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Abstract: The aging society has dawned on China, and the pension industry is now considered to be a sunrise industry. In
2020, the number of people over the age of 65 in Chongqing had reached more than 5.47 million. At present, the mainstream
home-based care, children support, and institutional care cannot fully meet the needs of the elderly for food, housing, medical
care, nursing, and entertainment. The value curve model from “Blue Ocean Strategy” is used to look for innovative,
differentiated competitive strategies. Through community-sharing pension institutions, it is believed that a new model that
provides lower prices and more professional medical care services for the elderly, enriches the spiritual world of the elderly
with rich entertainment activities, and connects social services through an elderly studio to meet the needs of the elderly for

self-realization can be introduced.
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1. Introduction

The aging population in China is increasing year by year, and the pension industry is considered to be a
sunrise industry with great development space [!!. China’s approach to pension mainly includes children
support, home-based care, institutional pension, and other mainstream pension models *. With the
development of internet technology, many scholars have begun to pay attention to intelligent pension,
hoping to use internet technology to address the problems faced in this industry *#l. Although there are
different types of pensions, social pension institutions are unquestionably an important and irreplaceable
part of China’s pension industry [>®. With the dawn of China’s aging population, pension institutions are
now playing an increasingly important role. Due to the expansion of the industry scale, its service quality
and development are now facing many issues and challenges, such as flawed management and operation,
inadequate emotional care, and inferior hardware facilities '*). From the perspective of pension institutions,
this paper explores the innovative development path of social pension institutions.

2. Population profile of the elderly in Chongqing

According to China’s seventh census in 2020, the total population in Chongqing is 32.0893 million, of
which 5.4796 million people are over 65 years old, accounting for 17% of the total population. In 2019, the
total population in Chongqing was 31.8784 million, and the number of people over 65 years old was 5.2589
million, accounting for 16.5% of the total population. On a 10-year scale, the upward trend in terms of the
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number and proportion of the elderly population is evident. According to the statistical yearbook data from
2011 to 2020, the total population in Chongqing at the end of the year was on the rise year by year, and the
population of people over the age of 65 also shared the same trend. In 2019, the elderly population exceeded
the population aged 0—14 for the first time, as shown in Figure 1. The proportion of people over 65 years
old in the city also increased year by year, as shown in Figure 2.

3500
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2500 total population at the
year-end
2000 0-14 years old
1500
15-64 years old
1000
aged over 65
500 +— — ——
0 T T T T T T T T T 1
year year year year year year year year year year
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Figure 1. Population age structure of Chongqing from 2011 to 2020
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Figure 2. Proportion of population over age 65 in Chongqing from 2011 to 2020

According to Chongqing Statistical Yearbook, there were 903 and 927 elderly and disabled service
institutions in Chongqing in 2019 and 2020, respectively; the number of staff was 11,210 in 2019 and
12,083 in 2020; the number of beds was 97,435 in 2019 and 10,2560 in 2020; the number of people in the
hospital at the end of the year was 55,417 in 2019 and 55,529 in 2020 (Figure 3). Compared to 2019, the
number of beds provided by the aged and disabled services increased by 5.3% in 2020, but the number of
people increased by only 1.8%, i.e., 98.2% of people chose alternative care.
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Figure 3. Number of beds in elderly care institutions and number of people in the hospital at the end of the year in Chongqing
from 2019 to 2020

According to literature review, the main elderly care methods selected by the elderly are home-based
elderly care, institutional elderly care, child support, and new elderly care methods, such as sojourn care.
Institutional pension can be divided into medical care institutions and pension institutions. This article
draws on the survey report on the elderly care needs of Ordos City Bureau of Statistics on June 7, 2022.
Although Chongqing and Ordos City are two different places, the needs for elderly care institutions are
consistent.

According to the survey results, 80.3% of elderly live at home, of which 70.2% look after themselves,
6.1% are taken care of by their spouses, and 4% are taken care of by nannies or hourly workers; 17.2% of
elderly live with their children; only 1.5% are in pension institutions, and 4.0% rely on nannies or hourly
workers to take care of their daily needs (Figure 4).
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0.0%
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Figure 4. Proportion of elderly care

The survey shows that when asked “What are the priority services among the elderly care services that
the elderly receive in medical and nursing institutions?”’, good eating and living conditions, good medical
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conditions, high nursing level, rich elderly activities, and high quality of life are five of the most concerned
aspects by the elderly, accounting for 63.6%, 61.6%, 57.6%, 56.6%, and 51.5%, respectively (Figure 5).
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Figure 5. Priority services for the elderly in nursing institutions

The survey shows that when asked “What are the requirements for the personnel in elderly care
institutions?”, the first requirement was professional nursing staff, accounting for 74.2%, followed by daily
management personnel and psychological counseling personnel. When asked “What medical services do
you wish to receive in a nursing home?”, 79.3% of the respondents chose life care services, 71.7% chose
healthcare services, 66.2% chose health management services, and 45.5% chose rehabilitation and
physiotherapy services.

3. Value curve model

“Blue Ocean Strategy” seeks differentiated competitive strategy through value curve model analysis and
innovation. The value curve includes drawing a curve and establishing a value curve model by analyzing
the value level of various products and services provided by the industry for target consumers.

The survey shows that the comparison of home-based care, institutional pension, children support are
the three mainstream pension models, while eating and living conditions, medical conditions, level of care,
and entertainment activities are the four dimensions of service level evaluation that the elderly find
significant. With reference to the “Blue Ocean Strategy,” the value curve models are drawn, as shown in
Figure 6.

From Figure 6, it is known that the elderly generally believe that home-based care and children support
are better than institutional care in terms of eating and living conditions. This is because the average eating
and living conditions in pension institutions are poor, and the fees for pension institutions with good eating
and living conditions are high. For most elderly people, they tend to choose communities, streets, or cheaper
pension institutions with poor eating and living conditions; for home-based care and children support, the
elderly choose their own food and often have an independent room to stay. Pension institutions generally

4 Volume 6; Issue 1



have better medical conditions and level of care than home-based care and children support. This is because
pension institutions are equipped with professional medical staff to take care of the basic physical health of
the elderly and provide basic nursing and mental health care services. The entertainment activities with
home-based care are better than institutional care, while those in institutional care are better than those with
children support. This is because with home-based care, the elderly are given a choice to choose their
favorite entertainment activities. Although institutional care also provides certain entertainment facilities,
the space is limited, and the planned activity may not necessarily be an activity that the elderly like; on the
other hand, those living with their children have limited freedom in view of the age gap and family trifles.

High

Home care —m—
Institutional pension —e—
Child support —a—

Low | | | I 1

Eating and Medical Level Entertainme
living conditions  of care nt activities
conditions

Figure 6. Value curves of the three pension models

4. Four-step framework method

The essence of the “Blue Ocean Strategy” is to find differentiated competitive strategy. According to the
four-step action framework of the “Blue Ocean Strategy,” a differentiated strategy can be established. The
first step is to eliminate the elements that the industry takes for granted. The second step is to create product
elements that the target customers need but have not been considered in the industry. The third step is to
find out which elements should be reduced below industry standards. The fourth step is to increase the
specific elements to the level of industrial standards.

According to the four-step action framework, the blue ocean creativity of the pension industry is
established. The first step is to find out the elements that need to be eliminated in the pension industry.
Providing uniform eating and living conditions is an element that is taken for granted. In addition, the cost
is also high; thus, it can be considered for elimination. The new model does not provide uniform eating and
living conditions; instead, it allows the elderly to live in their original residence.

The second step is to create elements that the target customers need but the pension industry has not
considered. The creation point is the most difficult to find. According to Maslow’s hierarchy of needs,
people strive to meet their physiological needs, such as food and clothing; safety needs, such as property;
need for belonging, such as family and social care; need for respect; and the need for self-actualization. In
view of retirement, the elderly have been out of touch with the social division of the labor system. However,
they have a lot of spare time, rich life experience, and certain skills; hence, they are able to meet their need
for self-actualization by contributing to the needs of the society. The current traditional pension model has
disregarded the needs of the elderly. Therefore, a new model must be created to meet this demand.

The third step is to reduce the gap between the three traditional models of elderly care in terms of
medical and nursing care. The medical and nursing conditions with home-based elderly care and children
support are poor. Institutional elderly care has better medical and nursing care, but its cost is also higher.
In fact, most of the elderly only require basic health management and monitoring. Those who are seriously
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ill would require treatment from professional medical institutions. The medical technologies that ordinary
pension institutions have are unable to meet the needs of the elderly, the cost cannot be reduced, and the
services provided cannot keep up with those needs. In response to this factor, a reduced approach can be
taken to provide only basic health management services and not professional medical services to the elderly.

The fourth step is to increase pension entertainment activities. The material needs of the elderly are
important and easier to meet; however, their spiritual needs are often neglected. Providing rich recreational
activities that the elderly are willing to participate in should be placed at a higher level of attention and
remodeling, and should be studied and constructed as a special topic.

5. Community-sharing pension model

For the pension industry, according to the value curve model and the four-step framework method, we seek
a new model — the innovative, differentiated competitive pension-community sharing pension model
(Figure 7).

