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Abstract: Rural e-commerce entrepreneurship is an effective and credible means to alleviate poverty
and promote sustainable social development, particularly in the Base of the Pyramid (BoP). Un-
derstanding how to encourage BoPs’ entrepreneurial intention in the rural e-commerce market has
become a key issue for private enterprises and local governments. Based on the entrepreneurial event
model, we constructed a research framework to evaluate the factors influencing BoPs’ entrepreneurial
intention in rural e-commerce. We conducted an online survey of rural e-commerce practitioners
from Jieyang and Chaozhou in Guangdong Province, China, and empirically analyzed the survey
results using SmartPLS software. The results show that professional knowledge, resource endow-
ment, information and communication technology, and logistics infrastructure have a significant
positive impact on BoP entrepreneurship in rural e-commerce, while previous market channels had a
significant negative impact. Based on the findings, we recommend that BoPs should focus more on
cultivating professional knowledge in e-commerce entrepreneurship and capitalize on local resource
advantage. E-commerce enterprises and local governments should strengthen and improve informa-
tion communication technology and logistics infrastructure among BoP communities. Policymakers
should support BoP entrepreneurship in rural e-commerce by creating a favorable environment.

Keywords: rural e-commerce; entrepreneurship; intention; BoP community; factors

1. Introduction

Given the emergence of information and communication technology and the growing
ubiquity of mobile smartphone applications, e-commerce is no longer limited to cities
and is becoming a major driver of sustainable economic development in rural areas [1].
E-commerce giants from China, such as Alibaba, JingDong, and Pinduoduo, are targeting
rural markets while also expanding in urban markets. Statistical data show that in March
2021, China had reached 309 million rural internet users, representing 55.9% internet
penetration rate in the country’s rural population [2]. China’s rural online retail sales
reached 1.79 trillion yuan in 2020, up by 8.95 from the previous year [3]. Comprising about
70% of the national population, rural areas are considered the Bottom of the Pyramid
(BoP) region. The BoP generally refers to a community where a low-income population
lives on a per capita income of less than $2 per day and where the population has limited
skills, knowledge, and insufficient financial resources [4]. While these communities have
significant low-income and poor populations, they also hold huge market potential [4].
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The development of rural e-commerce plays a positive role in improving the living
standards of the BoP. For example, BoPs can solve the problems of limited options and good
scarcity through online shopping [5]. In addition, rural e-commerce has created logistics-
related jobs for BoP communities, providing many rural residents with the opportunity to
work locally instead of emigrating into the city [6]. In the development of rural e-commerce,
the BoP plays the roles of consumer (e.g., Lappeman et al. [5]; Campos et al. [7]) and partner
(e.g., Wan et al. [8]; Chen and Yu [9]).

However, with the further expansion of rural e-commerce, BoPs are no longer satisfied
with simply being consumers and partners, and some rural areas have seen a boom in
BoP entrepreneurship. Some scholars point out that BoPs become consumers and partners
mainly from external help [10] and become entrepreneurs due to endogenous factors [11].
Additionally, while the endogenous growth of BoP entrepreneurship is crucial to the
resilience and sustainability of BoP communities [12], numerous practical problems and
hurdles hinder its progress [6]. One major challenge is how the BoP can cope with the
internal and external environment in order to transition from being a consumer or partner
to becoming an entrepreneur. As a result, a significant question arises: what factors
influence BoPs’ entrepreneurial intention to start a rural e-commerce business?

At present, the case analysis method is commonly used to explore this topic (e.g.,
Liu [6]; Guo and Zhou [10]; Gao and Liu [11]; Zhou et al. [13]), and only a few studies
have used empirical analysis (see Mei et al. [14] for a notable exception). We developed
a “Desirability-Feasibility” (DF) theoretical model of factors influencing BoPs’ intention
in rural e-commerce entrepreneurship to address this study gap. The solution to the
issue allows us to better understand and identify the factors that influence BoPs’ rural
e-commerce entrepreneurial intention. Thus, enterprises and local governments may
give targeted assistance to low-income people who want to start an e-commerce business.
Furthermore, our research can assist BoPs in identifying positive socio-economic aspects
and assist them in making the transition to rural e-commerce entrepreneurial growth. This
study has enriched the literature on BoP entrepreneurship in terms of technique and content
by empirically evaluating the factors that influence BoPs’ rural e-commerce entrepreneurial
intention. We validated the research hypotheses in the theoretical model and explored the
mediating role of information and communication technology (ICT) and logistics.

