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The FC-ecluster computers are widely applied to the seismic data processing and interpretation with large data wolume, and the hardware structure and the system management are more complicated.
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In the multi-chanmel image acquisition system, USEZ. 0 interface iz used to transfer the mass data. With high =speed, flexible commection and uniwversal interface, USE iz more suitable for the
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Foreign market entry is important in market development. We examine entry timing/mode, investment, advertising, location, and interactive effects. Early
entrants enjoy a high market share. The type of entry and initial investment also affect performance. Even though the effect of advertising on market share
is significant, regardless of early/late entry, the effect is different, based on entry mode, investment, and industry. The effect of advertising is larger on
owned subsidiaries. Nonmanufacturing firms benefit more from advertising compared to manufacturing firms. Multinationals in manufacturing industries
investing in Middle/Northeast China perform better, while nonmanufacturing multinationals perform better in Eastern China. [ABSTRACT FROM ALUTHOR]
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Abstract: Foreign market entry is important in market development. We examine entry timing/
mode, investment, advertising, location, and interactive effects. Early entrants enjoy a high
market share. The type of entry and initial investment also affect performance. Even though
the effect of advertising on market share is significant, regardless of early/late entry, the effect
is different, based on entry mode, investment, and industry. The effect of advertising is larger
on owned subsidiaries. Nonmanufacturing firms benefit more from advertising compared to
manufacturing firms. Multinationals in manufacturing industries investing in Middle/Northeast
China perform better, while nonmanufacturing multinationals perform better in Eastern China.
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INTRODUCTION
Foreign market entry is important in market development. We examine entry iming/mode, investment, advertising, location, and interactive effects. Early entrants enjoy a high market share. The
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Different Stages
of Entry Timing
Receanh INTRODUCTION

. Multinational firms are always faced with three questions when considering international expansion” which market to enter (entry location), how to enter it (entry mode), and when to enter it (entry
nget:gmg;gnd timing). In previous studies, researchers have mainly focused on the first two questions, especially mode of entry (Anderson & Gatignon, [ 3]: Dikova & Vian Witteloostuijn, [31]; Pan & David, [80];
Advantage Wei, Liu, & Liu et al., [110]). Entry timing, on the other hand, also plays a significant role in the performance of multinational firms' overseas subsidiaries (Cui & Lui, [27]; Murray, Ju, & Gao, [73]).
Theory In recent years, China has increasingly attracted worldwide attenfion. According to the World Investment Report 2016, China has a foreign direct investment (FDI) of $135.6 billion, second only to

dn  mm_ i morwi . eww=  moed & 44 dm o T o o S Po I R T A B



fitkee #®EB -

ikt » BE& - SF8E 2 BE

F7E#5%: Academic Search Premier, ET==3F | i&ES0EE "
" = - & EBSCO Help

@ EBSCOhost

EBSCOhost ‘ ({large or big or great or mass) W0 data) AND SU((enterprise” or bu

m:. PDF 23 (228KB)

{ERIIE EmaE

1#£16 »

Enter keyword

All words V|| Search |

= 3IHE=

0 T . BESIA RS EBSCO Connect FEEFRA: .

Welcome

Browser
Reqguirements
Choosing Databases
Setting Preferences

' ABNT Style

Associagao Brasileira de Normas Técnicas (ABNT) is responsible for the maintenance of technical
standards in Brazil. ABNT, a private, non-profit organization, which seeks to promote development of
technical. It is a founding member of the International Organization for Standardization (I50).