High —
Home care —=—
Institutional pension —e—
Child support —a&—
Community sharing pension -----
Low l*/ 1 1 1 1
Eating and  Medical Level Entertainme Elderly
living conditions  of care nt activities studio
conditions

Figure 7. Differentiated competitive strategies for the elderly care model

This main business of this pension model, which is located in the community, is a specialized agency
or company with community supervision. The new institution adopts a membership system, does not
provide accommodation or catering services, and food and accommodation are arranged by the elderly
themselves at home. However, it provides general health management monitoring services, establishes a
health record for each elderly, conducts physical examinations regularly for the elderly, and provides
services for purchasing and delivering medications; it also provides elderly care services according to the
nursing workload and technical level pricing; elderly care training to elderly care professionals and relatives
of the elderly so that they are able to facilitate and care for the elderly; and entertainment services to the
elderly, including elderly dance, singing, painting, tai chi, health exercises, chess, ball games, and other
activities. It also includes the establishment of an elderly studio according to the skills of the members, i.e.,
the elderly, to arrange elderly foreign services and build external contact with appropriate businesses.

There are three profit channels for the new institution. The first is from the collection of membership
fees, which are only used for general health management and health filing. Since there is no need to provide
food and accommodation, the operating cost is low; thus, it can provide more professional medical and
nursing care. The medical team can also share services in several community points. This will alleviate the
problems of idle medical resources and high costs.

The second is from the collection of training fees. The types of training include nursing training and
skills training. Nursing training includes evidence-based training for nursing professionals and non-
evidence-based training for relatives of the elderly. The first type is more expensive and evidence-based;
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the second type charges lower but is not evidence-based. Skills training includes dance, singing, painting,
health exercises, tai chi, and other training; the main purpose of skills training is to enrich the spiritual life
of the elderly and lower the training fees.

The third is from the collection of intermediary fees. According to the skills of the members, a suitable
business is introduced to the elderly to help them earn additional income outside the intermediary fee of
5%—10%. The income of the elderly is often their pension. This income is fixed. Not only can they gain
more income through labor force, but they can also serve the society through it. For example, lectures and
training can be conducted for children or young people and the elderly, respectively.

6. Conclusion

The advent of China’s aging society cannot be avoided. It is crucial to study and invest in the elderly care
industry and provide diversified choices for the elderly with innovative development models. The new
community-sharing pension model can operate at a lower cost and replicate and expand chain institutions.
Taking the community as a unit, higher medical care services, more skills training services, and more
opportunities can be provided to the elderly to provide better care physically and emotionally as well as
increase their income.

Disclosure statement

The author declares no conflict of interest.

References

[1] ZhanY, Wu F, 2014, Exploration on the Planning Strategy of Elderly Care Facilities in Megacities Under
the Background of Aging — Taking Shanghai as an Example. Urban Planning Journal, 10(06): 38—45.

[2] Li S, 2007, Diversified Development of China’s Pension Model. Population Journal, 27(05): 40—43.
https://doi.org/10.16405/j.cnki.1004-129x.2007.05.012

[3] Zhang L, HanY, 2017, The Main Mode, Existing Problems and Countermeasures of Intelligent Pension in
China. Social Security Research, 10(02): 30-37.

[4] Tong C, Wang L, 2016, The Transformation Difficulties and Optimization Paths of Home-Based Care
Services in the ‘Internet +” Era. Guangxi Social Sciences, 32(02): 160—166.

[5] YiY, Zhou P, 2020, ‘Shared Old-Age Care’: Innovative Development Path of Community Home Care
Industry. Theoretical Monthly, 34(03): 88-95.

[6] HaoT, XuH, Yue Q, etal., 2017, Research on the Effective Supply and Realization Path of Pension Service

Under PPP  Mode. Economic and Management Review, 33  (01): 119-125.
https://doi.org/10.13962/j.cnki.37-1486/1.2017.01.014

[7] Liu C, Wang L, 2017, The New Format Under the New Normal: The Residential Pension Industry and Its
Development Path. Modern Economic Discussion, 28(01): 23-27 + 48.

[8] Chen D, Zhang Y, 2015, Impact of Different Pension Modes on Well-Being of Rural Elderly in China: An
Empirical Test Based on CHARLS Baseline Data. Agricultural Technology Economy, 34(04): 80-91.

[9] LiY, FaR, Wang C, 2017, The Development of Service Quality Evaluation Scale for Pension Institutions
Under the Mode of Combination of Medical and Nursing. General Practice of China, 20(30): 3711-3718.

Publisher’s note

Bio-Byword Scientific Publishing remains neutral with regard to jurisdictional claims in published maps and institutional affiliations.

7 Volume 6; Issue 1



Proceedings of Business and Economic Studies, 2023, Volume 6, Issue 1

B Iq - BYWO R D http://ojs.bbwpublisher.com/index.php/PBES

ISSN Online: 2209-265X
ISSN Print: 2209-2641

Review and Comparison of Classical
Entrepreneurial Intention Models

Jiaer Fei*, Wen Liu
Zhejiang Technical Institute of Economics, Hangzhou 310018, Zhejiang Province, China

*Corresponding author: Jiaer Fei, 670010@zjtie.edu.cn

Copyright: © 2023 Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC
BY 4.0), permitting distribution and reproduction in any medium, provided the original work is cited.

Abstract: The study of entreprencurial models carries significance in guiding the development of entreprencurial activities.
On the basis of a literature review, this paper reviews and analyzes six classic and widely influential entrepreneurial models:
entrepreneurial event model (EEM), entrepreneurial intention model (EIM), revised EIM, theory of planned behavior (TPB),
economic psychological model (EPM), and structural model of entrepreneurial intention (SMEI). This paper aims to discuss
the similarities and differences of these entrepreneurial intention models and their applications in different contexts, which

carries important theoretical and practical significance for further research on entrepreneurial behavior and intention.
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1. Introduction

Entrepreneurship not only improves the severe employment situation and effectively contributes to both
economic and social development, but also acts as an important medium for converting new technologies
into products and services. Therefore, scholars have been thinking about a series of issues such as how to
start a business, how to influence it, and how to successfully start a business. Existing research shows that
intent is an important predictor of job-seeking activity and career choice. Intention toward an action reflects
a person’s motivation and enthusiasm for performing that action. Ajzen argues that the greater the intensity
of an intention, the more likely the subsequent action will be [!!. Entrepreneurial intention is a commitment
to the behavior necessary to carry out business activities. This shows that entrepreneurship is an intentional
process and is a basic core dimension of entrepreneurship research 1,

According to Bird, entrepreneurial actions are the direct result of entrepreneurial intentions, and
because entrepreneurial intention has a significant impact on actual entrepreneurship, the entrepreneurial
intention model has been the foundation for numerous studies on entrepreneurship (which encompasses
both empirical and theoretical studies). An analysis and comparison of the representative models of
entrepreneurial intention will be presented, describing how these models have developed through time,
revealing the commonalities and differences between them, and opening up new ideas for in-depth research
on entrepreneurial theory.

2. Review of entrepreneurial intention model

The changes in the entrepreneurial intention model are shown in Figure 1. Beginning in the 1980s, the field
of research has developed six main models: (1) Shapero and Sokol’s entrepreneurial event model (EEM)
B31; (2) Bird’s entrepreneurial intention model (EIM) [*); (3) Boyd and Vozikis’s revised EIM model (revised
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EIM with self-efficacy) Pl; (4) the theory of planned behavior, which was developed by Ajzen (TPB) [!l;
(5) Davidsson’s economic psychological model (EPM) ©); and (6) the framework for understanding
entrepreneurial motivation developed by Luthje and Frankede (structural model of entrepreneurial intention,
referred to as SMEI) 7], These intention models provide a more complete picture of how entrepreneurs act,
showing the antecedent variables of entrepreneurial intention formation and the influencing mechanisms
that translate into entrepreneurial behavior.

SMEI
(Luthje &
Franke, 2003)

TPB
(Ajzen, 1991)

EEM
(Shapero &
Sokol, 1982)

EPM
(Davidsson, 1995)

Revised EIM
(Boyd &
Vozikis, 1994)

EIM
(Bird, 1988)

1980 1990 2000 Year

Figure 1. Changes in the entreprenecurial intention model . Abbreviations: EEM, entrepreneurial event model; EIM,
entrepreneurial intention model; EPM, economic psychological model; SMEI, structural model of entrepreneurial intention; TPB,

theory of planned behavior.

2. Review of the entrepreneurial intention model

2.1. Entrepreneurial event model (EEM)

The initial model of entrepreneurship, as shown in Figure 2, was proposed by Shapero and Sokol in 1982.
According to the model, there are three primary elements that have an effect on an individual’s intention to
engage in entrepreneurial activity: beneficial perception (whether creating a new business is beneficial to
the individual), feasibility perception (self-assessment of work ability and ability to practice one’s own
goals and actions), and action tendency (the propensity to seize opportunities when they are presented). In
addition, a displacement event will have an impact on the connection between an entrepreneur’s intention
and the entrepreneur’s activity.

