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that of the international industries. It is also found that production, infrastructure and industrial de-
velopment have a significant role in promoting poverty alleviation. In view of this, this paper puts for-
ward some suggestions, including national planning, coordinated efforts between different regions,
effective local measures to settle the industrial transfer, service of trade associations, and training of
human resources in the corporations to accept the industrial transfer so that poverty alleviation in the

upper reaches of Yangtze River will be achieved at a faster pace.

The Logical Framework of Precise Poverty Alleviation in Vocational Education

Based on the perspective of urbanization of migrant workers
ZHU Dequan WU LU ZHU Chencheng(70)
Because of the weakness of economic capital, the poverty of social capital and the lack of cultural
capital, the migrant workers find it difficult to get rid of poverty in the process of urbanization, lead-
ing to ineffective economic integration, dilemma of identity integration and hindrance of psychological
integration. Migrant workers find it hard to really integrate into cities or transform into the new citi-
zens. As an effective means of precise poverty alleviation, the vocational education can help migrant
workers improve their employment, expand their social networks and identify the urban civilization
through the exertion of its compensatory and developmental functions. In addition, vocational educa-
tion is of great value in reducing material poverty, eliminating capacity poverty and dispelling cultural
poverty. Therefore, in order to give full play to the value of precise poverty alleviation, the following
points must be included. Firstly, the demands of migrant workers must be accurately analyzed and the
poverty alleviation supplies must be optimized. Secondly, the collaborative supports should be accu-
rate with enhanced poverty reduction efforts. Thirdly, the governance supervision and assessment
should be precise to safeguard the effectiveness of poverty alleviation.

The “Made in China 2025” and the New Missions of Talent Cultivation in Vocational Education
CHEN Peng XUE Han(77)
In the background of the revolutionary transformation of the global manufacturing industry, the
strategy of “Made in China 2025” not only provides a guideline for the transformation and upgrading
of manufacturing industry in our country, but also puts forward the new demands on the scale, speci-
fication and quality of training vocational talents. However, at present, the structural imbalance of
vocational education personnel training in our country, the dissociation between training mode and
practice in manufacturing industry, the lack of openness in training system etc. are incompatible with
the expectation of “Made in China 2025”. Therefore, vocational education should constantly change
the strategies, optimize the structure, construct the integrated mode of “manufacturing plus”, and es-
tablish an open system for talent training so as to assume the new missions of building a powerful

manufacturing country.

An Empirical Study of Self-regulation Mechanism in Chinese Consumers’ Consciousness of
Domestic Products: TheBalance between“Big Self, Small Self and Chinese Products”
ZHANG Yi LI Bingxin LIU Jinping(91)
Under the influence of social norms, such as stereotypes of source countries and face-saving con-
cepts, to form Chinese consumers’ consciousness of domestic products means to transform their prej-
udice or indifference to a preference of domestic products. There must be a balance between big self,
small self and national brand in their attitudes. On the basis of the relevant theories, this research
puts forward the self-regulation mechanism between the patriotic feelings of consumers and their con-
sciousness of domestic products, and the structural equation model approach has been implemented
for the empirical test. It is concluded that national pride, hardship consciousness of national economy
and national collective self~esteem have a significant positive impact on the *big-self” motivation. The
’big-self” motivation has a significant positive impact on consumers’ self-affirmation state and their
satisfaction and identity of domestic brands, and an obvious negative influence on the face-saving con-
cepts and mentality of comparisons and conspicuous consumption; the ’big-self” motivation, consum-

ers’ self~affirmation state and their satisfaction and identity of domestic brands have a significant posi-
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tive effect on the formation of consciousness of domestic products.

The Research Progress of Western Community Psychology in Theory,
Methodology. Fields and Their Enlightenments
YANG Chao CHEN Hong LUO Nian YIN Ming(105)
The results of the research are concluded on the basis of the analysis and summary of the achieve-
ments of the journals of western community psychology in recent 10 years, with an aim to provide
theoretical references for the development of community psychology in our country. The research
draws the following conclusions. First, ecological theory, sense of community theory and empower-
ment theory are the foundations in the research of community identity and community participation.
Second, ethnographic method is of great significance, the quantitative expression and design of empir-
ical research need to be innovated.,and the quantity and quality of mixed research vary in the sequence.
Third, research topics should include value orientation and demand orientation and encompass the
psychological problems of children, adolescents and adults at different stages. Future studies in the
Chinese approach should establish characteristic theories and action standards, cultivate professional

researchers and service staffs and improve the performance of community psychological services.

Knowledge System of Martial Arts Genre and the Research Model of Martial Arts Fictions:

With a Focus on Huanzhu Louzhu’s Fictions HAN Yunbo(115)

There is a typological dilemma in the current research of martial arts fictions. As a research mod-
el, the martial arts knowledge system consisting of martial arts ideology, form construction and mar-
tial arts knowledge is found to be prominent in the fictions by Huanzhu Louzhu. Huanzhu Louzhu,
who started his creation of martial arts fictions in Tanjin in 1932, soon surpassed the fiction models
started by the fictionists Xiang Kairan in South China and Zhao Huanting in North China in the 1920s
and established a complete knowledge system of martial arts fiction as a genre. In the knowledge sys-
tem, the subsystem of martial arts ideology consists of the ideologies of ontology, epistemology, mo-
rality, and practice theory. The subsystem of fiction forms includes characters, events, and scenes
based respectively on the growing-up experience, justice puzzles and miraculous environments of leg-
endary narratives. The subsystem of martial arts knowledge is composed of the knowledges of kung-
fu, weapons and brotherhood worlds. With twenty years’ creation, Huanzhu Louzhu became one of
the most important martial arts fictionists in modern China. He had made brilliant contribution to the

formation of the knowledge system of martial arts fictions.

The Influence of Literati Martial Arts Culture on the Literature in the Mid- and Late Ming Dynasty
JIANG Yong(127)
The late Ming was the critical period of the rising ritual of the literati. The literati martial arts
culture in this period was more concentrated and typical than the previous times in both the number of
supporters and the acknowledgment of martial arts spirits. The idea of “Xia (martial arts)” became an
influential and well-recognized quality of literati, and had been a core aspect of literati spirit. In the
mid-and late Ming Dynasty, the rise of the literati promoted the evolution of the “truth” and “love”
thought in the literature, and became an important part of the plural thoughts.

Compilation of Foreign Literature Anthology and Acceptance of the “Modernism” and Its Validity
XU Yong(148)
There are two extremes in the reception of modern literature in the 1980s in China. One is the
limited theoretical interpretation, and the other is the actual acceptance of modernism by the readers
through their extensive reading. Such a complex situation is immensely seen in the anthology of for-
eign literature. Although the direction for readers to read and accept has been set by anthology preface
and postscript, in fact with the change of reading acceptance context, the phenomenon of reading off-
set will certainly be brought. It is the reading offset that led the modern literature to get a firm foot-

hold gradually and gain wide acceptance.
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