=+ Ask-A-Librarian Instructions
= Accessibility -
iﬁ:gﬁ* ( BEE=me ) == £ ES"S"%%'ﬁSS?ﬂ?S”ms Mames: Last name in capital letters, followed by first and middle initials (separated by periods).
= ~ = EBSCOhostiPhone _ _ _ o
: 9.2018°  andAndroid Titles: Titles of articles, books and book chapters are in sentence case - capitalize only the first word,
2021 . ?ﬁ%ﬁé;ﬁlﬂgr}echnicm proper nouns and abbreviations that are ordinarily capitalized. Names of periodicals are capitalized
Support headline style (capitalize all words except for prepositions and commen conjunctions).
AMA 2= Translation Dates: The day and year of publication must always be indicated in Arabic numerals. The month must
) . ) , * Changing the be given in abbreviated form.
(American Medical  \Wang C, Giouvris E. Impo/ ﬁg%gge of the
SEELL s Translating an Article Note: These are only basic examples of the ABNT NBR 6023:2018 style. More detailed information is
Books and available from ABNT (http:{fwww.abnt_org.br/). In addition, a variety of third-party style guides and web
iudiohsogﬂs sites can provide further assistance.
« Audiobooks User ] ] ] ] ]
Guide Always consult your library resources for exact formatting and punctuation guidelines and
p— - + eBooks User Guide ay special attention to specific requirements from your instructor.
PEEE v| == | - Dictionary pay sp P q y
Searching Journal Article
= BasicSearch
+ Advanced Search .
= Advanced Search - Pattern:
Guided Style . . iy ) .
HREE: Important Determinants of Fo « Search History [Author LAST MAME]. [Author First/Middle Name Initial(s)]. [Title of the article]. [Name of the
1 = Improving Search Journal], [Publisher Location], v. [Volume Mumber], n_ [lssue Number], p. [Page number starts]-
_ , Ees_?lts [ends], [Fublication Year].
HiEeE: Business Source Premier ImIers
Multi-Database
Limiters Example:



giie® ®E - HEw -

" FiEta3 Academic Search Premier, B =2f | %iZsnEE

EBSCOhost ‘ {(large or big or great or mass) W0 data) AND SU{(enterprise® orbusiness

T B

EFiR ERERE EmRBRD=E

| =] wmen ERFIE BRERE 1316
R = Export Managerl | =7=+
BEEITSN 1

mlf PDF £3C (228KB)
Fo I EEAI FEERIT:

@ EiELL RIS 805 (5120 CITAVI, EasyBib, EndNote, ProCite, Reference Manager, Zotero )
O IERvAiEEREESY

O XML &5 13

7 BibTeX f&8zh3 132

O MARC21 18205132

O EiESHE| RefWorks.

y EiESHE Endiote Web

() EHiE=HE| EasyBib

O FEECSV

) EiES®HE NoodleTools

EIREEUSR
EREREITER.

R’iF iH
e v| = |
L Important Determinants of Foreign Company Performance in China: Big Data Analysis. HEEEIE © Wang, Chuang, Giouvris, Evangelos, Chinese Economy, 10971475, Jan/Fe

1

HEEE: Business Source Premier



T FEEE

pafit ;| hitps:/jweb.a.ebscohost.com/ehost/delivery?sid=273c2313

=<l clivery (6313 2.80 KB
F=Z) . | SUsershAdministrator\Deskiop & 36.66 GB | - | | il |
@emasTs SR omE




gt -~ BiR - 2R B -

EBSCOhost Research

Databases
?

(ERFIE Ema= 1#16 T8

t5% Academic Search Premier, B ~=5f | EEIEE

large or big or great or mass) W0 data) AND SU((enterprise® orbusiness

HE SRR EEhRCE

Important Determinants of Foreign Company Performance in China: Big Data Analysis.

