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Fig. 1 Paradigm for interactive evolution between consumers and vendors
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Table 2 Default setting for parameters in simulation system
1 Num-nodes 200
2 Increased-node 0.01
3 Per-innovator 0.3
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5 Buying-init 0.2
6 Docmancy-init 0.1
7 Population-size 100
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a. Innovator : Early_adopter : Late_adopter =1: 0: 0

b. Innovator : Early_adopter : Late_adopter =0.8 : 0.1 : 0.1

c. Innovator : Early_adopter : Late_adopter =0.6: 0.2 : 0.2

d. Innovator : Early_adopter : Late_adopter =0.4: 0.3 : 0.3
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Fig. 4 Simulation results
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Table 4 Statistical results for experimental scenarios
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0.1:0.8:0.1|50.20 |20.20 |137.36(20.91 | 12.44 | 2.33 | 0.27 | 0.03 | 0.49 | 0.05 | 0.29 | 0.03 |198.04 | 16.86
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0.3:0.3:0.4/125.68| 3.22 | 68.32 | 4.52 | 6.00 | 2.00 | 0.29 | 0.02 | 0.59 | 0.02 | 0.36 | 0.02 |165.06| 7.08

Ucinet 0.3:0.4:0.3 0.01.0.03.0.05
171. 43.213. 25,
252.69
0.01.0.03.0.05
Kuandykov ~ Sokolov > .Van  Jager " 0.28.0.291.0. 296 0.57.0. 60,
( hub) 0.62 0.35.0.372.0.371
( )
3.3.2
4



2016

2

NetLogo

1)

Bass

;i



10

11

12

Jiang G Ma F Wang Y. A review on the evolution of user acceptance behaviour in collaborative e-commerce J . Interna—
tional Journal of Electronic Finance 2012 6(1): 62 -78.
I ( ) 2012 52
(11): 1524 -1529.
Li Lixiang Chai Yueting Liu Yi. Evolution of e-commerce patterns: Model and economic analysis J . Journal of Tsinghua
University ( Sci & Tech) 2012 52( 11): 1524 —1529. ( in Chinese)
Wang C  Zhang P. The evolution of social commerce: The people management technology and information dimensions
J . Communications of the Association for Information Systems 2012 31(5): 105 -127.
Jiang G Ma F. The evolution of users’ adoption behavior under a collaborative service: An agent-based computational ap—
proach J . International Journal of Computational Intelligence Systems 2014 7(5): 952 -962.
Jiang G Ma F Shang J et al. Evolution of knowledge sharing behavior in social commerce: An agent-based computational
approach J . Information Sciences 2014 278(17): 250 -266.
Bass F M. A new product growth for model consumer durables J . Management Science 1969 15(5): 215 -227.
J. 2014 17(4): 34 -46.
Xu Yan Hu Bin Wang Yuanyuan et al. Research on the dynamics of psychological contract through stochastic cusp catas—
trophe theory J . Journal of Management Sciences in China 2014 17(4): 34 —46. ( in Chinese)
Cai G Kock N. An evolutionary game theoretic perspective on e—collaboration: The collaboration effort and media relative—
ness J . European Journal of Operational Research 2009 194(3): 821 -833.
J. 2011 14(5): 1-10.
Sheng Zhaohan Zhang Wei. Computational experiments in management science and research J . Journal of Management
Sciences in China 2011 14(5): 1 -10. (in Chinese)
J. 2013 39(8): 1157 -1169.
Cui Kainan Zheng Xiaolong Wen Ding et al. Researches and applications of computational experiments J . ACTA Au-
tomatica SINICA 2013 39(8) : 1157 —1169. ( in Chinese)
J. 2013 16
(6): 85 -94.
Zhang Wei Wu Ziqiang Zhang Yongjie et al. Agent-based computational finance on complex financial system perspec—
tive: Progress and prospects J . Journal of Management Sciences in China 2013 16(6) : 85 —94. (in Chinese)

Kiesling E  Giinther M Stummer C et al. Agent-based simulation of innovation diffusion: A review J . Central European



— 12 — 2016 2

13

14

15

16

17

18

19

20

21

22

23

24

25
26

27

28

29

30

31

32

33

Journal of Operations Research 2012 20(2) : 183 -230.
YuT Gong X Xiao R. Modelling and simulation of new product diffusion with negative appraise based on system dynam—
ics: A comparative perspective J . International Journal of Computer Applications in Technology 2010 37(3/4): 268 —278.
Delre S Jager W Janssen M. Diffusion dynamics in small-world networks with heterogeneous consumers J . Comput
Math Organiz Theor 2007 13(2): 185 -202.
Kuandykov L. Sokolov M. Impact of social neighborhood on diffusion of innovation S-eurve J . Decision Support Systems
2010 48(4): 531 -535.
Van Eck P S Jager W Leeflang P S H. Opinion leaders’ role in innovation diffusion: A simulation study J . Journal of
Product Innovation Management 2011 28(2): 187 —203.
J. 2011 14(2): 29 -41.

