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Abstract. Innovation performance and organizational performance are the fun-
damental topics in corporate governance. An enterprise with the soundmechanism
of innovation performance and organizational performance is poised for increased
profitability, boosted organizational competitiveness, sustainable development and
governance. However, creativity could also entail enormous risks. A robust risk
management has then emerged as the essential element in the management and
operation of factoring companies where innovation is hailed as one of its key
drivers.

The study explores the relationship between perceived risk, creativity mecha-
nism, innovation performance and organizational performance by using hundreds
of members of the Shanghai Commercial Factoring Association, or SCFA, as the
research object. The empirical analysis shows that perceived risk has a significant
impact on creativity mechanism, creativity mechanism has a significant impact on
innovation performance, perceived risk has a significant impact on innovation per-
formance, and innovation performance has a significant impact on organizational
performance. Tests of themediation effect show that innovation performance has a
mediating effect on creativity mechanism and organizational performance, while
innovationperformancehas amediating effect onperceived risk andorganizational
performance.

Based on the above results, this study puts forward five suggestions for the
factoring industry and SCFA management body: Enhance the capability of risk
perception; Encourage a culture of innovation in the management of factoring
companies; Put emphasis on the impact of innovation mechanism on organiza-
tional performance; Establish an organizational environment for the appraisal of
innovativeness; Improve management skills and eliminate a labor surplus.

Keywords: perceived risk · creativity mechanism · innovation performance ·
organizational performance of factoring companies

1 Introduction

Within a highly competitive environment, it has become crucial for factoring companies
to continually launch their new products, services, and innovations, endowing them-
selves with more competitiveness through continuous innovation. The advancement of
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internationalization leads to the opening of the financial industry and the gradual deregu-
lation of financial controls and thus facilitates the introduction of new financial products
and service models from foreign factoring companies, which will set new challenges for
the factoring industry. Given the pressure of competition, the factoring industry, cen-
tering on innovation, has successively introduced a variety of differentiated products
and services to satisfy the requirements of customers, and innovation has become an
important indicator of the development of the factoring industry.

For a financial company, the formation of innovation culture includes creativity,
innovation mechanism, and entrepreneurial spirit, among which creativity serves as an
important indicator of learning effectiveness and the basis of innovation knowledge
while innovation concretizes creativity. Managerial staff in factoring companies play
an important role in innovation who influence the innovation performance and orga-
nizational performance of the factoring industry. However, huge risks and vacuum in
management also accompany the rapid innovation of factoring products. The consecu-
tive “breakdown” of multiple financial institutions/products in 2018 once caused great
losses to both investors and the financial industry, triggering panic among customers.
Thus, investors began to question the innovation of the financial industry and continued
to question the relationship between innovation and risk.

However, the financial industry exists as a process of financial industry innovation
as well as the improvement of the financial industry itself. Without the innovation in the
financial industry, there would be no thorough financial market system today. The key
question is how to prevent the crisis of financial innovation products from transforming
into one in the entire financial system. As risk is a factor that must be considered for
the development of the factoring industry, it is imperative to enhance customers’ trust
through management and control of perceived risk if customers’ confidence is doomed
to be increased through risk management and control.

Perceived risk, with an important role in the development of the factoring industry,
has been found rarely mentioned in the previous research on innovation and perfor-
mance of the factoring industry, that is, how perceived risk would influence organiza-
tional performance. Uncertainty, however, is an important factor in the financial industry
(Millken, 1987), and its definition is different, which can be roughly divided into two
aspects: environmental status and individual perception. While many scholars pointed
out that measuring uncertainty by subjective perception proves to be more effective than
objective indicators (Miles and Snow, 1978; Hitting, Ireland and Palia, 1982). It can
also be found from the actual business activities that the decision-making process and
results, in addition to be affected by objective facts and the environment, is also under the
influence of the thinking and perception of the managerial decision-makers themselves
(Hong, 1997; Xu, 1990). But researches on connecting the uncertainty of subjective cog-
nition and innovation remain insufficient. This research will take the risk and uncertainty
of decision-makers’ subjective perceptions as indicators of environmental uncertainty
to measure, and explore the relationship between perceived risk and innovation perfor-
mance in connection with innovation performance, and then explore the relationship
between innovation performance and organizational performance.
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2 Theoretical Background and Research Hypothesis

2.1 Perceived Risk and Creativity Mechanism

The concept of perceived risk was first put forward by Slovic (1987). It was through his
research on finance that he found people’s perceived risk to be an important factor influ-
encing investors’ purchase intention, investment behaviors and prospective earnings.
Creativity promotes innovation while innovation concretizes creativity. The environ-
mental uncertainty must be reduced to minimize the risk of innovation. To reduce the
environmental uncertainty, it is imperative to organize information searching and sharing
and learning. And the creativity mechanism refers to the efforts made by individuals or
organization in developing, maintaining or enhancing creativity, which also includes the
education and training to stimulate employees’ creativity. Xie and An (2020) believed
that the characteristics of innovation significantly affect consumers’ willingness for pur-
chase, which is achieved through consumers’ perceived risk path; at the same time,
individual innovation significantly weakens the negative impact of perceived risk on
their willingness for purchase.