& 77
KE) fE&: Wang. Chuang’ —
Giouvris, Evangelos’ = S
ilE: Chinese Economy. Jan/Feb2019, Vol. 52 Issue 1, pS6-82. 27p. & Charts. e .
o reraell- -l - ﬁ {5
SCRIfSERY: Article
FREEE: *ENTRY mode strategies (Foreign markets), - = D 51/
*NTERMNATIOMNAL business enterprises : : B 1
*BUSINESS enterprises -- Law & legislation [ S
‘BIG data :
*ADVERTISING FINERE
T AGE: CHINA
R & FasEE
eSS  advertising
entry timing/mode i) g
investment
Performance
NAICS/ATdk{ERS: 541850 Outdoor Advertising
541890 Other Services Related to Advertising
HE: Foreign market entry is important in market development. We examine entry timing/mode, investment, advertising. location, and interactive effects. Early entrants enjoy a high market share. The type

of entry and initial investment also affect performance. Even though the effect of advertising on market share is significant, regardless of early/late entry, the effect is different, based on entry mode,
investment, and industry. The effect of advertising is larger on owned subsidiaries. Nonmanufacturing firms benefit more from advertising compared to manufacturing firms. Multinationals in
manufacturing industries investing in Middle/Mortheast China perform better, while nonmanufacturing multinationals perform better in Eastern China. [ABSTRACT FROMAUTHOR]

Copyright of Chinese Economy is the property of Taylor & Francis Lid and its content may nof be copied or emailed fo mulfiple sites or posted fo a listserv without the copyright holder's express writfen
permission. However, users may print, download, or email articles for individual use. This abstract may be abridged. No warranty Is given about the accuracy of the copy. Users should refer to the
original published version of the material for the full abstract. (Copyright applies to all Abstracts.)

=== =1 H 1school of Management, Royal Holloway, University of London, Egham, Surrey, UK

ISSN: 1097-1475



iR #E - dEw - Bf - A5R BE - BR SXHE HER

s EBSCOhost Res
" EE Datat

EBSCOhost  migumis@atrriihl ot | S22 549 EBSCOhost”.

ﬂ - XE e 1TED
=% (0) &
A(0) 1131 5 FE TP
42231 (0) w1 Ey  DIEED

S ez
TE () M=
0 SEmHDs
BFEH (0) 2 5t
L
AREE0) . : o : :
T () O 1. Important Determinants of Foreign Company Performance in China: Big Data Analysis. £
Pt ==
EfhRETE (0) - 10.1080/10971475.2015.1523859. , #HERE: Business Source Premier
MENRAsEE (D) |_[ #£IH: ENTRY mode strategies (Foreign markets); INTERNATIONAL business enterprises; BUSINESS enterprises — Law & legisiation; BIG data; ADVERTISING; CHINA; Outdoor Advertising; Other Services
[BEHIIEE (0) REEF Related to Advertising
R (0) —
ETFRE61ER
ERFIERL (0)
R (0) :
ﬁ:‘ HTML £ 3 PDF 237 (228KB)
1131
i
SETEE EBSCO Connect | BRLEIE | AB LY  EEES MW | Cookie BE

© 2020 EBSCO Industries, Inc. BERERH.



Iz #B - HiEw -

"‘ IF#Ete® Academic Search Premier, B=sh | iRsnEe

EBSCOhaost ‘ {(large or big or great or mass) W0 data) AND SU({enterprise™ or business

S B

ExE

| e
HENE

ThiRiZE/A)4R:

({large or big or great or

mass) WO data) AND
SuU{(enterprise®...

rEs
MRITERLE
PREZRAF
=3

HERHET: 20100101- K3

20211231
i
FAIECET

PRT

v s
O &e=

O =4 (ReTiF= ) BT

g.

E.