Jiang Guoyin Hu Bin. Study on interaction behavior between group and work based on game and multi-agent J . Journal
of Management Sciences in China 2011 14(2): 29 —41. (in Chinese)

I 2010 13(10):
21 -31.
Wu Jiang Hu Bin Lu Yaobin. Empirical relationship driven simulation on interaction between organization behavior and
diffusion of e-commerce information system J . Journal of Management Sciences in China 2010 13(10): 21 -31. (in
Chinese)
Barabasi Ad. Albert R. Emergence of scaling in random networks J . Science 1999 286(5439): 509 -512.
Newman M E J. The structure and function of complex networks J . SIAM Review 2003 45(2): 167 -256.
Rogers E M Olaguera N S. Diffusion of Innovations ( Edition 5) M . New York: Free Press 2003.
Schramm M E  Trainor K J Shanker M et al. An agent-based diffusion model with consumer and brand agents J . Deci—
sion Support Systems 2010 50( 1) : 234 -242.
Song P Zhang C Xu Y et al. Brand extension of online technology products: Evidence from search engine to virtual com—
munities and online news J . Decision Support Systems 2010 49(1): 91 -99.
Leuthesser L. Kohli C Suri R. 2 + 2 = 5?7 A framework for using co-branding to leverage a brand J . Journal of Brand
Management 2003 11(1): 35 -47.
Volckner F - Sattler H. Drivers of brand extension success J . Journal of Marketing Research 2006 70(2): 18 —34.
Ajzen 1. Perceived behavioral control self-efficacy locus of control and the theory of planned behavior J . Journal of
Applied Social Psychology 2002 32(4): 665 —668.
Fishbein M Ajzen I. Belief Attitude Intention and Behavior: An Introduction to Theory and Research M . MA: Addi-
son-Wesley 1975.
Santosa P 1 Wei K K Chan H C. User involvement and user satisfaction with information-seeking activity J . Europe
Journal of Information System 2005 14(4): 361 —370.
Fornell C R Larcker D F. Structural equation models with unobservable variables and measurement error J . Journal of
Marketing Research 1981 18( 1) : 39 -50.
Gefen D Straub D Boudreau M C. Structural equation modeling and regression: Guidelines for research practice J .
Communications of the Association for Information Systems 2000 4(7): 1-70.
Borisovsky P Dolgui A Eremeev A. Genetic algorithms for a supply management problem: MIP—ecombination vs greedy
decoder J . European Journal of Operational Research 2009 195(3): 770 -779.
Maji P Chaudhuri P P. Non-uniform cellular automata based associative memory: Evolutionary design and basins of attrac—
tion J . Information Sciences 2008 178( 10): 2315 —2336.
Jiang G Hu B Wang Y. Agent-based simulation of competitive and collaborative mechanisms for mobile service chains

J . Information Sciences 2010 180(2): 225 -240.
( 126 )



— 126 — 2016 2

Underwriter-accountants: Collusion or cooperation

SUN Liang' LIU Chun' LIU Jian-hua®

1. International School of Business & Finance Sun Yat-sen University Guangzhou 510275 China;
2. Lingnan( University) College Sun Yat-sen University Guangzhou 510275 China

Abstract: The intimate partner relationship between the underwriter and the auditor has always been controver—
sial. We define the auditor who serve as a fixed partner of an underwriter as the underwriter-accountant and
use Chinese IPO firms from 18 May 2001 to the end of 2011 as our sample toinvestigate whether the underwrit—
er-accountant is the result of cooperation or collusion. We find that the underwriter-accountants can signifi—
cantly decrease the degree of earnings management of IPO firms and that the restriction effect reaching the
maximum in about 6 times would be strengthened with the increase in the number of cooperation. These re—
sults suggest that the underwriter-accountant represents an effective cooperation relationship based on the re—
peated game between the underwriter and the auditor. In this way the transaction costs of joint production a—
mong financial intermediaries can be reduced the earnings management of IPO firms can be restricted and
the healthy development of capital markets can be enhanced.

Key words: underwriter-accountants; cooperation; collusion
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Evolution of interactive behavior in collaborative e-commerce

JIANG Guo—in'> MA Fei-cheng®

1. School of Information Management Hubei University of Economics Wuhan 430205 China;
2. School of Information Management Wuhan University Wuhan 430072 China

Abstract: To understand the evolution of interaction between collaborative e-commerce vendor and consumers
we propose an agent-based computation model upon scale-free network based on vendor’ profit model the
profit model is based on empirical result from commerce community and program the system with NetLogo to
simulate interaction between vendor and consumers. The experimental results show that better fineness are ex—
isting between experimental data and classic diffusion curves it indicates that the experimental model can be
used to simulate evolution of users’ transfer behavior. If innovators or early adopters are dominant in network
online shopping can reach higher peak and manager can get higher expectation profit while making lower
management efforts but late adopters are dominant in network even significant efforts are made lower online
shopping lever can reach. Vendor can gain more profit by encouraging consumers to adopt several social tools
which can increase nodes of the network and change the network topology.

Key words: collaborative e-commerce; scale-free network; computational experiment; evolution of interactive

behavior