The rest of this article is arranged as follows. The literature review and theoretical
background are presented in the second section, which also develops the theoretical model
and offers the study hypotheses. The third section discusses the research methods and
empirical results, while the fourth section presents the theoretical and practical implications.
Finally, the fifth section provides the conclusion, limitations, and future research direction.

2. Research Background and Hypothesis
2.1. Literature Review
2.1.1. The Rise of BoP Rural E-Commerce Entrepreneurship

According to existing literature, the BoP market has experienced three development
stages [15]: BoP 1.0, wherein enterprises begin to sell their products to the BoP [4]; BoP 2.0,
in which the BoP accumulate skills and capabilities of business while enterprises continue
selling their products [16]; and BoP 3.0, wherein the BoP is regarded as the backbone of
enterprises and becomes an ecosystem of innovation and sustainable development [17].
These development stages are comparable to the development process of rural e-commerce
in BoP communities.

In the first phase of development, the BoP mainly acts as consumers in the rural e-
commerce market [18]. At this stage, the urban e-commerce market is gradually becoming
saturated [18], nudging e-commerce enterprises to expand to untapped BoP markets [19,20].
This expansion offsets the lack of physical stores in many rural communities, providing
them with greater access to more products and options [5,21].

In the second phase, BoP becomes a partner in rural e-commerce [8]. Jobs related to
e-commerce are generated with the expansion and development into BoP communities [6].
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In addition, rural e-commerce allows for the extension and growth of some businesses
beyond the industrial chain, such as product packaging [22]. These rural e-commerce jobs
and businesses are straightforward and can help reduce employment costs in e-commerce
enterprises [8].

In the third phase of rural e-commerce development, BoP takes part as entrepreneurs [11].
The BoP no longer relies on external help for development but instead uses an inner-driven
approach [10]. In this phase, which generally occurs at the mature development of rural
e-commerce, the BoP is able to start a business independently through internal and external
learning [14].

At present, many underdeveloped areas in China have reached the third stage of rural
e-commerce in development, and the entrepreneurial atmosphere of BoP is strong [6,10,11].
However, specific factors that could potentially affect the implementation and progress
of rural e-commerce entrepreneurship have not been thoroughly explored and investi-
gated [10,14]. Empirical assessments and independent evaluations are important to better
understand these internal and external variables affecting rural e-commerce.

2.1.2. Influencing Factors of BoP in Rural E-Commerce Entrepreneurship

Numerous findings and conclusions regarding the factors affecting BoP’s rural e-
commerce entrepreneurship have been made through case studies. For example, Liu [6]
and Gao and Liu [11] concluded that start-up costs, internet use, start-up seeds, and profes-
sional knowledge (which then evolve into entrepreneurial ability) are important factors
impacting rural e-commerce entrepreneurship. Zhou et al. [13] and Zheng et al. [23] high-
lighted the promoting role of ICT in BoP rural e-commerce entrepreneurship. Chen and
Yu [9] found that the development prospects of rural e-commerce and improvements in
urban and rural logistics infrastructure promote rural e-commerce entrepreneurship in BoP.
Guo and Zhou [10] concluded that emerging digital technology and entrepreneurial ability
are key factors that support BoP in carrying out rural e-commerce entrepreneurship. Liang
et al. [24] found that government support plays a promoting role in creating entrepreneurial
conditions for BoP, enhancing entrepreneurial ability, stimulating entrepreneurial motiva-
tion, and supporting entrepreneurial activities.

Few studies have employed empirical analysis in exploring rural e-commerce en-
trepreneurship. For instance, Mei et al. [14] concluded that entrepreneurial agglomera-
tion, local resource endowment, entrepreneurial atmosphere and culture, entrepreneurial
threshold, exemplary leadership, and government support positively impact BoP rural
entrepreneurship. Table 1 summarizes the various studies on factors affecting BoP in rural
e-commerce entrepreneurship.