ETEE

EiFER

AR ERERTE

MEESE 1-10 (16 4) Bty TEERY [BrE
. . . . i . PR IES g
1. Important Determinants of Foreign Company Performance in China: Big Data Analysis. @R (1-10)
=) -
= By: Wang, Chuang; Giouvris, Evangelos. Chinese Economy. Jan/Feb2019, Vol. 52 Issue 1, p56-82. 27p. 6 Charts. DOIZ 10.1080/10971475.2018.1523859. | O e S -
F18: ENTRY mode strategies (Foreign markets); INTERNATIONAL business enterprises. BUSINESS enterprises — Law & legisiation; BIG data; ADVEF {(large or big or great or mass)
o Other Services Related to Advertising W0 data) AND SU{(enterprise™. ..
FAE
TTERE 6 1 ElfR BB -
S = =3 A mFapein B Rss g
(R R i
TER (S0 ) RIRASEE
‘ hitps://search.ebscohost.com/login.as
2. Capturing Marketing Information to Fuel Growth. 5 [
By: Du, Rex Yuxing; Netzer, Oded; Schweidel, David A.; Mitra, Debanjan. Journal of Markefing. Jan2021, Vol. 85 Issue 1, p163-183. 21p. 1 Chart. DOI: 10.1177/0022242920969198. | 2 R
= Business Source Premier
==
T F18: MARKETING; ECONOMIC expansion; MARKETING strategy: MARKETING research; BUSINESS intelligence; Administrative Management and General Management Consulting Services;
Marketing Consulting Services; Marketing Research and Public Opinion Polling
=] -
= HML2x X PDF 2% (343KB)
3. Creating Strategic Business Value from Big Data Analytics: A Research Framework. £l =

By Grover, Varun; Chiang, Roger H L ; Liang, Ting-Peng; Zhang, Dongsong. Journal of Management Information Systems. 2018, Vol 35 Issue 2, p388-423. 36p. DAl



FeE B - diEWw - B& -

= i) a EBSCOhost Research
Pang B4

" GEE Databases

EBSCOhost

o s anmzes BAITHSE: IOREIK AR —_—

= (10)
Bl (0) 11 1 E SEAT
0L (0) T 1 Sy  OEEd v
=l (0)
L =EiESE
mm (0)
BEFEH (0)
EEES (0) -/ 1. ((large or big or great or mass) WO data) AND SU((enterprise™ or business™ or compan™ or
44 (0) firm® or corporat® ) AND (strat™ or tactic™))
) https://search.ebscohost.comilogin. aspx?direct=true&db=aph&db=buh&db=eric &db=c medm&db=nfh&db=bwhé&bquery=

ED (0) ({large+or+big++or+great+or+mass +Wo++data ) ++AND++SU{(enterprise*+or+business™+or+compan™+or+fir
EEE (D) m*++or+corporat*+)+AND-+(strat*+or+tactic *))&cli0=F T &cIv0=Y &lang=zh-cn&type=08&searchMode=Standard&site=ehost-
S HEAZE (0) live&ssl=y
femmmrassz (1) i3 | LIt i

Academic Search Premier =17
fFFETHER (0) Business Source Premier =2
. () ERIC =2

Newspaper Source =1L
P (0) Regional Business News =37

) RIS ) s

7



EEEAr dEPang ? SR,

FeE #©E8 - dEw - B& -

i 7 EBSCOhost Research
Pang BT Databases

a' 4:E[E]

«| = 2 FRIXHFE: = »

.
SrEE (10) &
Bl (0) 1410 £ 10 B FE Tl
A (0) _ s mmmar R
AT (0) = S
EBFEAS (0)
SE=E (0) = 1. BIDDING BEHAVIOR EVOLUTION IN SEQUENTIAL AUCTIONS: i)
HEH (0) CHARACTERIZATION AND ANALYSIS.
B
T4 (0) By: Goes, Paulo B.; Karuga, Gilbert G Tripathi, Arvind K. MIS Quarterly. Dec2012, Vol. 36 |ssue
. — 4, p1021-1042. 22p. 1 Diagram, 10 Charts, 2 Graphs. DOl 10.2307/41703496. | 48R Business
7 (0) e Source Premier
EfhREE ZAERT
SR (0) #1H: BIDDING strategies; INTERNET auctions; BIDDERS; RETAIL industry; MARKETING
EIEmRITRASEE (1) channels; INVENTORIES: RESEARCH; COMPETITIVE advantage in business; AUCTIONEERS;
IRErteER (0) BIDS; IW!ENTDRY c:_antml; EI!D price; All Dthr_ar Support Services; Prc:u:ess, Physical DISI[IDU.tIOr‘I,

and Logistics Consulting Services; All other miscellaneous store retailers (except beer and wine-
TERERA (0) making supplies stores): All Other Miscellaneous Store Retailers (except Tobacco Stores); All
ERTIiRITL, (0) other miscellaneous general merchandise stores; Electronic Auctions; Electronic shopping and

mail-order houses; HUMAMN behavior, SEQUENTIAL analysis
R0 (0)
| BRI ) 2 RS 13 Bl