Beneficial

perception
\,
'S

Feasibility Entrepreneurial .

perception intention F Y Behavior
L
-~

Action Displacement
tendency event

L

Figure 2. Entrepreneurial event model )

9 Volume 6; Issue 1



2.2. Entrepreneurial intent model (EIM) and revised EIM

2.2.1. Entrepreneurial intent model (EIM)

In 1988, Bird devised a model to describe human behavior, called the entrepreneurial intention model (EIM).
This model was based on the cognitive theory, as shown in Figure 3. Bird defines entrepreneurial intention
as “the intention or inclination to own one’s own business or start a new one.” According to the EIM model,
personal and contextual factors influence entrepreneurial intention. Personal factors include entrepreneurial
experience, characteristics, and abilities, while environmental considerations include social, political, and
economic environments, as well as factors such as relocation, market shifts, and government regulation.
Background influences include rational analytical thinking and intuitive holistic thinking, which in turn
determine entrepreneurial intentions. Creating a business plan, evaluating opportunities, and other goal-
oriented tasks that are necessary for starting a new company are all examples of these thought processes.
In this model, entrepreneurial intent reflects a state of mind that helps entrepreneurs in putting their business
ideas into action, yet surprisingly, no empirical studies have been found to test the EIM. The main reason
is that it is challenging to formulate measures for the construction of “rational analytical thinking” and
“intuitive holistic thinking.” Hence, there is also a lack of empirical testing of the revised EIM (covering
all structures).

a8 )
Social, political, .
. Personal experience,
and economic 1 e
) traits, and abilities
environment
\ _J
A 4 .
( N
Rational analytical Intuitive holistic
thinking thinking
\- Y,

Entrepreneurial
intention

A 4

Entrepreneurial
action

Figure 3. Entrepreneurial intent model 4

2.2.2. Revised entrepreneurial intent model

The EIM model of the self-efficacy belief structure was developed by Boyd and Vozikis and built on Bird’s
original EIM model. Figure 4 depicts the revised EIM. According to Boyd and Vozikis, in order to predict
entrepreneurial intentions and actions, self-efficacy is crucial. Self-efficacy adds information about
cognitive intention formation. In the revised version, both rational analytical thinking and intuitive holistic
thinking play a role in forming entrepreneurial intentions. Rational analytical thinking produces behavior-
oriented attitudes toward goals, while intuitive holistic thinking leads to increased levels of self-efficacy.
According to this model, the relationship between entrepreneurial intentions and entrepreneurial behavior
1s mediated by an individual’s sense of self-efficacy, in which this sense of self-efficacy is a product of
cognitive thought processes.
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Figure 4. Revised entrepreneurial intent model P!

2.3. Theory of planned behavior (TPB)

The theory of planned behavior (TPB) is shown in Figure 5. TPB is an extension of the rational action
theory (TRA). Ajzen added the notion of perceived behavioral control to the theory of rational action. The
definition of perceived behavioral control is an individual’s perception of an action’s ease of performance.
Entrepreneurs use their past experiences to envisage the possible challenges and obstacles when performing
a specific behavior, and then determine the necessary resources, opportunities, capabilities, etc., for
entrepreneurial implementation. Subjective norm is a term that describes the social pressure that people
experience when doing certain things. It is related to the attitude of others, whether it encourages one to
start a business. Entrepreneurial attitude is how someone feels about being an entrepreneur, which in turn
depends on how they feel about the results they expect from being an entrepreneur. It is considered when
deciding whether or not to embark on a business venture (that is, behavioral belief). If the individual thinks
that entrepreneurship is beneficial, then the individual’s attitude toward entrepreneurship will be positive;
otherwise, the individual will have a negative attitude.

When it comes to the study of entrepreneurial intentions, the use of TPB is becoming an increasingly
common methodology in the field of entrepreneurship. Developing countries, like Iran, have created and
tested a conceptual model based on the TPB that combines internal personality factors with external
situational factors to determine how they relate to motivation factors and entrepreneurial intentions.
According to the results, entrepreneurial attitudes, subjective norms, and perceived behavioral control are
all strongly linked to entrepreneurial intentions, with perceived behavioral control being the strongest link
(81 In 2020, Ahmed et al. surveyed the data of 348 graduates from eight universities in Pakistan and tested
the positive effect of TPB between entrepreneurship education and entrepreneurial intention 1,
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2.4. Economic psychological model (EPM)

Davidsson have put forward an economic psychological model of what compels people to start their own
business. Figure 6 shows what the model looks like. Davidsson made an effort, within the framework of
this model, to combine pertinent aspects of previously published models in order to develop a model of
students’ intentions to engage in entrepreneurial activity. The primary difference from the previous model
is that belief is the main determinant of intention. In Davidsson’s model, it is assumed that both general and
domain attitudes are affected by a person’s background. General attitudes are about how a person is in
general, while domain attitudes are about how a person feels about entrepreneurship in particular. In
addition, the model takes into account situational or contextual factors. For example, it is assumed that
current employment status affects beliefs and intentions.

We contend that a person’s general attitudes and attitudes toward a particular domain can reinforce the
person’s belief that reflecting entrepreneurial behavior is appropriate. The revised EIM and TPB along with
this structure are used to describe perceived behavioral control over self-efficacy. Davidsson have
conducted an experiment to test the model using a random sample of 1,313 Swedish individuals with age
ranging from 35 to 40, and the results largely support the model. General attitudes and domain- specific
attitudes have significant explanatory effects on beliefs and significant effects on intentions.
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2.5. Structural model of entrepreneurial intention (SMEI)

Figure 7 illustrates the structural model of entrepreneurial intention, developed by Luthje and Franke,
which takes into account the influence of attitudes on entrepreneurship. According to the model, attitudes
act as mediators in the relationship between fundamental personality traits and certain entrepreneurial
behaviors. The intention to launch new businesses is thought to be indirectly influenced by personality traits
that influence entrepreneurial attitudes, such as risk-taking and internal controls. Additionally, the model
emphasizes the importance of background factors. It looks at how background factors (supports and
impairments) have a direct influence on the decision to start a business. In line with Luthje and Franke’s
research, Karimi’s model takes into account of both intrinsic personality factors (such as the need for
achievement, willingness to take risks, and internal control) and extrinsic background factors (such as
perception impairment and support) in order to determine how they relate to motivational factors and
entrepreneurial intentions.

Background factors

Personality traits Perception Perception
impairment support

Risk-taking

Entrepreneurial attitude Ent'reprer.leunal
/ intention

Endogenous variables

Internal locus
of control

Figure 7. Structural model of entrepreneurial intention [*!

3. Conclusion

First of all, every model is dynamic. All of these models, which place an emphasis on pre-entrepreneurship
practice, have been created based on the self-efficacy theory and the attitude and behavior theory. Due to
the changes in external factors and the passage of time, they are featured with dynamic changes, and
external variables are thought to influence intentions inadvertently by influencing attitudes. These intention
models, while using different approaches in explaining entrepreneurial intentions, do not appear to differ
significantly.

These models have been created to describe entrepreneurial motivations, which is the second purpose.
There is some commonality between EIM, two recently established models (EPM and SMEI), and other
intent models. However, they provide little information on how entrepreneurial intention as a predictor of
entrepreneurial action is formed at individual or social levels. EIM, for example, emphasizes rational and
intuitive reasoning. The construction of attitudes, social norms, or perceived behavioral control is not
included in the model. Furthermore, EPM and SMEI are primarily concerned with entrepreneurial attitudes
and external or situational factors. They do not take into account the impact of social norms on the
establishment of entrepreneurial intentions. Similarly, SMEI provides no information on the impact of
individuals on their perceived ability to engage in entrepreneurial actions. In comparison to other models,
EIM, EPM, and SMEI clearly lack empirical testing. On the other hand, EEM, revised EIM, and TPB have
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been widely used in the field of entrepreneurship research.

Which intention model is better suited to explain college students’ entrepreneurial intentions in the
context of entrepreneurship education? Which model, in other words, may be used as the study’s theoretical
framework for analyzing how entrepreneurship education affects students’ entrepreneurial intentions?
These questions have led to comparisons among intentional models. Domestic scholars in the field of
entrepreneurship should base themselves on local characteristics, abide by the law of market development,
attempt to meet the market demand, and use foreign research results to design an entrepreneurial model that
is suitable for our country’s situation.
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1. Introduction

The year 2022 marked the 30th anniversary of the normalization of relations between China and South
Korea. Driven by global economic integration with the expansion of economic and trade cooperation
between China and South Korea as well as the increasing coupling of industrial structures, both sides have
become important trading partners of each other. A series of economic and trade organizations and bilateral
and multilateral cooperation have been established. However, with the administration of Yoon Seok-yeol,
there has been a return to trade protectionism and conservatism within South Korea, a change from the
previous economic and trade model to an economic policy that emphasizes “pro-US, distant-China” and
“selective barriers” in addition to a radical politicization of economic issues. While undermining the
inherent economic and trade cooperation system between China and South Korea, the political identity of
South Korea on the Chinese side has been affected to a certain extent with increasing tensions in East Asia.
Using the comparative analysis method and the historical agenda review method, by reviewing the proposed
trade policy of Yoon’s administration toward China and its main contents as well as comparing it with the
previous government, the main features of its economic and trade policy transitions can be identified and
further analyzed in terms of the impact they have had on the Korean economy and politics, such as
benefitting the construction of a new self-cyclical industrial ecosystem, enhancing its international
economic influence, cooling relations with China, increasing geopolitical tensions, etc.
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2. Status