Research on the internal mechanism of creativity based on incentives at home and
abroad is mainly manifested in the internal mechanism and boundary of individual
or team creativity. The motivation or goal of an individual or team to participate in
creative activities and the incentives of related behaviors will both affect the creativity
of the individuals or a team. Khanna et al. (1998) pointed out that if an organization
is to succeed and maintain a competitive advantage, it must constantly monitor events
and trends in its environment to understand the degree of environmental uncertainty that
affects the organization’s operations. The uncertainty of information and the reliability of
resources exist as the twomain sources of changes in the industrial environment. Buchko
(1994) believed that cognition plays an important role in judging the environmental
uncertainty. Given the same objective environment, the difference in environmental
uncertainty perceived by differentmanagerswould lead to different decisions. The higher
the degree of uncertainty in the market and technology reaches, the higher the risk
faced by product innovation solutions becomes. In order to reduce the perceived risk,
information searching or other methods are then generally adopted to reduce uncertainty,
thus idealizing the decision. Meyers and Wilemon (1989) regarded that the success of
new products is based on the ability of the company’s new product development teams to
establish, store, and learn from each other. Learning-based innovation strategies include
tasks like the collection, recording, review, filtering, and storage of information as well
as the clarity and stability of the vision, the support of top management, and the review
of old products (Lynn, 1998).

This research, based on the above summary, concludes that the perception ability of
decision-makers and individuals has a significant impact on the formulation of creative
activity mechanisms, while environmental uncertainty, including perceived risk, will
interfere with decision-makers’ decisions. If the environmental uncertainty in decision-
making is to be reduced, information searching, sharing, and learningmust be organized.
And the creativity mechanism should include organizational activities such as education
and training to stimulate employees’ creativity.
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The following hypothesis is proposed based on the above research: (1) Perceived
risk has a significant impact on creativity mechanism.

2.2 Creativity Mechanism and Innovation Performance

Creativity represents the production of novel ideas, products, processes, or methods.
The academia once proposed a five-stage model of creativity (Amabile, 1983), and has
extended the research on creativity to the financial field. Lazarus (1984) believed that
creativity refers to a series of novel, unique, and potentially valuable viewpoints raised
by individuals or team members in an organizational situation, which serves as one of
the important sources of innovation development. Ye Liang (2015) and other scholars
discussed in depth the connotation and classification of creativity from two dimensions,
namely the usefulness and novelty of creativity. Zhang (2020) confirmed in the research
center that the dynamic innovation ability will promote the implementation effect of the
company’s innovation strategy, by which the company can obtain products with leading
advantages, therebygaininggreatermarket share andproduct premiumswith the constant
improvement of financial performance. Dynamic innovation ability enables companies
to respond to the impact of uncertainty factors more freely in the external environment.
Continuous innovation ability enables companies to boast a competitive advantage in the
market, enhance their core competitiveness, and obtain better and sustainable product
premium effects with financial performance continuing to upgrade.

Several scholars including Woodman, Sawyer and Griffin (1993) put forward an
interactive model of innovative behavior from personal perspectives, namely individ-
ual, team, environment and society. Among them, individual creativity stands as the
prerequisite, including (individual learning knowledge, personality quality, style char-
acteristics, motivation, and abilities), which respectively act on the society and team. For
example, individual creativity affects individuals’ innovation behaviors under the factor
of social organizational background, thus contributing to the team; while team’s inno-
vative behaviors are under the influence of the team itself, such as composition, process,
characteristics, the background related to the organization and other factors. That is to
say, individual, team, environment and social activities are labelled as important factors
affecting innovation behaviors in this model. Amabile (2001) proposed his own point of
view from the perspective of internal motivation and external motivation and believed
that internal motivation will be affected by external motivation from synergy. Different
stages of motivation share different needs and influences. For example, the generation
of external motivation can prompt individuals to devote more to their work, the devotion
degree of which will also affect internal motivation. The time when internal motivation
forms is of great significance, leading to the difference in results at the stage of problem
formation or idea generation. If within the stage of actual application, external moti-
vation will affect the actual operation process. Specifically speaking, a favorable one
facilitates the operation process.