FtaE #=B - dEw - B& -

p REEES

EBSCOhost
1=[a]
wE
EEFETISEEL 10
B =x e g e stea s
7

BRFEFEERER | EEE BRE. SERAs ST EER | B8R TS IEEE

FiEHEiE:

¥ HTML £3(8088)
¥ HTML W EhssE

® iR
RS e E v
O S

ABNT ( EfEEWE )

© BEMATFERE




Q S7ss=uEss G Y- B- - - 00 9. =

< > C O w

E[E

10 BHFEE,

L S R RIE M T IR T SR A b,

IDRESR A SReELITEE | NAEEE T ENs R FFErs.

ENTRTANS BT EREEmEiEE Web gt | DESERIRIE TELL <a href Frksy HTML AT,

Internet Explorer cHESHSIE | BEE 3, 75 M IEMSEETEERRE By, SRESTEAHNIE T (Ixt) S0FE |, (I HTMLUSZEE (html). & FireFox o, EE <30Y , 75 SiFA "B, & Chrome |, EREMEE HEEREHAE I FENIEEE T EfEchizE

&, https://web.b.ebscohost.com/ehost/delivery?vid=34&sid=f/bb38a8-527d-470f-8b%c-c3a%97fe5bb54%40sessionmgrl0l EE

w1
fire:
F&:

HIE:
SRR
FEEE:

{EERIEcET:

NAIC SATIHLE:

BIDDING BEHAVIOR EVOLUTION IN SEQUENTIAL AUCTIONS: CHARACTERIZATION AND ANALYSIS.

Goes, Paulo B! (AUTHCR) pgoes@elier.arizona.edu
Karuga, Gilbert G2 (AUTHOR) gkaruga@ku.edu
Tripathi, Arvind K3 {(AUTHOR) a.tripathi@auckland.ac.nz

MIS Quarterly. Dec2012, Vol. 36 Issue 4, p1021-1042. 22p. 1 Diagram, 10 Charts, 2 Graphs.
Article

*BIDDING strategies
*INTERNET auctions
*BIDDERS

*RETAIL industry
*MARKETING channgls
*INVENTORIES
*RESEARCH
*COMPETITIVE advantage in business
*AUCTIONEERS
*BIDS

*INVENTORY control
*BID price

HUMAN behavior
SEQUENTIAL analysis

auction design

bidding behavior

bidding strategies

sequential online auctions

561990 All Other Support Services

541614 Process, Physical Distribution, and Logistics Consulting Services
453399 All other miscellaneous store retailers (except beer and wine-making supplies stores)
453398 All Other Miscellaneous Store Retailers (except Tobacco Stores)
452999 All other miscellaneous general merchandise stores

454112 Electronic Auctions

454110 Electronic shopping and mail-order houses

Retailers are increasingly exploiting sequential online auctions as an effective and low cost distribution channel for disposing large quantities of inventory. In such auction environments, bidders have the opportunity of participating in many auctions to learn and
choose the bidding strategy that best fits their preferences. Previous studies have maostly focused on identifying bidding strategies in single, isolated online auctions. Using a large data set collected from sequential online auctions, we first characterize bidding
strategies in this interesting online environment and then develop an empirical model to explain bidders' adoption of different strategies. We also examine how bidders change their strategies over time. Qur findings challenge the general belief that bidders
employ their strategies regardless of experience or their specific demand. We find that bidders' demand, participation experience, and auction design parameters affect their choice of bidding strategies. Bidders with unit demand are likely to choose early bidding
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