Table 1. Factors influencing BoP carry out rural e-commerce entrepreneurship.

No. Motivations/Influence Factors References

1 Start-up cost, entrepreneurial seeds Liu [6]; Gao and Liu [11]

2 Professional knowledge,
entrepreneurial ability

Liu [6]; Guo and Zhou [10]; Gao
and Liu [11]

3 ICT
Liu [6]; Guo and Zhou [10]; Gao

and Liu [11]; Zhou et al. [13]; Zheng
et al. [23]

4
Logistics infrastructure, the

development prospect of rural
e-commerce

Chen and Yu [9]

5 Government support Liang et al. [24]; Mei et al. [14]
6 Resource endowment Mei et al. [14]

7 Entrepreneurial atmosphere and
culture, entrepreneurial threshold Mei et al. [14]
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These studies can be used as references for further analyses of rural BoP markets and
e-commerce entrepreneurship. However, most of these studies use case studies and are not
evaluated using empirical tests. The case study method (especially the single case method)
may limit the generalizability of research results [25]. Therefore, more empirical research
methods are needed for confirmation and verification, which is conducive to generalizing
the research results to more situations [25]. Especially from the perspective of BoP, it
remains unclear how they view the influence of various factors. To address the current
research gap, this study used the entrepreneurial event model (desirability, feasibility
aspects) in identifying and analyzing the factors influencing BoPs’ entrepreneurial intention
in rural e-commerce.

2.2. Theoretical Model
2.2.1. The Entrepreneurial Event Model

Shapero and Sokol [26] proposed the entrepreneurial event model, which is used
to describe and quantify entrepreneurial intention. They believe that considering of en-
trepreneurship as an “entrepreneurial event” rather than a social aspect makes more sense.
That is, a variety of variables and factors affect the entrepreneurial event. In the meantime,
Shapero and Sokol [26] argued that the exact action performed in an entrepreneurial event
is influenced by perceived desirability (values) and feasibility. Perceived desirability re-
lates to how appealing the prospect of entrepreneurship is to a person, while perceived
feasibility refers to how confident a person is in their capability to start a business [26,27].

Scholars (e.g., Krueger [27]) have confirmed the entrepreneurial event model through-
out time, and it has been extensively utilized in entrepreneurship study as a scientific
research paradigm. Soomro et al. [28], for example, used the entrepreneurial event model
to study the entrepreneurial intent of business students in public institutions in Pak-
istan. Ali et al. [29] used the entrepreneurial event model to investigate the elements that
influence Thai college students’ entrepreneurial intentions. The entrepreneurial event
model (desirability, feasibility elements) was utilized as the theoretical framework in this
study to investigate the various factors influencing BoPs’ entrepreneurial intention in
rural e-commerce.

2.2.2. Research Model Construction

Based on the entrepreneurial event model, we divided the factors influencing BoPs’
entrepreneurial intention in e-commerce into two types: desirability and feasibility. The
development prospect of rural e-commerce is a feasible parameter for the factors of desir-
ability, according to available literature. In addition, according to research by Karnani [30]
and Guo and Zhou [10], two additional desirability factors were used: previous income
and previous market channels.

For the factors of feasibility, based on existing literature, possible parameters include
start-up costs, entrepreneurial seed, professional knowledge, entrepreneurial ability, re-
source endowment, entrepreneurial atmosphere and culture, entrepreneurial thresholds,
information and communication technology (ICT), logistics infrastructure, and government
support. For Liu [6] and Gao and Liu [11], entrepreneurial seeds, atmosphere, and culture
can significantly influence and encourage BoPs to increase their professional knowledge
and boost their entrepreneurial abilities. These studies suggest that the enhancement of
BoP’s entrepreneurial abilities is mainly dependent on increasing professional knowledge.
Meanwhile, Xing et al. [31] concluded that the BoP market could be entered at any time and
that the threshold for rural e-commerce entrepreneurship is low [14]. Liang et al. [24] had
concluded that government support ultimately influences BoP’s entrepreneurial abilities,
motivation, and activities. Based on their recommendations, we excluded the threshold
factor and other overlapping parameters. Start-up costs, professional knowledge, resource
endowments, ICT, and logistics infrastructure are the final feasibility factors considered
in this study. In addition, we hypothesized that ICT and logistics infrastructure affect the
start-up costs of BoP [6,9] and that ICT affects the professional knowledge of BoPs [6].
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Based on the above discussion, we developed a theoretical research model, as shown
in Figure 1.