Situ Daxian (1985) believed that the organization’s innovative atmosphere is of
great significance to the formation of its innovative operation philosophy and company
culture. Therefore, he suggested that innovation should be actively encouraged within
the organization and suggestions collected, only through which creativity can be better
formed. Porter (1980) pointed out that differences remain in the innovation environment
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of different types of companies and different nature of companies, varying the degree of
influence on organizational innovation performance. Therefore, the formation of a com-
pany’s competitiveness necessitates a suitable creativity working environment. Some
scholars even proposed that the factor of organizational mechanism would stimulate
the performance of both organizational and individual creative behaviors (Bharadwaj
and Menon, 2000). The positive effect of creativity mechanism on performance was
also indicted in Liang and Gu (2016)’s research on the impact of innovative cultural
perception on internal motivation and creativity.

The following hypothesis is proposed based on the above research: (2) Creativity
mechanism has a significant impact on innovation performance.

2.3 Perceived Risk and Innovation Performance

The diffusion of innovation theory divides the factors that affect the success of product
diffusion into product factors and consumer factors. Consumer factors mainly refer to
the differences in individual innovation of consumers. When choosing new products,
customers tend to encounter different risks resulted from information asymmetry and
other reasons, and the perception towards risks differ in different types of consumers.

Hauser andToubia (2005) defined consumers’ individual innovation as the possibility
that consumers tend to adopt new products. As perceived risk in the early stage is an
important factor in consumers’ purchase decisions, its initial origin and subsequent
research are mostly applied at the sales level, emphasizing the influence of consumers’
subjective perceptions on decision-making. However, if it is used at the organizational
level to explore the organization’s subjective perception when making decisions, it is
essentially similar to the perception of environmental uncertainty. And to explore the
impact of perception and cognition on decision-making is only to analyze the differences
in units. The past researches have witnessedmost scholars regarding risk uncertainty as a
similar concept (Wu, 1998)with individual perception adopted tomeasure environmental
uncertainty. However, in the practice field, organizations share a higher acceptability
towards risk. Therefore, perceived risk is introduced in this research as the degree of
change in the organization’s perception of environmental variables.

The dilemma faced by the innovation uncertainty may be the error in consumer
demand prediction at the initial stage, or the wrong estimation of technology, the prob-
lem of supplying components, or themisunderstanding between personnel with different
functions, or the misjudgment of competitive situation, or insufficient liquidity of finan-
cial turnover. All of these could trigger disorder in the innovation system, leading to
serious delays in the expected cycle time, rising costs, unstable quality, and even failure
of innovation. It has been found through previous researches that the stronger the individ-
ual innovation of consumers is, the more willing consumers are to accept new things and
the changes brought by. Consumers with high individual innovation boast obvious risk
tendencies and preferences. Highly innovative consumers, when choosing consumption,
prove to be less susceptible to perceived risk and more likely to accept new products,
who would establish themselves as the pioneers in new product consumption with their
contribution to weakening the impact of perceived risk on innovation resistance.

The following hypothesis is proposed based on the above research: (3) Perceived
risk has a significant impact on innovation performance.
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2.4 Perceived Risk, Creativity Mechanism and Innovation Performance

The results brought by innovation are uncertain. Perceived risk comes from the uncer-
tainty of the individuals’ choices, worrying that their choicemay bring potential negative
effects (Laforet, 2010). The innovation uncertainty is just intertwined in the attributes
of innovation. Consumers’ perceived risk is triggered by the uncertainty contained in
the characteristics of innovation, which in turn affects consumers’ willingness to adopt.
At the same time, the innovation openness can also speed up the flow of innovation
resources and promote the effective circulation of internal and external resources, thereby
enhancing companies’ innovation performance (Miotti et al. 2015). For example, a high-
performance work system proves to be effective in enhancing employees’ internal per-
ception and increase their willingness to “immerse” in work with more time and energy
devoted, thereby facilitating the generation of new ideas and new solutions, strengthening
employees’ work motivation and inspiring their creativity.

According to the argument of the resource-based viewpoint, if organizations want to
maintain long-term and sustainable competitive advantages, they must identify, clarify,
cultivate, and develop their unique resources, think from the perspective within the
organization, make continuous improvement, and respond to changes in the external
environment with its own operating conditions considered. Scholar Huang Yancong
(2002) believed that as long as the strategic problem is analyzed from the perspective of
company resources, the core point of this theory can be used for analysis.