Korea is an export-oriented country with a total trade import and export value of US$ 1.2596 trillion in
2021, ranking eighth in the world. The country’s economy is influenced by foreign trade to a relatively
large extent. Due to the continuous growth of China, Korea’s number one trading partner, the industrial
complementarity between the two countries in a number of areas is gradually decreasing, and the trade
structure between China and Korea is changing from a complementary structure with division of labor to a
competitive structure. The trade specialization index (-1 to +1) has shown that from 2011 to 2021, China
and Korea were in a “competitive” relationship in the aerospace sector (0.082), but Korea was at an
“absolute disadvantage” and a “relative disadvantage” to China in the fields of pharmaceuticals (-0.516)
and computer and office equipment (-0.433), respectively !). The continuous growth of the siphoning effect
of China’s trade and economic activities on Korea has absorbed a large amount of Korean investment in
China. By the end of 2021, Korea had invested a total of US$ 90.23 billion in China, while China had
invested only US$ 7.61 billion in Korea. South Korea, formerly an information technology (IT) powerhouse,
had also “ceded” its technological dominance in several high-tech industries to China, with Korea
Technology Planning and Evaluation Institute (KTPI) stating in its 2020 Technology Level Report that
South Korea’s technological level, which was three years ahead of China’s in 2010, will be 0.1 years behind
China’s in 2020 1. As the leader of the Conservative Party, Yoon chose to pursue a conservative economic
policy after becoming president, politicizing the country’s economic issues and causing a return to trade
protectionism across Korea. In terms of multilateral relations, Yoon has made “pro-US and distant-China”
the core ideology of his policy, shifting from the diplomatic neutrality of his predecessor’s administration,
mainly in the form of Korean-US integration and decoupling from China.

3. Key elements of the transition

3.1. Refocusing foreign economic cooperation through a “tilt toward the US” policy

Moon’s government was facing not only domestic conflict over the impeachment of Park Geun-hye, but
also high international tensions over the US-Korea-North Korea nuclear issue and the US-China Terminal
High Altitude Area Defense (THAAD) crisis. Hence, the goal of foreign economic cooperation at that time
was to stabilize people’s livelihoods and seek a new impetus for Korea’s economic growth within limited
diplomatic space. This was why the Moon Jae-in administration adopted the “New Economic Vision for
the Korean Peninsula,” the “New North Policy,” and the “New South Policy” to divert the focus of foreign
economic cooperation. In addition to strengthening the military alliance between South Korea and the US,
the government also strengthened economic cooperations with Russia, ASEAN, India, and other countries,
maintaining normal economic relations between China and South Korea under the China-Korea Free Trade
Agreement (FTA) and reducing the impact on Korean companies that have close economic relations with
China due to the US sanctions against China. At the same time, North Korea was also included as the focus
of South Korea’s foreign economic cooperation in order to ease tensions over the nuclear issue on the
peninsula and improve South Korea’s international political status.

However, with the deepening international strategic competition between the US and China, the
pressure on Korea to compete with the big powers intensified. The US no longer tolerated South Korea’s
“two-way hedging” strategy and initiated a number of multilateral cooperation mechanisms, such as the
Indo-Pacific Initiative and the Quadripartite Talks, with the aim of geopolitically isolating China and
politically grouping it. The US also adopted a political bloc approach. The 2021 US National Medium-
Term Strategy Report repeatedly states that the US will promote cooperation with “like-minded” countries.
Therefore, whether due to political oppression by the US or the coercion of other capitalist countries, South
Korea must expand its economic cooperation with the US. In addition, the rapid development of China’s
high-tech industries, the deepening of structural industrial conflicts between China and South Korea, as
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well as the shift from cooperation to competition between the two countries made it necessary for South
Korea to adjust the depth of its industrial cooperation with China based on industrial interests.

As a traditional Western establishment politician, Yoon places emphasis on the Korea-US partnership,
attempting to use the policy tilt to focus the fragmented economic partnership and expand the reach of
Korea’s economic influence based on this. While structuring economic cooperation, it has greatly
strengthened the adhesion of the Korea-US industrial chain and intentionally maintained the technological
generation gap with China to safeguard Korea’s economic pre-eminence and independence 2. At the same
time, political and economic alliances have been used to actively explore the Indo-Pacific, ASEAN, and
Eurasian markets in an attempt to politicize the economy and seek collective economic security. The core
path of the Yoon administration is to establish Korea as a “global hub country” by participating in economic
and political organizations and connecting Europe, Asia, and Africa, while taking the Indo-Pacific
Economic Framework (IPEF) as the core 31,

3.2. Two-way hedging, cooperation with China

South Korea’s political, diplomatic, and military autonomy was greatly affected by the 2016 THAAD’s
entry into the Republic of Korea (ROK), leading to a freeze in Sino-South Korean relations, and the security
dilemma caused by the division of the peninsula and the ROK-US alliance. As a result, Moon’s government
adopted an “ambiguous strategy” policy toward China and the US in order to reduce tensions. The policy
consists of three external dimensions: not taking sides neither with China nor the US; a vague discourse on
China and the US, without expressing a clear position; and a specific analysis of the economic and military
aspects of China and the US. At the same time, Moon actively promoted economic ties with India, ASEAN,
Russia, and other countries and was committed to reducing its trade dependence on China and the US by
diversifying its import and export markets as well as building multiple import and export market focuses,
so as to achieve “China-US-other-country” risk hedging.

Under the Yoon Seok-yeol administration, China has been Korea’s top foreign trade partner for 18
consecutive years, with large volumes of transactions. China is also a major supplier to Korea in the
materials market, in which more than 80% of the key raw materials for electric vehicle batteries imported
by Korea, including lithium, cobalt, and graphite, come from China, and nearly 85% of the anodes and 73%
of the cathodes used in electric vehicle batteries are imported from China [“l. There are conflicting
diplomatic tendencies and political relations between South Korea and the US, and China has a high geo-
security priority for South Korea. There are also cultural and historical commonalities between South Korea
and China Pl A systematic pattern of intensive cooperation has developed over the three decades of
diplomatic relations between China and South Korea. As a result, it is difficult for South Korea to achieve
complete economic decoupling from China. Yoon has attempted to maintain a generally dynamic and
balanced structure in the economic exchanges between major powers, rather than completely falling back
on the US, thus adopting a “two-way hedging” strategy between China and the US and to some extent
maintaining cooperation with China and granting relevant policy preferences. After the Regional
Comprehensive Economic Partnership (RCEP) came into effect, both China and South Korea made high-
level open commitments to creating better conditions for trade and investment liberalization and facilitation
between the two countries, forming a superposition effect with the existing FTA between China and South
Korea, promoting cross-border flows of goods, technology, services, and capital, as well as injecting strong
momentum into regional economic integration.

4. Impact
4.1. Alleviating structural contradictions within Korea
The supply chain of Korea, as an export-oriented country, is becoming increasingly vulnerable as the
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strategic game between China and the US intensifies. The geo-economic competition between the two
countries is intensifying as the industrial division of labor between China and South Korea is gradually
shifting from a vertical one to a horizontal one. There is a serious brain drain from some of South Korea’s
advantageous industries and an erosion to its advantages due to the lack of industrial innovation; in addition,
the technology gap with China is narrowing. In the age of the pandemic, Korea’s economy has suffered a
serious downward spiral, resulting in a decline in the quality of national life, a surge in housing prices, and
a rise in the Gini coefficient, which has led to sharp social tensions and other problems . Therefore, in
order to strengthen the security of the country’s supply chain, the Yoon Seok-yeol administration has
promoted a new level of bilateral and multilateral cooperation based on a supply chain restructuring strategy
by adjusting partnerships with India, ASEAN, and European countries and changing the focus of Korea’s
global industrial division of labor. The new foreign economic policy has strengthened cooperation with the
US in high-tech fields, such as semiconductors, increased investments in high-tech fields, promoted
industrial innovation, and maintained the technology gap with China. In addition to this, Yoon’s
administration has vigorously pursued domestic industrial reforms aimed at expanding domestic demand
and building Korea’s internal circulation, which are conducive to ensuring the country’s economic security
and injecting vitality into the country’s economy in an international context of competition between major
powers.

4.2. Exacerbated political and economic tensions in East Asia

The geopolitical impact of Yoon’s trade policy shift toward China has been mainly in the form of increased
regional rivalry and a “new cold war” dynamic. Intuitively, it has directly led to a certain degree of rigidity
in Sino-Korean relations. The economic decoupling has also brought about political indifference, with its
connotations of diplomatic gifts, and dragged the economic relations between China and South Korea into
a political narrative, sensitizing and sharpening the economic and trade exchanges between the two
countries. The exchange of core technologies, their personnel, and pillar industries, and the openness of
markets have all suffered as a result of the political breach of trust, prompting an unbundling of regional
cooperation between two important East Asian economies, a spillover of resources that had been circulating
within the region, and the reawakening of political conflicts in East Asia that had been put on hold, thus
resulting in region-wide economic sensitivity. Both North Korea and Japan, which are closely linked to
South Korea, can hardly remain oblivious.

