
is paid little attention
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