Therefore, according to the resource-based viewpoint, the construction and accu-
mulation of an organization’s core resources presents to be an important subject for
decision-makers (Wu, 2000). A successful organization, if to maintain its leading posi-
tion, must make it imperative to develop and sustain a high degree of innovation within
the organization (Robbins, 2003), under which the creativity mechanism plays an impor-
tant role in inspiring employees’ creativity (McNamee, 2004). The creativity mechanism
can arouse employees’ and organizations’ emphasis and demand through the process of
influencing employees, so that employees and organizations can actively promote cre-
ativity to achieve the goal of creativity. If the company has confirmed that long-term
competitive advantages can be obtained from the generation of creativity, then it, in
order to achieve the goal, will set up an internal mechanism conducive to creativity
through the process of resource utilization and allocation. Such an internal mechanism
should either encourage employees to engage in individual creativity or stimulate orga-
nizational creativity mechanism, facilitating the discovery of organizational resources
and the utilization of core capabilities.

With the advent of the era of internationalization and globalization, what the modern
companies faced is an uncertain era. The only constant thing within this environment is
“change”, calling for a management thinking in this uncertain era. Innovation, itself, is
full of uncertainty. As unpredictable changes in the future success rate, market accep-
tance, return on investment may occur, the influence of environmental uncertainty on
companies’ strategies is highlighted. A company’s decision-making and response are
usually based on the environment that the managers perceive. Focused on perception,
this situation theory defines the basis of management actions as perception and feeling
toward the environment and risks. Milliken (1987) also pointed out that environmental
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uncertainty exerts a considerable impact on the strategic planning process, and different
perceived risks will affect its environmental analysis and strategy formation.

In summary, it is believed in this research that innovation strategies are affected by
the interaction between objectivity (resource-based—creativity mechanism) and sub-
jectivity (external environment—perceived risk), that is, the result of the combination
of these two will influence the progress of innovation strategies, which in turn affects
innovation performance.

The following hypothesis is proposed based on the above research: (4) Innovation
performance has a significant impact on organizational performance; (5) Innovation
performance shares a mediating effect between creativity mechanism and organizational
performance.

2.5 Innovation Performance, Perceived Risk and Organizational Performance

Cui Ying (2020) believed exploitative innovation to be an innovative method in dual
innovation. When the strategy of this innovative method is implemented in an orga-
nization, the organization will improve its existing products or services according to
the changing demands of the market environment, and develop innovation on the basis
of maintaining the original market to improve innovation performance. While with the
further improvement of innovation performance, the structural environment within the
organization will also adapt to changes accordingly. The finiteness of organizational
resources determines the closeness of each element in the organization, and if one is
involved, the whole is affected. At this time, corresponding adjustments will also be
made in the high-performance work system, that is, the exploitative innovation affects
the high-performance work system through its impact on innovation performance.

Innovation has yielded many benefits to organizations, and the impact of innovation
on organizational performance has been confirmed bymany scholars. For example, inno-
vation saves costs for companies, innovation boosts organizational morale, innovation
increases work efficiency of organizations, and innovation improves core capabilities of
companies, all of which exert a great influence on organizational performance. There-
fore, many organizations regard innovation as an important rule for adapting to market
changes, surpassing competitors, and improving company performance. Company inno-
vation capability serves as a key element to promote China’s economy to transform from
high-speed growth to high-quality improvement. And its role in promoting innovation
performance can be mainly reflected in the following two aspects; the first one is to
increase R&D investment, and companies boasting stronger innovation capability prove
to be more willing to increase innovation input; while the second one is to directly
produce innovation results (Li et al., 2013), companies boasting stronger innovation
capability also prove to possess more patented technologies, making it more possible to
promote innovation performance. The stronger the basic innovation capabilities are, the
more beneficial it is to fundamentally promote the improvement of company innovation
quality; the stronger the technological innovation capabilities are, the more new prod-
ucts and higher market innovation performance will be, which directly manifests as the
greater number of company innovations.

In the field of strategic human resources management, the relationship between com-
pany innovation performance and high-performance work systems has always been a
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research hotspot in the academia. Cui Ying (2020) believed that when the innovation per-
formance of a company is improved, it will inevitably be reflected in the improvement of
the financial performance of the enterprise, and problems are likely to occur according to
the original balanced resource allocation mechanism. Therefore, the high-performance
work system of the original organization should adjust along with the innovation per-
formance to adapt to this new balance and improve the original high-performance work
system.