Sustainability 2021, 13, x FOR PEER REVIEW 5 of 21 
 

excluded the threshold factor and other overlapping parameters. Start-up costs, profes-
sional knowledge, resource endowments, ICT, and logistics infrastructure are the final 
feasibility factors considered in this study. In addition, we hypothesized that ICT and lo-
gistics infrastructure affect the start-up costs of BoP [6,9] and that ICT affects the profes-
sional knowledge of BoPs [6]. 

Based on the above discussion, we developed a theoretical research model, as shown 
in Figure 1. 

Previous income

Logistics infrastructure

Information and 
communication technology

Professional knowledge

Start-up costs

Previous market 
channels

Factors of 
desirability

BoPs’ intention to 
conduct rural e-

commerce 
entrepreneurship

TargetFactorsTypes of factors

Resources endowment

The development prospect of 
rural e-commerce

Factors of 
feasibility

 
Figure 1. Theoretical research model. 

2.3. Hypothesis 
Using the study’s theoretical research model, we propose a number of research hy-

potheses in terms of desirability and feasibility factors. 

2.3.1. Factors of Desirability 
The attractive elements that might change the unfavorable status quo are referred to 

as desirability factors. These factors encourage BoPs to improve their previous adverse 
condition, and many see rural e-commerce business as a promising opportunity. Previous 
income, previous market channels, and the development prospect of rural e-commerce 
are all desirable factors in this study. 
(1) Previous income 

According to Prahalad [4], BoP commonly suffers from severe income shortage. The 
serious lack of income in BoP causes greater harm than the lack of goods and services in 
these communities [30]. While also obtaining external help, many BoP communities ac-
tively help themselves to improve their situations using their own abilities [10]. Forced by 
the lack of income, BoP communities actively seize possible opportunities, such as becom-
ing entrepreneurs in the rural e-commerce market [6]. The study of Bruton et al. [32] found 
that one avenue used by the BoP to alleviate poverty is entrepreneurship. Based on these 
arguments, we propose the following hypothesis: 

Hypothesis 1 (H1). The lower the previous income of the BoP, the stronger the intention to be-
come entrepreneurs in the rural e-commerce market. 

Figure 1. Theoretical research model.

2.3. Hypothesis

Using the study’s theoretical research model, we propose a number of research hy-
potheses in terms of desirability and feasibility factors.

2.3.1. Factors of Desirability

The attractive elements that might change the unfavorable status quo are referred to
as desirability factors. These factors encourage BoPs to improve their previous adverse
condition, and many see rural e-commerce business as a promising opportunity. Previous
income, previous market channels, and the development prospect of rural e-commerce are
all desirable factors in this study.
(1) Previous income

According to Prahalad [4], BoP commonly suffers from severe income shortage. The
serious lack of income in BoP causes greater harm than the lack of goods and services
in these communities [30]. While also obtaining external help, many BoP communities
actively help themselves to improve their situations using their own abilities [10]. Forced
by the lack of income, BoP communities actively seize possible opportunities, such as
becoming entrepreneurs in the rural e-commerce market [6]. The study of Bruton et al. [32]
found that one avenue used by the BoP to alleviate poverty is entrepreneurship. Based on
these arguments, we propose the following hypothesis:

Hypothesis 1 (H1). The lower the previous income of the BoP, the stronger the intention to become
entrepreneurs in the rural e-commerce market.
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(2) Previous market channels
The emergence of e-commerce and the spread of the platform economy have reduced

the need for middlemen, providing BoP with a variety of online sales channels [6,33].
For example, e-commerce giants like Alibaba, Jingdong, and Pinduoduo have developed
rural e-commerce businesses to improve trading in BoP communities, resulting in the
transformation and upgrading of rural economies [34]. BoP communities are mostly in
remote areas, where the local market capacity is limited and the exporting of products can
be challenging [4]. The introduction and expansion of rural e-commerce can help solve
issues in product exports. Therefore, we propose the following hypothesis:

Hypothesis 2 (H2). The narrower the previous market channels of the BoP community, the
stronger their intention to become entrepreneurs in rural e-commerce.

