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摘 要 

什麼因素導致企業績效差異？來自不同學科的研究給出了各自的理論解釋，

包括企業所嵌入的制度結構、生產結構、企業自身獨特的知識、資源和能力、企

業家個體特征/認知、企業（家）社會網絡等。然而，現有研究多限于某一方面，

比如社會認知理論側重於討論企業家特征和認知，社會網絡理論則側重於企業

（家）層面的社會網絡，忽視了把企業家認知和企業經營活動所嵌入的微觀社會

網絡整合到同一個框架來解釋企業績效差異。基於此，本文以企業家和企業為分

析層次，結合社會認知理論和社會網絡理論，構建了“企業家認知—企業社會網

絡—企業績效”的分析框架，利用中國 550 家房地產開發企業的問卷調查，採用

Mplus7.0 分析工具，針對企業家認知與企業社會網絡對企業績效影響的研究問題，

得出如下結論： 

本文認為企業家認知由政策環境認知、自身認知和市場需求認知構成，其中

僅僅政策環境認知對房地產開發企業績效有顯著正面影響。這個影響通過直接效

應和間接效應實現，其中對於住宅類房地產開發企業來說，企業家政策環境認知

完全是通過企業的項目選擇與運營對企業績效產生影響；而企業家市場需求認知

和企業自身認知對企業績效沒有顯著影響。企業社會網絡聯繫頻率和關係質量對

企業績效均有顯著正面影響，但是作用機理不同。企業社會網絡聯繫頻率的影響

通過正面的直接效應和負面的間接效應來實現，而企業社會網絡關係質量僅僅是

通過企業的項目選擇與運營的正面間接效應來實現。企業社會網絡與企業家認知

之間有交互作用存在，表現為企業社會網絡關係質量與企業家認知（政策環境認

知、自身認知和市場需求認知）的積極交互作用，企業社會網絡聯繫頻率與企業

自身認知、市場需求認知之間的積極交互作用。 
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本文的研究結論彌補和豐富了當前研究的不足。一方面，本文結論表明，企

業家認知、企業社會網絡并不一定直接影響企業績效，可能通過其他關鍵中介變

量來產生影響，如本文提出的項目選擇與運營。另一方面，本文證實了企業社會

網絡與企業家認知之間存在交互作用，且這種交互作用僅僅產生於企業社會網絡

關係質量，表明有質量的、深入的關係更能影響企業家彼此的知識結構。 

本文研究結論的實踐價值，對於房地產開發企業來說，首先，公司負責人要

重視項目選擇與運營，它是影響企業績效非常重要的變量，而且企業家認知、企

業社會網絡也會通過它來影響企業績效。其次，在構建社會網絡時，企業要在“聯

繫頻率”和“關係質量”之間權衡好，關係質量可以幫助企業項目選擇與運營，

有助於積極影響企業家認知。企業社會網絡的構建需要企業家的資源、精力等投

入，房地產企業家可以採取兩種社會網絡關係構建策略，一是構建沒有目標導向

的一般關係策略；一是構建特定項目聚集的深度關係策略。 

對於房地產行業發展來說，本文的研究結論在一定程度上，也表明我國房地

產行業尚未充分進入市場需求驅動發展，仍然處於宏觀政策下的供給驅動發展，

在此背景下，房地產開發企業非常重視對政策環境的判斷、分析，以及把這些分

析結果納入企業投資決策過程，而相對忽視了對市場需求特徵的判斷，甚至忽視

了對企業自身情況判斷。對於房地產行業發展，本文有兩個政策建議，第一，房

地產宏觀調控政策的制定需要把企業家認知尤其是企業家對政策環境的認知納

入政策制定過程，以更好更有效地指導房地產行業發展；第二，房地產行業的產

業發展政策或宏觀調控政策應該要考慮項目用途的差異，比如非住宅類房地產開

發項目受房地產宏觀調控政策的影響就比較小。 
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ABSTRACT 

Which factors lead to the differences in firm performance? There are 

explanations from different theories, including the institutional structure, production 

structure, peculiar knowledge, resources and capabilities of firm, entrepreneurial 

personalities and cognition, entrepreneurial social network etc. However, many 

researches study firm performance only from a single aspect, such as social cognition 

theory emphasizes in entrepreneurial personalities and cognition, social network 

theory focuses in social network of entrepreneur or firm; both of them ignore the 

combination effects of entrepreneurial cognition and social network. This  thesis 

constructs a framework of entrepreneurial Cognition-Social Network of 

Firm-Performance based on social cognition theory and social network theory, and 

then explores the impacts of entrepreneurial cognition and social network of firm on 

firm performance, using the questionnaires data of 550 property development firms in 

China. 

Entrepreneurial Cognition includes Cognition towards political environments 

(CTP), Cognition towards firm (CTF), and Cognition towards demands (CTD). Here 

only Cognition towards political environments has significantly positive impacts on 

firm performance through direct effects and indirect effects. As for residential 

property development firms, CTP’s significant effects on firm performance is entirely 

through the project selection and operation (PSO). CTF and CTD have no significant 

impacts.  Both linkage frequencies and linkage quality of social network have 

significantly positive impacts on firm performance, but with different mechanism. For 

linkage frequencies of social network, the impact is through positive direct effects and 

negative indirect effects, whereas, for linkage quality of social network, the impact is 

only through positive indirect effects of PSO. There are interactive effects between 

social network of firm and entrepreneurial Cognition. Specifically speaking, positive 

interaction exists between linkage quality of social network and CTP, CTF and CTD. 

Positive interaction exists between linkage frequencies of social network and CTF and 

CTD. 

The results extend the existing literature. On one side, social network of firm and 
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entrepreneurial Cognition do not necessarily show direct impacts on firm performance. 

It maybe through alternative moderating variables, such as the project selection and 

operation for property development firms. On the other side, this  thesis finds there 

are interactive effects between entrepreneurial Cognition and social network of firm, 

especially on linkage quality of social network, which implies high-quality and deeply 

linkage are beneficial. 

The managerial insights for property development firms are discussed. Firstly, 

the decision-maker of firm should emphasize on project selection and operation, 

which is vital in impacting firm performance, and social network of firm and 

entrepreneurial Cognition have positive impacts on firm performance. Secondly, firm 

needs to trade off the linkage frequencies of social network and linkage quality of 

social network. Property development industry has been operating in a supply-driven 

environment with the stimulus of government macro-policies. Under these 

circumstances, the firm should pay great attentions to political environments in an 

effort to analyze investment decisions. It is also found that there are differences in 

project types. 
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