With the influence of organizational innovation on organizational performance, most
of the results obtained in the field of researches on organizational innovation indicate
that better organizational performance will be generated by innovation in no matter what
kind of industry. For example, Damanpour and Evan (1984) researched on the public
library to explore how the coordination between management innovation and techno-
logical innovation would influence organizational performance. And it turned out that
under normal circumstances, the organizations conducting both technological and man-
agement innovation boast higher organizational performance than those only conducting
technological innovation. Bessant Caffyn and Gilbert (1996) found that organizational
performance could be increased through learning, independent creation and thinking.
Kim and Mauborgne (1997) pointed out that innovation means differentiating the value
line of a bank company from that of its competitors in order to strive for higher compet-
itiveness in a homogeneous market and increase organizational performance. Scholar
Hurley and Hult (1998) believed that only when a company is equipped with the ability
to innovate, can it develop a competitive advantage and thus achieve a higher level of per-
formance. Han et al. (1998) verified that both technological innovation and management
innovation have a direct and positive impact on organizational performance. Scholars
including Yamin, Gunasekaran and Mavondo (1999) have found, in the discussion of
the relationship between innovation indicators and performance, that the management
innovation, technological innovation and product innovation of organizations are all pos-
itively correlated with performance. Moreover, organizational performance is under the
influence of different aspects of innovation. For example, organizations, through tech-
nological innovation, can improve or upgrade the original technology, and finally reduce
the cost of the organization’s products. Jiang Zhengxin (2000) also demonstrated that
the organizational learning tendency of companies shares a positive and significant rela-
tionship with company innovation, and company innovation capabilities have a positive
and significant relationship with organizational performance.

Gopalakrishnan (2000) regarded the main purpose of company innovation to be
improving the efficiency of the work within the organization or the achievement of
goals, thereby improving or enhancing organizational performance. It is in his research
with commercial bank as the example that innovation is divided into two dimensions,
namely innovation speed and innovation intensity, the impact of which on organiza-
tional performance is further explored. In terms of innovation speed, it is believed in the
research that the market share can be obtained faster with faster innovation speed, which
in turn increases the company’s revenue and earnings and enables product innovation to
access a larger and attractive market, thus affecting financial performance. However, as
an organization adopts innovation more quickly than other competitors, fewer available
consultations lead to uncertainty, making the issues related to innovation also uncertain.
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Meanwhile, it is found that employees fail to possess a strong perceptual effectiveness
of innovation speed. While in terms of innovation intensity, a high degree of innovation
intensity demands a large number of new products, procedures and implementations.
However, these innovations may be just to fight against competitors rather than to meet
the development needs of the organization. At the same time, as innovation is not com-
pletely related to financial performance, the intensity of innovation does not necessarily
have an impact on financial performance.And employees’ preference to innovative activ-
ities come from their ideas, so employees share a positive evaluation on the effectiveness
of organizational innovative activities, and they also believe that more innovations will
make the organization better. Therefore, a high degree of innovation intensity will give
effect to employees’ perceptions. The research results indicate that innovation inten-
sity can increase the perceptual effectiveness of execution, but cannot directly increase
financial performance.

The significant correlation between innovation and organizational performance has
also been proved in early researches. For example, Hagedoorn and Cloodt (2003) once
conducted research onmore than 1,200 international companies, using research funding,
number of patents, and investment in new products as innovation variables to study
the impact on organizational performance, the results of which were significant and
positive. Agarwal et al. (2003) verified the positive impact innovation on organizational
performance. Bare and Frese (2003) believed that process innovation can enhance the
achievement of organizational goals, and product innovation gains easier access to a
larger and attractivemarket. Lee andChoi (2003) tookmiddle and seniormanagers as the
research object andmanufacturing, service, andfinancial industries as themain industries
to prove organizational innovation’s positive impact on organizational performance.

It can be found from summarizing the above-mentioned researches that organiza-
tional innovation can be used to save costs, increase organizational efficiency, boost
employees’ morale, strengthen the core capabilities of companies, gain easier access to
the market, improve organizational coordination, and differentiate the company from
competitors and also further promote organizational performance such as marketing
effectiveness, asset management, operational efficiency and financial performance. And
it can also be seen from these researches that organizational innovation serves as an
important factor affecting organizational performance. Because the meaning of organi-
zational innovation can endow the organizationwithmore competitiveness in themarket;
the formation of organizational innovation can further facilitate organizational perfor-
mance. Therefore, this research believes that a correlation exists between organizational
innovation performance and organizational performance.

The following hypothesis is proposed based on the above research: (6) Innova-
tion performance shares a mediating effect between perceived risk and organizational
performance.

In summary of the six above-mentioned theoretical hypotheses, a mediation model
has been constructed in this paper. (Displayed as Fig. 1).
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• Competitive Risk Perception

• Customer Risk Perception   

Creativity Mechanism
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• Product/Service Innovation 
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• Process Innovation Performance

• Management Innovation Performance
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•  Financial Performance

• Non-financial Performance

Fig. 1. Theoretical Model Diagram

3 Research Method

3.1 Study Sample

The sample of this study were collected from a random survey of 332 enterprises of
Shanghai Factoring Co. Ltd. in 2019. The first stage was the pre-test of the questionnaire,
with a total of 16 copies distributed. 15 valid questionnaires were collected. Through the
results of the pre-test questionnaire, the questionnaire was adjusted and supplemented,
so as to obtain the best factor structure, and finally form a formal questionnaire. The
second stage was the formal distribution stage of the questionnaires. A total of 326
questionnaires were distributed. After questionnaire matching and invalid questionnaire
processing, 280 questionnaires were finally collected. 261 of them were valid, and the
valid rate was 80.06%, of which 42.2% were men and 57.8% were women. In terms
of education level, master’s degree or above accounted for 25.2%; bachelor’s degree
accounted for 74.4%; and junior college education or below accounted for 0.7%.