(3) The development prospect of rural e-commerce
As urban e-commerce markets get nearly saturated, more and more enterprises ex-

pand to BoP areas for new markets [18]. BoP communities not only contain huge market
potential [31] but may also have high productivity and creativity to be tapped. After the
first stage of rural e-commerce development, many BoPs transition from simply being
consumers into collaborators [8] or even entrepreneurs [6,10,11], with the hope of im-
proving their income levels and changing their lives [1]. In addition, according to the
Ministry of Commerce of China [35], online retail sales in rural areas have increased from
180 billion yuan in 2014 to 1.7 trillion yuan in 2019, with an overall expansion of 8.4 times.
By November 2020, China has added nearly 100,000 agricultural and related e-commerce
enterprises for the year, more than the total for 2016–2019, indicating broad development
prospects for rural e-commerce. Accordingly, we propose the following hypothesis:

Hypothesis 3 (H3). The good development prospect of rural e-commerce is positively correlated
with the BoPs’ entrepreneurial intention in rural e-commerce.

2.3.2. Factors of Feasibility

The parameters related to one feeling that they are personally capable of beginning a
firm are referred to as feasibility factors. Start-up costs, professional knowledge, resource
endowments, ICT, and logistics infrastructure are all considered feasibility factors in
this study.
(1) Start-up costs

A BoP has to consider the start-up cost when starting a rural e-commerce business.
These costs include monetary and non-monetary expenses. For example, a BoP needs
to buy a computer and a smartphone and connect to the internet. In addition, business
transactions and inventories also generate added expenditures [6,8]. Non-monetary expen-
ditures include the time spent acquiring entrepreneurial knowledge and human resources
inputs [11]. According to Liu [6], Gao and Liu [11], a cheap cost is all that is required for
a BoP to engage in rural e-commerce entrepreneurship, and this is an appealing feature.
However, we believe that if start-up costs are excessively high, the BoP may be discouraged
from engaging in rural entrepreneurship. Based on these arguments, we propose the
following hypothesis:

Hypothesis 4 (H4). The higher the start-up cost, the less likely the BoP would have the intention
to engage in rural e-commerce entrepreneurship.

(2) Professional knowledge
The BoP has limited skills, knowledge, and financial resources [4]. Therefore, if

BoPs want to engage in entrepreneurial activities, they must enhance their entrepreneurial
skills [11]. BoPs can increase their entrepreneurial knowledge and skills in rural e-commerce
through online and offline activities [6]. In addition, mentoring with local entrepreneurial
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leaders can increase competencies in information technology, online shopping [8], self-
marketing, design, production, and business operations [6]. Ultimately, enhanced BoP
expertise improves entrepreneurial capabilities [6,10,11]. Accordingly, we propose the
following hypothesis:

Hypothesis 5 (H5). The more professional knowledge the BoPs master, the stronger their intention
to become entrepreneurs in rural e-commerce.

(3) Resource endowments
Resource endowment refers to the unique resources that enterprises can obtain locally,

including landscape, material resources, community resources, heritage, and cultural
symbols [36]. Generally speaking, starting a business based on local resource endowment
provides entrepreneurs with a certain competitive advantage in the local market [37]. Local
resource endowment can significantly affect entrepreneurial behavior [14]. For example, in
areas with rich, unique natural sceneries, BoPs can consider engaging in tourism-related
activities. In regions with unique agricultural products, BoPs can move into entrepreneurial
activities related to production and sales. Therefore, we propose the following hypothesis:

Hypothesis 6 (H6). The richer the local resource endowment, the stronger the intention of BoP
towards rural e-commerce entrepreneurship.