On the one hand, the promising inter-Korean relations have taken a turn for the worse due to political
polarization. China and North Korea, as important political and cooperative allies in close proximity, have
strongly bound diplomatic and geo-bloc interests. The strong westernization of South Korean economic
policy has triggered a crisis of confidence in North Korea, a socialist state that has not undergone full
marketization. It is difficult to break the security dilemma between the two countries. In its quest for
international status and political alliance, an economically hampered North Korea may develop a nuclear
strike capability vertically, seeking to break down economic barriers with the political leverage that comes
with nuclear deterrence. In March 2022, North Korea resumed its test of an intercontinental ballistic missile,
which passed through the South Korean mainland and a part of the Japanese island chain before crashing
into the Sea of Japan, bringing the situation in the Korean peninsula back into a new cycle of tension.

On the other hand, Japan and South Korea, which are in the same Western camp, have difficulties in
generating complete mutual trust due to complex historical and cultural issues, geopolitical locations, and
similar industrial models and structures established after the war; at the same time, it is impossible to have
embedded cooperations in their economic structures. As South Korea and Japan are both allies of the US
in the Asia-Pacific region, they are naturally very concerned about the level of cooperation and diplomatic
alignment of the US. The rapid turnaround and aggressive international performance of Yun’s
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administration under US influence is likely to sting Japan, which is in a similar position, and force Japan
to reluctantly choose to cede more domestic interests or make more drastic diplomatic statements, causing
economic and political internal conflicts between the two countries in search of alliance recognition to
achieve a higher priority for cooperation. With competition gradually replacing cooperation between Japan
and South Korea, the already thin political identity could easily turn into bitter rivalry, further fragmenting
the East Asian landscape.

5. Conclusion

The shift in Yoon’s policy toward China is mainly in areas of “building a comprehensive alliance between
the ROK and the US” and “maintaining limited cooperation with China.” However, its overall foreign
economic and trade policy shows a clear “pro-US” stance. As a result of the Yoon administration’s regional
political bloc, relations between China and South Korea are turning cold and the situation in East Asia is
becoming more tense. However, with the help of the US, South Korea will expand their cooperation with
the US in various fields, trade protectionism between the two countries will rise, there is hope that South
Korea’s domestic economy will see a certain degree of recovery, and South Korea-Japan relations will also
see normalization in the short term. However, in view of the escalating strategic competition between China
and the US and given that South Korea is already in a multi-dimensional and complex level of dependence
with both the US and China, South Korea should adopt a balanced policy between the two countries and
dynamically adjust the depth of cooperation with both countries in different industries in order to achieve
South Korea’s foreign strategic objectives in a phased manner. A blind defection to the US, however, will
raise the threat to South Korea’s economic and military autonomy. As the sixth largest economy in the
world, South Korea is located in the buffer zone between the continental and maritime civilizations of East
Asia, and its geographical location is of great strategic importance.
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1. Introduction

In the new media era, the channels for obtaining commodity information and shopping channels are
becoming more diversified. This leaves a great impact on the traditional marketing mode. In order to stand
out among competitors, enterprises are bound to make changes, such as building a new media marketing
model, further expanding their product market share, and creating a good brand image. Enterprises should
actively respond to the challenges in the new media era. First, they should change their marketing concepts,
create Douyin, Kuaishou, and Weibo accounts, broaden their marketing channels, comprehensively
promote new products and brand culture, and further expand their influence. Second, enterprises should
boldly innovate new media marketing content, not only to highlight brand characteristics, but also to be
approachable and innovative, deepen the impression of consumers toward certain products and brands, as
well as further enhance their sales and market competitiveness.

2. Advantages of new media in enterprise marketing

2.1. Realize two-way interaction with consumers

New media can provide enterprises with diversified product information promotion channels and customer
feedback channels, further promote enterprise-enterprise, enterprise-consumer, and consumer-consumer
interactions, and enable them to communicate directly through the internet. The two-way interaction
between enterprises and consumers can be realized. This is helpful for enterprises to understand consumer
demands and address consumer complaints, so as to improve customer satisfaction [l In addition,
enterprises can display product information on the new media platform and use technologies, such as big
data and cloud computing, to accurately and quickly collect consumer data, divide the audience group, and
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collect customer feedback. This is convenient for enterprises to carry out data collection and provide
accurate data for enterprise marketing decisions.

2.2. Diversified means of communication

New media can be divided into two categories: network and mobile phone. This makes it easier for
enterprises to select their preferred new media platform in consideration of the characteristics of their
products and audience group as well as further broaden their marketing means. First of all, network
marketing includes web page production, Weibo promotion, microfilm marketing and other means, all of
which require advanced computer technology and a substantial amount of advertising expenditure
21 Secondly, mobile marketing includes WeChat official account, all kinds of short video applications, and
mobile advertising push to facilitate consumers to browse product-related advertisements on their mobile
phones. It can be seen that new media marketing provides diversified marketing means for enterprises,
which is helpful to broaden their marketing channels [*/,

2.3. Relatively low marketing cost

The traditional marketing mode is mainly based on multilayer distribution, followed by general agents,
distributors, retailers, and consumers. This system involves many enterprises, and marketing is required in
every link. This virtually increases the marketing cost of enterprises. New media enables enterprises to
achieve peer-to-peer and fragmented marketing, promotes direct interaction between enterprises and
consumers, provides consumers with up-to-date product information, and reduces the marketing costs of
enterprises. At the same time, enterprises can use new media, such as short videos and Weibo, to carry out
marketing, spread product information and corporate culture at home and abroad through the internet,
expand brand awareness in the shortest possible time, and obtain certain benefits through new media
platforms to balance corporate marketing expenditure and increase corporate revenue 41,

3. Challenges faced by enterprises in marketing from the perspective of new media

3.1. Unclear consumer orientation in enterprise marketing

With the prevalence of new media, many enterprises have begun to use new media for marketing. However,
the target customer base and market positioning of new media marketing are not specific enough, which
affects the quality of new media marketing. For example, some enterprises do not analyze their target
customer base before using Weibo, WeChat official account, and short videos to carry out marketing. By
using these platforms, they cater to young consumers, but the needs of middle-aged and elderly customer
groups are neglected; thus, they are unable to win consumer recognition 1*!. In addition, there are enterprises
that disregard honest management in the process of new media marketing; they tend to exaggerate the
efficacy of their products, divulge customer information, and transmit poor values, which would affect their
corporate brand image.

3.2. Flawed new media marketing system

With the emergence of new shopping methods, such as online shopping, group shopping, and live broadcast
with goods, it is difficult for the traditional enterprise marketing concept and marketing mode to meet the
needs of consumers and the development of the market economy. Although many enterprises have now
begun to use new media to carry out marketing, an ideal marketing system has yet to be established. The
new media marketing platform is relatively single, the management of the platform is disorganized, and
product information is rarely updated on time. Enterprise marketing strategy decisions may be affected
when enterprises do not use new media to collect market and customer information or integrate the
traditional marketing mode with new media marketing [°).
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3.3. Lack of talents who are proficient in new media marketing

In the transformation process of the marketing mode, many enterprises tend to neglect talent training and
fail to introduce new media operation, new media marketing, and digital operation professionals in time.
Hence, they are unable to fully utilize the advantages of new media marketing. For example, the new media
marketing effect of enterprises that lack new media marketing talents, poorly manage their new media
platforms, and are unable to deal with online customer information and product data in time will be affected
(71, In addition, although some enterprises have introduced talents who are proficient in video editing and
webpage production, they have neglected to introduce talents with new media marketing and management
experience, which hinders the pace of enterprises to expand their market.

3.4. Lack of innovation in new media content

There are many new media platforms, and the competition is becoming increasingly fierce. Only novel and
creative marketing advertisements, copywriting, or short videos can attract consumers’ attention. However,
when these enterprises use new media for communication and marketing, they remain inattentive to the use
of creative advertising videos and words and disregard the social trends and selling points of their products;
they are still under the traditional marketing mode and thus provide only brief information on their products
(8] On the other hand, some enterprises blindly follow the trend, reproducing the copywriting, advertising
videos, and materials of other enterprises. The similarity causes the materials to lose their appeal to the
audience, thus affecting the operation of new media platforms.

4. Enterprise marketing strategy optimization from the perspective of new media

4.1. Change the marketing thinking and construct a new media marketing system

The management of enterprises should change their marketing thinking, attach importance to the role of
new media in marketing, build a new media marketing system, set up new media marketing departments,
formulate marketing incentive standards, and further promote the concept of new media marketing. First of
all, enterprises should improve their marketing organizational structure, set up new media marketing
departments on the basis of retaining traditional marketing advantages, such as the television and
newspapers, as well as create new media accounts, such as Douyin, Weibo, and Kuaishou. The marketing
department should be encouraged to learn new media marketing techniques. The management of enterprises
should clarify the functions of new media marketing departments, encourage them use new media to collect
market data and target customer group data, accurately recognize the needs of the target customer group,
analyze all kinds of customer data, and promote the integration of new media and the traditional marketing
mode ). Secondly, the marketing department should clarify its internal management responsibilities,
arrange people who will be responsible for each new media platform, and allow them to make decisions
when handling these platforms, such as uploading and updating product information, replying to consumers
via online messages, forwarding enterprise-related information, efc., to maintain activity and popularity of
the enterprise accounts as well as increase the number of consumers who browse the products or enterprise-
related information. Enterprises should further improve their marketing organizational structure, set up new
media marketing departments, clarify the management responsibility to individuals, further promote the
transformation of the marketing mode, and seize the market as soon as opportunity arises.