3.2 Questionnaire Distributing

Measuring Tools
The questionnaire of this study is designed on the basis of sorting out relevant schol-

ars’ literature. The questionnaire is divided into four parts: perceived risk, creativity
mechanism, innovation performance and organizational performance, in which innova-
tion performance is used as an intermediary variable. In addition to basic data, the above
were measured by the 7-point scale of Likert scale. According to the current situation
of the company and the description of each item, “1” given by the respondents means
“strongly disagree” and “7” means “strongly agree”.

1. Perceived risk: the perceived risk scale is revised and prepared based on the
previous scale of Cox and Cunningham (1967). In this study, perceived risk is defined
as the uncertainty and influence of personal subjective feeling on the expected results,
or the possibility and influence of the expected loss. The scale includes two dimensions
and 13 items: 7 items of competitive risk and 6 items of customer risk. The coefficients
of Cronbach’s α are 0.855/0.905 respectively.
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2. Creativity mechanism: the creativity mechanism scale was revised based on the
previous scale of Bharadwwaj andMenon (2000). This study defines creativity as mean-
ingful innovative behaviors that can promote the development of organizations and indi-
viduals through various activities taken by organizations or individuals with external
environmental mechanisms. The scale includes two dimensions and 17 items: 5 items
of personal creativity mechanism and 12 items of organizational creativity mechanism.
The coefficients of Cronbach’s α are 0.88/0.943 respectively.

3. Innovation performance: the entrepreneurial performance scale was revised and
compiled based on the previous scale of Liu Changyong (2002). In this paper, innovation
performance is defined as the effectiveness of the organization’s operation in various
fields, and the performance goal that can be achieved through product service innovation,
process innovation andmanagement innovation to finally create a competitive advantage
for the organization. The scale includes three dimensions and 28 items: 6 items of
product/service innovation performance, 8 items of process innovation performance,
14 items of management innovation performance. The coefficients of Cronbach’s α are
0.89/0.93/0.947 respectively.

4. Organizational performance: the entrepreneurial performance scale was revised
and compiled based on the previous scale of Nisha (2017). This paper defines the orga-
nizational performance of the factoring company as that the factoring company uses
financial indicators and non-financial indicators to measure the goal completion rate of
the factoring company itself, and makes the factoring company’s competitiveness and
business performance achieve the enterprise strategic goal by evaluating the resource
utilization degree and ability improvement effect of the factoring company. The scale
includes two dimensions and 13 items: 8 items of non-financial performance and 5 items
of financial performance. The coefficients of Cronbach’s α are 0.894/0.11 respectively.

The scale is a mature questionnaire, which has high credibility in previous studies.
This paper adopts a quantitative method for research and analysis, which needs to use
reliability and validity measurement tools. Cronbach’s Alpha reliability coefficient is
used for reliability analysis to check the consistency of each research variable in each
measurement item in this research questionnaire. To have good reliability, Cronbach’s
alpha coefficient must be greater than 0.7. The Cronbach values of all factors in this
study are greater than the acceptable standard of 0.7, indicating that all variables and
factors have good internal consistency reliability, which can be used for the analysis of
this study. The standard of CITC value > 0.5 shows that the measurement items meet
the basic requirements of this study.

4 Data Analysis

4.1 Correlation Analysis

In this study, a more rigorous AVE method was used to evaluate the differential validity.
Fornell and Larcker (1981) believed that the open root of AVE of each factor must be
greater than the correlation coefficient of each paired variable, indicating that there is
differential validity between the factors. The open root of AVE of each factor is greater
than the standardized correlation coefficient outside the diagonal. Therefore, this study
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Table 1. Correlation Analysis

Perceived risk Creativity
mechanism

Innovation
performance

Organizational
performance

Perceived risk 1

Creativity
mechanism

.298** 1

Innovation
performance

.515** .553** 1

Organizational
performance

.321** .220** .283** 1

Note: **, P < 0.01

Innovation 
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Fig. 2. SEM Model

still has differential validity. The oblique lower triangle is the correlation coefficient.
See Table 1 for details.

4.2 Model Test

Using AMOS23.0 to perform the calculation, the SEM model diagram in Fig. 2 and the
model fitting test in Table 2 are obtained.

