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The Modern Value of Fenglong Mountain Culture Research

From the Perspective of Regional Culture
Zhao Lin, Wu Ran
(Sifang College. Shijiazhuang Tiedao University, Shijiazhuang, 050043, China)

Abstract: The regional culture is the culture based on the region and supported by local history.
Fenglong Mountain Culture has a long history and rich cultural connotations, which forms the typical
characteristics of regional culture. The distinguishing features of Fenglong Mountain Culture is mainly
reflected in the diversity of content, the extensive influence and the continuity of the inheritance.
From the perspective of regional culture the Fenglongshan mountain culture research conforms to the
cultural development needs of countries and regions and helps to promote regional economic develop-
ment. In the construction of colleges and universities, it may improve teaching effectiveness, promote
the development of scientific research and make up for gaps in the study of local regional culture.

Key words: Chinese culture;regional culture;Fenglong Mountain culture; modern value
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Applying Biology Thinking to Understand the Changes in

Business Models in the Internet Era
Fan Wei

(School of Business Administration, Jiangxi University of Finance and Economics, Nanchang, 330032, China)

Abstract: The traditional business models subverted rapidly in the Internet era. The new logic of
value creation made it hard for us to grasp today’s business rules. However, by switching to the per-
spective of biology, we will find that today’s business evolution is still in line with the logic of species
evolution logic. This paper, based on the “evolution”, points out that the changes in business models
in the Internet era are similar to species evolution in natural ecology and still follow the survival of the
fittest principle. Through self — evolution, business models generate three new variables: the new
species, the new entrance and the new soil. The new species, based on the business model of ‘person-
ality’, will bring a new generation of commercial entrance. And the primary soil has shifted from cit-
ies and factories to data and computing.

Key words: the Internet era;the thinking of biology;evolution;the changes in business models