4.2. Innovate new media marketing content to attract consumers’ attention

New media marketing helps enterprises not only to obtain expected economic profits, but also to establish
good social reputation, promote corporate culture, and enhance the soft power of corporate culture. First,
enterprise management should learn from successful enterprise marketing cases, base on its product
characteristics and target customer base, define new media marketing objectives, innovate its marketing
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content around this goal, and create marketing programs or advertisements that can attract consumers’
attention. Enterprises should also learn from the currently popular emotional marketing, hunger marketing,
audience experience sharing marketing, and other methods; shoot personalized promotional films, design
new media marketing programs, and avoid using the copywriting or designs of other enterprises. Each
enterprise should highlight its own culture and product characteristics. For instance, enterprises can
consider keeping up with the current national craze, shooting national-style promotional videos, and using
calligraphy to write out advertising words to ensure that these unique new media marketing methods attract
consumers. Second, enterprises should integrate brand culture into new media marketing, promote brand
culture, and convey unique humanistic concepts and cultural heritage through new media marketing, which
will not only promote their corporate brand, but also enhance corporate awareness; this in turn would
enhance product sales. For example, enterprises can consider keeping up with current events, conveying
positive social energy, forwarding videos and news related to major national festivals, traditional cultures,
and famed role models, as well as providing enterprise-related links to retweeted messages so that more
consumers will be able to gain access enterprise-related information. This would also expand the enterprise
audience and enhance their brand influence 1%,

4.3. Carry out diversified marketing to improve the new media marketing level

First of all, enterprises should be fully aware of the features available for all kinds of new media platforms,
select platforms that meet the needs of their products, target customer group, and elite customer
management, build diversified new media marketing models, and optimize online and offline marketing
lines to provide consumers with diversified and convenient services as well as expand the customer
base. First of all, the marketing department should set up a WeChat and short video official account and
create a mobile phone application to connect with consumer groups of different ages, occupations, and
needs as well as to further improve the quality of online marketing. For example, enterprises can cooperate
with Big V, internet celebrities, and those active in self-media to promote their products by means of live
broadcast, cloud visits, etc., so as to meet consumer needs, especially white-collar workers and college
students ', Secondly, enterprises should optimize the management system of their official website,
WecChat official account, and short video platform, define the content of their online services, respond to
online inquiries and complaints in a timely manner, as well as improve the quality of their online marketing
services. At the same time, the marketing department should use new media to collect consumer
suggestions, such as product use experience, sales staff attitude, after-sales service, and other data, further
improve the new media marketing database, and provide scientific data for strategic marketing decision-
making. For example, marketers can consider collecting consumers’ feedback under the enterprise new
media platform, evaluate the online marketing platform, and communicate with consumers online to listen
to their online shopping experience, so as to further improve the speed and accuracy of market information
feedback and the quality of new media marketing %!,

4.4. Strengthen the training of marketing personnel and improve the marketing ability of new media
Enterprises should attach importance to the training of new media marketing personnel, comprehensively
promoting market research, product marketing, and brand promotion, further expanding product market
share, and increasing their own income. First, enterprises should actively introduce talents who are
proficient in new media operation and marketing technology to meet modern-day demands, which include
short videoclips, soft text design for advertisements, and marketing plans. For example, enterprises can
formulate recruitment plans through Douyin, Weibo, and WeChat official accounts and employ compound
talents who are proficient not only in marketing and business management, but also in new media operation
and management, so as to create new media marketing teams with innovative spirit, craftsman spirit, and
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service spirit. In addition, enterprises should also organize regular trainings for marketing departments;
these trainings should be conducted through online courses and expert lectures, so that the marketers can
fully understand the operation and management capabilities of Douyin, Meituan, Weibo, and other new
media platforms, thus making them qualified for new media marketing. Second, enterprises should take
note of the sales volume, customer base, and product use experience of different platforms as well as attempt
to develop the market research team so that they may understand not only the marketing models of similar
enterprises, but also their own shortcomings. In this way, marketing plans can be modified accordingly
[13] Market research teams may consider collecting sales data, customer satisfaction data, and online
feedbacks from platforms, such as WeChat, Weibo, and Douyin, before analyzing these data, inferring the
needs and favorite marketing model and services of consumers, and submitting new media marketing data
reports to help enterprises make correct marketing decisions.

4.5. Strengthen marketing platform construction and build a joint marketing system

First of all, enterprises should use new media to build a joint marketing system, select different new media
platforms based on the products and customer groups, put up advertisements reasonably, and speed up the
advertising process. Marketers should not restrict themselves to one particular new media platform; instead,
they should integrate all kinds of new media platforms to realize the exchange of needed goods on each
platform, so that more consumers can relate to the enterprise and its products. They should accurately locate
the target customer group, achieve accurate product and advertising push, and improve the online marketing
order rate ['*]. At the same time, marketers should also realize “joint marketing” between various new media
platforms and promote enterprise preferential information, free experience, and interesting activities on
various platforms, so as to further increase the popularity of the products and improve both online and
offline marketing performance. Secondly, enterprises should actively create a new media marketing matrix,
establish an official website, cooperate with mobile clients and e-commerce platforms, promote new
products, preferential activities, and other information on major new media platforms, and further expand
the audience group so as to increase brand influence over a short period of time. For example, enterprises
can cooperate with mobile bank, WeChat, and Weibo clients to increase advertising, so that consumers can
learn and understand these enterprises and their products better through various applications; in addition,
they can also introduce a variety of discount information to attract more consumers to download these
applications, so as to achieve a win-win situation with their mobile clients '*!. In addition, enterprises can
also cooperate with e-commerce platforms to sell live, push out online exclusive offers, create a hungry
market environment, and further promote online orders, so as to improve the level of new media marketing.

5. Conclusion

Enterprises should keep pace with the times, establish the concept of new media marketing, combine
traditional marketing with new media marketing, build a new marketing system, introduce new media
marketing talents, and tailor new media marketing methods for themselves. They should also open up new
media marketing channels, such as WeChat, Weibo, and Douyin as well as integrate social hotspots, product
characteristics, and corporate culture into the new media marketing scheme design, advertising design, and
promotional film shooting to create a good corporate image. In addition, enterprises also need to build a
new media marketing matrix, launch a variety of online preferential products, increase the number of
consumer clicks, and use new media to promote long-term development.
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1. Introduction

In the context of economic structural transformation and development, China’s high-tech enterprises are
facing many paradoxes, typically displaying ambidexterity in their development. Therefore, the issue of
how enterprises can truly give full play to the advantages of the ambidextrous innovation strategy and
cultivate competitive advantages under this strategy has always been the focus of research throughout the
development of China’s high-tech enterprises.

2. Ambidextrous innovation strategy

Ambidexterity generally refers to the simultaneous exploration and utilization or the simultaneous pursuit
of two contradictory targets, which are different or even contrary to each other, within an organization. The
contradictory characteristics of ambidextrous innovation are mainly reflected in the exploration and
acquisition of new resources while achieving efficient utilization of existing resources within an
organization, and the utilization of these two resources is differentiated or may even irreconcilably
contradict one another. Therefore, its often difficult to achieve ambidextrous innovation within an
organization ). However, some scholars believe that the ambidextrous innovation strategy can be
transformed into two distinct strategies whose advantages can complement each other . Upon
comprehensive analysis, ambidextrous innovation can be investigated from five perspectives, namely

structure, behaviors, contradictory thinking, abilities, as well as social networks and strategic alliances.
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2.1. Perspective of structure

From the perspective of structure, an organization is compared to an organism in the theory of
organizational evolution. In order to adapt to changes in the environment, an organization needs to make
morphological adjustments and form an organizational structure that can adapt to both slow and dramatic
changes in the external environment. An organization with an ambidextrous structure is composed of highly
differentiated but loosely integrated departments. Some departments are large with compact process and
conservative culture, while others are mainly engaged in experimentation and exploration with loose
processes and a more liberal culture 1.