(1) Model Fitting Test
It can be seen from the above table that CMIN/DF is 1.841, less than 3. AGFI, GFI,

NFI, TLI, IFI and CFI all meet the standards of more than 0.9. SRMR is 0.04, less
than 0.08. RMSEA is 0.053, less than 0.08. All fitting indexes meet the general research
standards. Therefore, it can be considered that this model has a good fitting degree.
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Table 2. Model Fitting Test Results

Model fitting pointer Optimal standard value Statistical value Fitting situation

CMIN
——

42.334
——

DF
——

23
——

CMIN/DF <3 1.841 Meet the standards

SRMR <0.08 0.040 Meet the standards

GFI >0.8 0.968 Meet the standards

AGFI >0.8 0.937 Meet the standards

NFI >0.9 0.948 Meet the standards

IFI >0.9 0.976 Meet the standards

TLI >0.9 0.961 Meet the standards

CFI >0.9 0.975 Meet the standards

RMSEA <0.08 0.053 Meet the standards

Table 3. Path Coefficient

Path Standardization
coefficient

Non-standardized
coefficient

S.E. C.R. P Hypothesis

Creativity
mechanism

<--- Perceived
risk

0.411 0.448 0.098 4.57 *** Valid

Innovation
performance

< --- Perceived
risk

0.5 0.486 0.085 5.7 *** Valid

Innovation
performance

< --- Creativity
mechanism

0.548 0.487 0.079 6.187 *** Valid

Organizational
performance

< --- Innovation
performance

0.422 0.513 0.104 4.937 *** Valid

4.3 Hypothesis Test

(1) Direct Hypothesis Effect Test
After testing, the results are shown in Table 3:
H1: Perceived risk has a significant positive impact on creativity mechanism (β =

0.411, p < 0.05); the hypothesis test results are valid;
H2: Perceived risk has a significant positive impact on innovation performance (β =

0.5, p < 0.05); the hypothesis test results are valid;
H3: Creativity mechanism has a significant positive impact on innovation perfor-

mance (β = 0.548, p < 0.05); the hypothesis test results are valid;
H4: Innovation performance has a significant positive impact on organizational

performance (β = 0.422, p < 0.05). The hypothesis test results were valid.
(2) Mediating effect test
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Table 4. Intermediary Indirect Effects

Path Indirect effect value Bias-Corrected Percentile

95% CI 95% CI

Lower Upper Lower Upper

Perceived risk – innovation
performance – organizational
performance

0.306 0.166 0.499 0.156 0.479

Creativity mechanism
– innovation performance
– organizational performance

0.231 0.128 0.386 0.117 0.363

After the test by AMOS23.0 software, the results are shown in Table 4. This study
usesBootstrappingmethod (usingBootstrapmethod to run 5,000 times to obtain the level
values of Bias-Corrected and Percentile with 95% confidence) to verify the mediation
effect. The test results show that if the Bootstrap confidence interval does not contain 0,
the corresponding indirect effect exists.

It can be concluded from Table 4 that the indirect effect value of perceived risk
on organizational performance through innovation performance is 0.306, which does
not include 0 in the Lower and Upper value ranges of Bias-Corrected and Percentile
95% CI, indicating the presence of indirect effect. The indirect effect value of creativity
mechanism on organizational performance through innovation performance is 0.231,
which does not include 0 in the Lower and Upper value ranges of Bias-Corrected and
Percentile 95% CI, indicating the presence of indirect effect. This shows that perceived
risk directly affects the organizational performance of the factoring company through
innovation performance. At the same time, creativity mechanism directly affects the
organizational performance of the factoring company through innovative performance.

5 Conclusion

The purpose of this study is to analyze the relationship between perceived risk, cre-
ativity mechanism, innovation performance and organizational performance, as well as
understand the relationship between perceived risk and creativity mechanism, and the
impact of perceived risk on creativity and innovation performance. At the same time,
it is hoped that by paying attention to the impact of perceived risk and creativity of the
factoring industry on organizational performance, we can understand how to strengthen
the perception of competitive risk and customer risk of the managers of the factoring
company, and actively improve the creativity mechanism, so as to overcome the defi-
ciencies in products, services and processes of the factoring industry and to improve
the innovation performance of the factoring industry as a whole, and further better the
organization’s sorting performance. This study focuses on the above problems, carries
out point-line combination and in-depth analysis for the above problems, and draws the
following conclusions:
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Hypothesis 1: Through analysis, this study has confirmed that perceived risk has a
significant impact on the mechanism of creativity. This also fully shows that the com-
petitive risk and customer risk of the organization will interfere with the creativity of
the organization and individuals. To solve this problem, factoring industry organizations
need to actively collect and share internal information (including customers’ demands,
characteristics, preference for risk, moral hazard, market situation, etc.), and create a
better learning space for the development of innovation mechanism of factoring industry
organizations by establishing a learning atmosphere, including participating in internal
exchanges, participating in innovation proposals, providing effective resources, etc.