(4) ICT
The development of ICT and e-commerce platforms provides important entrepreneurial

support for the BoP in rural e-commerce [13,23]. The widespread use of ICT has narrowed
the distance between rural and urban areas, allowing transactions to be conducted online
quickly and easily. More importantly, it alleviates (or even eliminates) BoP disadvantages
in terms of information asymmetry and market imbalance [6]. With the use of the internet,
BoP can obtain more market information, conduct online learning, and carry out diversified
online marketing. Accordingly, we propose the following hypothesis:

Hypothesis 7 (H7). The development of ICT is positively correlated with the intention of BoP to
become entrepreneurs in rural e-commerce.

(5) Logistics infrastructure
Rural areas are generally characterized by low population density [18], making logis-

tics infrastructure particularly important. As fundamental facilities for rural e-commerce
development, transportation and logistics infrastructures are crucial in production, packag-
ing, sales, and after-sales [38]. Due to their remoteness, many rural areas have relatively
poor logistics infrastructure. In recent years, logistics facilities in many rural areas have
gradually improved due to the rural strategy of the e-commerce giants [39]. Improvements
in the logistics infrastructure in rural areas can help provide a more conducive environment
for rural e-commerce entrepreneurship [9]. Based on these arguments, we propose the
following hypothesis:

Hypothesis 8 (H8). The improvement of logistics infrastructure is positively correlated with BoPs’
entrepreneurial intention in rural e-commerce.

2.3.3. Mediating Effect

(1) The mediating effect of ICT
According to Liu [6], Gao and Liu [11], and Zhou et al. [13], the wide application of

ICT in BoP communities can reduce start-up costs (e.g., transaction cost reduction) and
promote learning and acquisition of professional knowledge. Therefore, the following
research hypotheses are proposed:
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Hypothesis 9 (H9). The wider the application of ICT in BoP, the lower the costs for BoP in rural
e-commerce entrepreneurship.

Hypothesis 10 (H10). The wider the application of ICT in BoP, the more conducive it would be for
BoP to acquire professional knowledge in rural e-commerce entrepreneurship.

(2) The mediating effect of logistics infrastructure
Improvements in logistics infrastructure may reduce start-up costs for BoP [9]. For

example, competition among multiple logistics service providers can reduce prices for
various services and prevent monopolies. It can also encourage enterprises to improve
their delivery speeds and expand their delivery range. These effects can encourage and
support BoP entrepreneurs in the rural e-commerce market. Accordingly, we propose the
following hypothesis:

Hypothesis 11 (H11). The better the logistics infrastructure, the lower the costs for BoP to engage
in rural e-commerce entrepreneurship.

3. Research Methodology and Results

This study explores the factors affecting BoP entrepreneurship in rural e-commerce.
Based on the research theoretical model and hypotheses, we formulated the specific research
processes, as shown in Figure 2.
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3.1. Questionnaire Design

The questionnaire consists of two parts: the respondent information and the measure-
ment scale for each latent variable. In the respondent information section, the respondents
were asked for their gender, age, workplace, education level, per capita monthly household
income before engaging in entrepreneurship, workplace five years ago, and whether they
are ready to launch a rural e-commerce business or have already established one. For the
measurement scale, nine latent variables were used. Among the observed latent variables,
a 5-point Likert scale was used to quantify the respondent’s level of agreement: (1) strongly
disagree, (2) disagree, (3) neither agree nor disagree, (4) agree, and (5) strongly agree [40,41].
Observation variables were set based on the conclusions and recommendations from previ-
ous studies, as summarized in Table 2.
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Table 2. Item of constructs in the proposed model.

Latent Variables Observable Variables References

Previous income (PI)

1a: I had a relatively low income before starting my own business.
Karnani [30]; Guo and

Zhou [10];
Bruton et al. [32]

1b: I think starting a business in rural e-commerce is a good way to get rid of
poverty.
1c: I hope to change the current economic situation by starting my own
business in rural e-commerce.

Previous market
channel (PMC)

2a: I think the rural market capacity is limited; it is difficult to meet the needs
of sales.