2.2. Perspective of behaviors

From the perspective of behaviors, ambidexterity is reflected in the behaviors of organization members in
a specific situation. Under this perspective, although there is no ambidextrous structure within an
organization, ambidexterity is achieved within the same unit 124,

2.3. Perspective of contradictory thinking

From the perspective of contradictory thinking, ambidexterity calls for a diversified team with individuals
of different cultural backgrounds. In this way, decision-making will neither be too conservative or too
aggressive, thus ensuring that the organization not only engages in development activities, but also meets
the needs of the existing market 2],

2.4. Perspective of abilities

From the perspective of abilities, with the development of enterprises’ resources and dynamic abilities, the
ambidextrous strategy, based on the perspective of abilities, has been widely adopted by modern enterprises.
Under this perspective, ambidexterity, being a dynamic capability of an organization, is characterized by

social complexity, time-consuming formation, causal ambiguity, non-imitativeness, and path dependence
(6]

2.5. Perspective of social networks and strategic alliances

From the perspective of social networks and strategic alliances, the survival and development of an
enterprise are not entirely determined by its ambidextrous characteristics. As far a single enterprise is
concerned, ambidexterity is far from enough for its survival and development. If one wants to learn about
the prospects for an enterprise’s survival and development, the social networks between that enterprise and
other enterprises should also be examined. Especially in the context of supply chain ambidexterity, effective
interactions with partners in the supply chain are required !,

3. Evolution of the growth model of China’s high-tech enterprises under the ambidextrous innovation
strategy

3.1. The growth model under the conventional strategy

Under the conventional strategic model, the growth model of high-tech enterprises undergoes five periods,
namely the seed period, the entrepreneurial period, the growth period, the maturity period, and the
transformation period. In the seed period, a high-tech enterprise is like a newborn infant who is growing,
and its main task is to carry out repeated experimentation, correction, and improvement of new technologies
and new products. In the entrepreneurial period, the high-tech enterprise has completed the development of
new technologies and new products but is generally challenged by insufficient funds, unstable product
quality, high costs, and some unresolved technical problems. Therefore, in this period, the enterprise needs
to carry out continuous market innovation and take initiative to seek capital injection !, In the growth
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period, after overcoming the challenging entrepreneurial period, the enterprise has basically developed core
abilities and technologies, with increased sales volume and profit margin as well as complete basic after-
sales services. In this period, the scale of the enterprise has begun to take shape. In the mature period, the
enterprise has achieved stable product performance and advanced technologies, with a reduction of risks to
about 30%. In this stage, its main task is to seek development, focus on the future, expand the production
line and marketing team, and strengthen the exploration of the domestic or international market. In the
transformation period, with the increasingly fierce market competition, the enterprise is approaching its
limits in terms of products and technologies, and it needs to develop new products and new technologies
with mature strategic awareness /.

3.2. The growth model under the ambidextrous innovation strategy

Under the ambidextrous innovation strategy, the growth model of high-tech enterprises differs from the
previous model that transitions from the seed period to the transformation period; instead, it reflects a
transformation from a start-up period to a growth period, and to a renewal period. Taking a medical device
development enterprise as an example, in the start-up period, the enterprise, for the first time, applied 3D
printing technology to its medical device development. In face of resource scarcity in the early days of
business, its founders actively pooled together multiple resources, utilizing professional knowledge,
research results, and government support. On the basis of a keen identification of the market demand, the
enterprise concentrated its resources on technology development and, at the same time, established a global
intellectual property protection system, thereby rapidly accumulating a large quantity of resources.

After entering the growth period, the enterprise focused on professional transformation as well as
technology expansion and application and vigorously promoted the iteration and upgrading of core products,
establishing a global marketing system that centers on product registration, sales, and after-sales services.
Furthermore, based on the accumulated results from its core technology research, the enterprise developed
an industrial platform to solve certain problems, such as the lack of mature professional equipment and
reference experience, so as to ensure large-scale production of products. Meanwhile, the enterprise
continued to upgrade the performance of ore products based on technological innovation and obtained the
Indian registration certificate, the European Union CE certificate, and the Chinese medical device
registration certificate. While satisfying the new market demand, the enterprise vigorously promoted the
universality of technologies and developed a new generation of dural repair pieces, bringing a new
meningoplasty solution.

In the renewal period, the enterprise proactively broadened its innovation platform, extended its
application fields, and focused on cross-departmental product development. In a market environment where
policy dividends, diverse demands, and uneven market opportunities and threats are intertwined, this high-
tech enterprise has actively established an internal talent flow mechanism and promoted the in-depth
integration of industry, university, research, and medicine. It has successively formed collaborations with
the Guangdong 3D Printing Industry Innovation Alliance, the Additive Manufacturing Alliance of China,
etc. After achieving healthy interactions with partners in the industrial chain, it orientated itself toward
clinical needs and utilized a platform with integrated digital design, precision machining, and technical
reserves to vigorously promote the expansion and application of its products’ core technologies, thus
successfully extending its core technologies to stomatology and neurosurgery. Hence, it can be concluded
that in the renewal period, the high-tech enterprise actively promoted the iteration and upgrading of
technologies, while maintaining the benefits of the original core technologies. At the same time, it enhanced
the synergistic effect of products. In addition to expanding the application fields of technologies, the
enterprise achieved synergistic advancements in front-end technology research and development (R&D)
and back-end industrialization, truly incorporating the ambidextrous innovation strategy into its entire
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growth cycle 1%,

4. Path of cultivating the competitive advantages of high-tech enterprises under the ambidextrous
innovation strategy

Driven by the ambidextrous innovation strategy, high-tech enterprises should have sufficient competitive
advantages to stand out amidst the fierce competition. To this end, they should strengthen themselves with
five abilities, namely opportunity identification, integration and restructuring, technical flexibility,
organizational flexibility, and talent reserve.

First, enterprises need to strengthen their ability to identify opportunities. While promoting the rapid
diffusion and dissemination of information and technology within the enterprise, they should actively
innovate exploratory activities to tap powerful information and knowledge. On the one hand, enterprises
should encode relatively dominant knowledge and store it in a structured database for convenience of use
by their members, thus encouraging technology reuse. On the other hand, they should transmit and tap tacit
knowledge fully based on interpersonal communication and stimulate their employees to generate creative
ideas through creative and intuitive exchange and collision "1, Second, enterprises should enhance their
ability in integration and restructuring. While promoting exploitative innovation and exploratory innovation,
enterprises should strengthen employees’ awareness of knowledge integration and restructuring and
stimulate their motivation for knowledge restructuring, ultimately achieving the integration of old and new
knowledge, internal and external knowledge, and centralized and fragmented knowledge as well as
promoting the implementation of innovation and exploratory innovation 2. Third, enterprises should
improve their ability in technological flexibility and quicken their respond to market changes through
technology modularity and flexibility ['*l. Fourth, enterprises should strengthen their ability in
organizational flexibility and face the challenges brought by market development and economic structural
transformation based on the flat organizational structure that can be flexibly adjusted ['4l. Fifth, enterprises
should strengthen their ability in talent reserve and take talents as the main resource for competition. They
should strengthen their connectivity with universities and national science and technology departments,
absorb outstanding science and technology talents, as well as develop an all-round talent training system
based on both industry development and their own development needs [,

5. Conclusion

As a brand-new model and concept in modern enterprise management and development, the ambidextrous
innovation strategy allows enterprises to strengthen their exploration of new opportunities, new resources,
and new technologies in the market, while ensuring full utilization of existing resources, such that they are
able to effectively cope with various risks in the changeable market. However, when developing an
ambidextrous innovation strategy by reference to this study, enterprise managers should also pay attention
to the identification of market opportunities and the development direction of ambidexterity, so as to ensure
mutual complementation and promotion in the development under this ambidextrous strategy. In this way,
they will give full play to the advantages of the ambidextrous innovation strategy.
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not for supplementary figures. Authors are advised to refer to the section on ‘Supplementary figures’
for such submissions.

Text

The text of the manuscript should be in Microsoft Word or Latex. The length of the manuscript cannot
be more than 50000 characters (inclusive of spaces) or approximately 7000 words.

Nomenclature for genes and proteins

This journal aims to reach researchers all over the globe. Hence, for both reviewers’ and readers’ ease
in comprehension, authors are highly encouraged to use the appropriate gene and protein
nomenclature. Authors may prefer to utilize resources such as http://www.ncbi.nlm.nih.gov/gene

Figures

Authors should include all figures into the manuscript and submit it as 1 file in the OJS system.
Reference to the “Instructions for Typesetting manuscript” is strongly encouraged. Figures include
photographs, scanned images, graphs, charts and schematic diagrams. Figures submitted should avoid
unnecessary decorative effects (e.g. 3D graphs) as well as be minimally processed (e.g. changes in
brightness and contrast applied uniformly for the entire figure). It should also be set against a white
background. Please remember to label all figures (e.g. axis etc.) and add in captions (below the figure)
as required. These captions should be numbered (e.g. Figure 1, Figure 2, etc.) in boldface. All figures
must have a brief title (also known as caption) that describes the entire figure without citing specific
panels, followed by a legend defined as description of each panel. Please identify each panel with
uppercase letters in parenthesis (e.g. A, B, C, etc.)

The preferred file formats for any separately submitted figure(s) are TIFF or JPEG. All figures should
be legible in print form and of optimal resolution. Optimal resolutions preferred are 300 dots per inch
for RBG coloured, 600 dots per inch for greyscale and 1200 dots per inch for line art. Although there
are no file size limitation imposed, authors are highly encouraged to compress their figures to an ideal
size without unduly affecting legibility and resolution of figures. This will also speed up the process
of uploading in the submission system if necessary.

The Editor-in-Chief and Publisher reserve the right to request from author(s) the high-resolution files
and unprocessed data and metadata files should the need arise at any point after manuscript
submission for reasons such as production, evaluation or other purposes. The file name should allow
for ease in identifying the associated manuscript submitted.