Hypothesis 2: This study confirms that the formation of innovation mechanism in an
organization has a significant impact on organizational innovation performance. There-
fore, employees in the organization should be encouraged to participate in the enter-
prise’s innovation culture. At the same time, it is suggested that the organization should
improve the competitiveness of the enterprise through the establishment of creativity
mechanism, so as to significantly facilitate the innovation performance of the enterprise
in the creation of new products and services, market introduction, thus improving the
product quality of the factoring industry and improving the organizational process of the
factoring industry. Through the analysis of this study, the individual and organizational
creativity mechanism in the organization has a significant impact on innovation perfor-
mance, including product and service innovation, process innovation and management
innovation.

Hypothesis 3: Perceived risk has a significant impact on innovation performance.
The dilemma faced by the uncertainty of innovation will bring errors to consumers’
demand in the short term. At the same time, perceived risk is an important factor in con-
sumers’ purchasing decision, such as wrong estimation of technology, misunderstanding
among personnel, misjudgment between competitive situations, or insufficient liquidity
of financial turnover. These competitive risk perception and customers’ risk perception
will affect the deficiency of the innovation system, resulting in the provision of products
or services by the factoring industry, such as periodic delay, rising cost, unstable quality,
and even affect the innovation performance. Therefore, it is suggested that the factor-
ing industry should do a good job in market prediction, process control, environmental
change and customer perception before making business development decisions. Only
in this way can we better promote the improvement of innovation performance.

Hypothesis 4: Innovation performance has a significant impact on organizational
performance.

Innovation can improve organizational performance, which has been confirmed by
many scholars. This study also found that innovation performance has a significant
impact on organizational performance. Therefore, it is suggested that in order to improve
the organizational performance of the factoring industry, the factoring industry must
improve in different aspects such as products and services, process innovation and man-
agement innovation, so as to improve the organizational performance of the factoring
industry in terms ofmarketing effectiveness, asset management, operation efficiency and
financial performance, thus creating conditions for the organization to further enhance
its market competitiveness.
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Hypothesis 5: innovation performance has a mediating effect between creativ-
ity mechanism and organizational performance, and innovation performance has a
mediating effect between perceived risk and organizational performance.

This study found that the creativity mechanism mainly plays a role of both indi-
vidual creativity mechanism and organizational creativity mechanism to better promote
the improvement and promotion of organizational performance. At the same time, the
improvement of organizational performance must require the factoring company to
fully respond to organizational changes, to consider the organizations’ perception of
competitive risk and customers’ risk in the external environment, such as the competi-
tor’s target market, changes in the technological environment, the competitor’s innova-
tion capability, the allocation of resources among factoring companies and customers’
demands, preferences, characteristics, risks and other aspects in order to better improve
the performance of the factoring industry.

At the same time, as an innovation performance, in order to solve the perceived risk,
the factoring industrymust put forward newproducts or services, launch diversified prod-
ucts to attract different customers, or develop perfect and timely services or processes,
so as to eliminate the problem of customers’ perceived risk to the factoring industry.
This study also proposes that innovation strategies are affected by the interaction of
the objective and the subjective, that is, resource basis – creativity mechanism, external
environment – perceived risk, and then affect organizational innovation performance.
When analyzing the samples of factoring industry in Shanghai, it is found that innova-
tion performance has an intermediary effect in creativity mechanism and organizational
performance, and innovation performance has an intermediary effect in perceived risk
and organizational performance. This shows that the factoring industry in Shanghai, as a
service-oriented organization, should do enough in all aspects of innovation performance
in order to better promote the performance level of the factoring industry.

This paper also has some limitations and aspects to be further studied. Firstly, the
scale types of state-owned factoring companies, private factoring companies and factor-
ing companies are not distinguished respectively. Therefore, there may be deviations in
the research results, which cannot effectively reflect the above problems in all factoring
industries. It is suggested that in future research, we can expand the range of samples and
optimize the distribution of samples, so that all variables aremore uniform in distribution
and that the results are more universal. Thirdly, in this paper, themechanism of perceived
risk and creativity plays an intermediary effect. Future research can continue to tap other
potential intermediary variables, or integrate these intermediary variables into the same
framework for testing, so as to further reveal the mechanism between innovation per-
formance and organizational performance. Finally, this study only focuses on mediating
conditions and does not involve other situational factors. Therefore, scholars should also
investigate and explore the interaction of multiple situational factors in future research,
so as to more comprehensively understand the problems in the operation of factoring
industry.
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