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The Influence of Entrepreneurial Human

Capital and Personality on Social Networks

LI Zhengwei XIA Wanwan PAN Xiaoxia WANG Louyiwei
( College of Economics & Management Zhejiang University of Technology Hangzhou 310023 China)

Abstract: Based on the theoretical study this paper constructs the concept model of the relationship

between entrepreneurial human capital and personality and social networks through a questionnaire

survey of 119 SMEs and uses a multiple regression analysis to make an empirical study. The results

of the research show that the entrepreneurial actual management experience and technical capability

have significantly positive influence on enterprise social networks

but the entrepreneurial positional

titles have no influence on enterprise social networks; the entrepreneurial extraversion and agreea—

bleness personality have significantly positive influence on enterprise social networks. Above conclu—

sions deepen the understanding of the relationships among the entrepreneurial human capital per—

sonality and social networks

and provide a theoretical reference for developing social networks.
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