Tables, lists and equations

Tables, lists and equations must be submitted together with the manuscript. Likewise, lists and
equations should be properly aligned and its meaning clear to readers. Tables created using Microsoft
Word table function are preferred. Place each table in your manuscript file right after the paragraph in
which it is first cited. Do not submit your tables in separate files. The tables should include a concise
but sufficiently explanatory title at the top. Vertical lines should not be used to separate columns.
Leave some extra space between the columns instead. All tables should be based on three horizontal
lines to separate the caption, header and body. A few additional horizontal lines MAY be included as
needed (example below). Any explanations essential to the understanding of the table should be given
in footnotes at the bottom of the table. SI units should be used.


http://www.ncbi.nlm.nih.gov/gene

BiQ-BYWORD

Supplementary information

This section is optional and contains all materials and figures that have been excluded from the entire
manuscript. This information are relevant to the manuscript but remains non-essential to readers’
understanding of the manuscript’s main content. All supplementary information should be submitted
as a separate file in Step 4 during submission. Please ensure the names of such files contain ‘suppl.
info’.

In-text citations

Reference citations in the text should be numbered consecutively in superscript square brackets. Some
examples:

1. Negotiation research spans many disciplines 341,
2. This result was later contradicted by Becker and Seligman 1.
3. This effect has been widely studied [ 7],

Personal communications and unpublished works can only be used in the main text of the submission
and are not to be placed in the Reference section. Authors are advised to limit such usage to the
minimum. They should also be easily identifiable by stating the authors and year of such unpublished
works or personal communications and the word ‘Unpublished’ in parenthesis.

E.g. (Smith J, 2000, Unpublished)
References

This section is compulsory and should be placed at the end of all manuscripts. Do not use footnotes or
endnotes as a substitute for a reference list. The list of references should only include works that are
cited in the text and that have been published or accepted for publication. Personal communications
and unpublished works should be excluded from this section.

For references in reference list, all authors must be stated. Authors referenced are listed with their
surname followed by their initials. All references should be numbered (e.g. 1. 2. 3. etc.) and
sequenced according to the order it appears as an in-text citation. References should follow the
following pattern: Author(s) followed by year of publication, title of publication, full journal name in
italics, volume number, issue number in parenthesis, page range and lastly the DOI (if applicable). If
the referred article has more than three authors, list only the first three authors and abbreviate the
remaining authors to italicized ‘et al.” (meaning: "and others").

Journal
Journal article (print) with one to three authors

[1] Yao Y., Xia B. Application of Phase Frequency Feature Group Delay Algorithm in Database
Differential Access. Computer Simulation, 2014, 31(12): 238-241.

Journal article (print) with more than three authors

[2] Gamelin F.X., Baquet G., Berthoin S., et al. Effect of high intensity intermittent training on heart
rate variability in prepubescent children. European Journal of Applied Physiology, 2009, 105: 731—
738.
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Journal article (online) with one to three authors

[3] Jackson D., Firtko A., Edenborough M. Personal resilience as a strategy for surviving and thriving
in the face of workplace adversity: a literature review. Journal of Advanced Nursing, 2009, 60(1): 1-9,

Journal article (online) with more than three authors

[4] Hargreave M., Jensen A., Nielsen T.S.S., et al. Maternal use of fertility drugs and risk of cancer in
children—A nationwide population-based cohort study in Denmark. International Journal of Cancer,
2015, 136(8): 1931-1939.

Book

Book with one to three authors

[5] Schneider Z., Whitehead D., Elliott D. Nursing and midwifery research: methods and appraisal for
evidence-based practice. 3rd edn. 2009, Elsevier Australia, Marrickville, NSW.

Book with more than three authors
[6] Davis M., Charles L., Curry M.J., et al. Challenging spatial norms. 2013, Routledge, London.
Chapter or Article in Book

[7] Knowles M.S. Independent study. In Using learning contracts. 1986, Jossey-Bass, San Francisco,
89-96.

Others

Proceedings of meetings and symposiums, conference papers

[8] Chang S.S., Liaw L. and Ruppenhofer J. (eds). Proceedings of the twenty-fifth annual meeting of
the Berkeley Linguistics Society, February 12—15, 1999: general session and parasession on loan
word phenomena. 2000, Berkeley Linguistics Society, Berkeley.

Conference proceedings (from electronic database)

[9] Bukowski R.M. Prognostic factors for survival in metastatic renal cell carcinoma: update 2008.
Innovations and challenges in renal cancer: proceedings of the third Cambridge conference. Cancer,
2009, 115 (10): 2273, viewed 19 May 2009, Academic OneFile database.

Online Document with author names

[10] Este J., Warren C., Connor L., et al. Life in the clickstream: the future of journalism, Media
Entertainment and Arts Alliance, 2008. viewed 27 May 2009, http://www.alliance.org.au/documents/
foj_report_final.pdf

Online Document without author name

[11] Developing an argument n.d., viewed March 30 2009, http://web.princeton.edu/sites/writing
/Writing_Center/ WCWritingResources.htm

Thesis/Dissertation

[12] Gale L. The relationship between leadership and employee empowerment for successful total
quality management. 2000, University of Western Sydney.
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Standard

[13] Standards Australia Online. Glass in buildings: selection and installation. AS 1288-2006. 2006,
SAI Global database.

Government Report

[14] National Commission of Audit. Report to the Commonwealth Government, Australian
Government Publishing Service, 1996, Canberra.

Government report (online)

[15] Department of Health and Ageing. Ageing and aged care in Australia, 2008, viewed 10
November 2008, http://www.health.gov.au/internet/main/publishing.nsf/Content/ageing

No author

[16] Guide to agricultural meteorological practices. 2nd edn, Secretariat of the World Meteorological
Organization, 2010, Geneva.

Note: When referencing an entry from a dictionary or an encyclopedia with no author there is no
requirement to include the source in the reference list. In these cases, only cite the title and year of the
source in-text. For an authored dictionary/encyclopedia, treat the source as an authored book.

Submission Preparation Checklist

As part of the submission process, authors are required to check off their submission's compliance
with all of the following items, and submissions may be returned to authors that do not adhere to these
guidelines.

1. The submission has not been previously published, nor is it before another journal for
consideration (or an explanation has been provided in Comments to the Editor).

2. The submission file is in OpenOffice, Microsoft Word, RTF, or WordPerfect document file
format.

3. Where available, URLSs for the references have been provided.
4. The text is single-spaced; uses a 12-point font; employs italics, rather than underlining (except
with URL addresses); and all illustrations, figures, and tables are placed within the text at the

appropriate points, rather than at the end.

5. The text adheres to the stylistic and bibliographic requirements outlined in the Author
Guidelines, which is found in About the Journal.

6. If submitting to a peer-reviewed section of the journal, the instructions in Ensuring a Blind
Review have been followed.
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Integrated Services Platform of International Scientific
Cooperation

Innoscience Research (Malaysia), which is global market oriented, was founded in 2016.Innoscience Research
focuses on services based on scientific research. By cooperating with universities and scientific institutes all
over the world, it performs medical researches to benefit human beings and promotes the interdisciplinary and
international exchanges among researchers.

Innoscience Research covers biology, chemistry, physics and many other disciplines. It mainly focuses on the
improvement of human health. It aims to promote the cooperation, exploration and exchange among researchers
from different countries. By establishing platforms, Innoscience integrates the demands from different fields to
realize the combination of clinical research and basic research and to accelerate and deepen the international
scientific cooperation.
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. The Journal of Architectural Research and Development is an international
Journal 0f » - peer-reviewed and open access journal which is devoted to establish a bridge
between theory and practice in the fields of architectural and design research,
urban planning and built environment research.

Topics covered but not limited to:

®  Architectural design

®  Architectural technology, including new technologies and energy saving
technologies

Architectural practice
Urban planning
®  Impacts of architecture on environment
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Journal of Clinical and Nursing Research (JCNR) is an international, peer
reviewed and open access journal that seeks to promote the development

and exchange of knowledge which is dircctly relevant to all clinical and C I_I N I C A I_
nursing research and practice. Articles which explore the meaning,

and Nursing Research

Journal Of

prevention, treatment, outcome and impact of a high standard clinical and
nursing practice and discipline are encouraged to be submitted as original
article, review, case report, short communication and letters.

Topics covered by not limited to:

®  Development of clinical and nursing research, evaluation, evidence-
based practice and scientific enquiry

Patients and family experiences of health care

Clinical and nursing research to enhance patient safety and reduce
harm to patients

e  Ethics
Clinical and Nursing history
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Medicine

Journal of Electronic Research and Application is an international, peer-
reviewed and open access journal which publishes original articles, reviews,
short communications, case studies and letters in the field of electronic research
and application.

Journal Of

ELECTRONIC

Research and Application Topics covered but not limited to:

e  Automation

e  Circuit Analysis and Application

e  Electric and Electronic Measurement Systems
e  Electrical Engineering

e  Electronic Materials

e  Electronics and Communications Engineering
e  Power Systems and Power Electronics

e  Signal Processing

e  Telecommunications Engineering

e  Wireless and Mobile Communication





