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Figure 1 Garcia & Calantone’ s Product Innovativeness Re-
search Model
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Table 1 The Measurement of Impulse Purchase Intention
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Table 2 The Scale of Perceived mobile telephone innovation
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Figure 2 The Scale of Emotion Responses
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Table 5 Measurement Model Fit Indices
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Table 7 Correlations among Perceived Product Innovation, Emotion Responses and Impulse Purchase Intention
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Table 8 The Influence of Perceived Product Innovation on Im-

pulse Purchase Intention ( No Mediator)
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Table 9 The Influence of Perceived Product Innovation on Im-

pulse Purchase Intention ( With Mediator)
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Table 10  Correlations between Perceived Purchase Innovation

and Pleasure Emotion
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Figure 3 Path Coefficients of Perceived Product

Innovation to Emotion Responses and Impulse Purchase In-

tention
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Duplicity effects of entrepreneur’s social capital;: A comprehensive view

Bai Xuan', Li Yonggiang', Zhao Dongyang’
(1. School of Business Administration, Southwestern University of Finance and Economics, Chengdu 610074, China;
2. Panzhihua University, Panzhihua 617000, China)

Abstract ; It is significant to fully understand the effects of boost and hindrance caused by social capitals. By using PLS for asses-
sing hierarchical construct models, it is shown that firstly, social capital has the duplicity effect, namely, both negative and posi-
tive influences coexist. Secondly, social support and social cost mediate the positive and negative effects of social capital on en-
terprise innovation performance, respectively. Thirdly, it is highly recommended for entrepreneurs to increase the trust level a-
mong network members, which is helpful for enhancing social support and for decreasing social cost. Finally, the financial and
resource supports due to social capital contribute more to innovation performance than other supports do.

Key words: social capital ; social support; social cost; innovation performance; entrepreneur
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The impact of perceived product innovation on impulse purchase

Chang Yaping', Zhu Donghong', Li Ronghua’
(1. School of Management, Huazhong University of Science and Technology, Wuhan 430074, China;
2. School of Management, Wuhan University of Textile, Wuhan 4300743, China)

Abstract . It has received attention from both industry and academia whether or not innovative products will be purchased by cus-
tomers with an impulsive way. A theoretical model designed to examine the impact of perceived product innovation on impulse
purchase intention is developed from the angle of technology innovation, and emotion responses are taken as mediators. Multivari-
ate statistical method is employed to test the hypotheses by using the evidence from mobile telephone industry. The results show
that appearance and operation innovation have a positive effect on impulse purchase intention, however, function innovation has a
negative effect on impulse purchase intention; pleasure emotion is a mediator between perceived product innovation and impulse
purchase intention, nevertheless arousal emotion is not.

Key words: perceived product innovation; impulse purchase; emotion response