Prahalad [4]; Liu [6];
Wang et al. [33]

2b: Before rural e-commerce entered, the problem of unsalable agricultural and
sideline products often appeared.
2c: I hope to enhance the sales of products through the development of rural
e-commerce.

The development
prospect of rural

e-commerce (DPRE)

3a: I firmly believe that rural e-commerce has broad prospects for
development.

Chao et al. [1]; Sousa
et al. [18]

3b: I think starting a business in rural areas can bring about changes in income
and life.
3c: I am optimistic about the future of the rural e-commerce market and want
to become a rural e-commerce entrepreneur.

Start-up costs (SuC)
4a: Entrepreneurship of rural e-commerce requires high capital investment.

Liu [6]; Wan et al. [8];
Gao and Liu [11]

4b: I need to spend more time on rural e-commerce entrepreneurship.
4c: I need to spend more energy on rural e-commerce entrepreneurship.

Professional
knowledge (PK)

5a: I think it is very important to obtain professional knowledge to carry out
rural e-commerce entrepreneurship.

Liu [6]; Wan et al. [8];
Guo and Zhou [10];

Gao and Liu [11]

5b: I am keen on obtaining professional knowledge of rural e-commerce
entrepreneurship through online or offline means.
5c: I can better obtain and master the professional knowledge of rural
e-commerce entrepreneurship.

Resources endowment
(RE)

6a: I think the local characteristic resources are conducive to my rural
e-commerce business.

Borch et al. [37]; Mei
et al. [14]

6b: In my opinion, the local characteristic resources will enable me to maintain
a certain competitive advantage in the process of starting a rural e-commerce
business.
6c: I often think about how to start a rural e-commerce business based on local
characteristic resources.

Information and
communication
technology (ICT)

7a: I think access to information and communication technology has made my
business easier.

Liu [6]; Zhou et al. [13];
Zheng et al. [23]

7b: I think access to information and communication technology has helped
me get more market information.
7c: I think access to information and communication technology has provided
me with a variety of marketing tools.

Logistics infrastructure
(LI)

8a: Our local logistics infrastructure is gradually improving.
Zhou and Liu [38];

Zhang et al. [39]; Chen
and Yu [9]

8b: I think the improvement of logistics infrastructure facilitates our
production and sales.
8c: In my opinion, the improvement of logistics infrastructure will guarantee
the development of rural e-commerce business.

Entrepreneurial
intention (EI)

a: I want to start a rural e-commerce business.
Liu [6];

Gao and Liu [11];
Kautonen et al. [42]

b: Starting a rural e-commerce business has always been what I have wanted
to do.
c: I will try to take steps to start a rural e-commerce business.

3.2. Questionnaire Pretest

In order to ensure the validity and reliability of the questionnaire, we conducted a
pretest before the formal survey. First, we sent the designed questionnaire to two senior
scholars in the field, asking them to evaluate the logic, semantics, items, and other aspects
of the questionnaire. According to their feedback, we made the first round of revisions to
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the questionnaire. Then, we randomly found four rural e-commerce entrepreneurs (2 each
in the BoP community from Puning and Chaozhou) to carry out the questionnaire pretest
through the online method. After the pretest, we had a brief online conversation with
them and asked for their opinions on their completed questionnaire. We found that all four
subjects could complete the questionnaire within 8 min, and they were relatively satisfied
with the setting of the questionnaire items. Additionally, according to their feedback, we
defined and explained “resource endowment” at the beginning of the questionnaire to help
respondents better understand the questionnaire’s content.

3.3. Data Collection and Control Variables Selection

The data used in this study were from rural e-commerce entrepreneurs and those plan-
ning to start rural e-commerce enterprises in BoP communities in Jieyang and Chaozhou,
located in the eastern part of Guangdong Province (see Figure 3). Jieyang and Chaozhou
are far away from the developed region of the Pearl River Delta and belong to the under-
developed region of the province [43]. In 2017, Guangdong published a list of relatively
poor villages, in which Jieyang had 162 and Chaozhou had 45 [44]. With the growth of
rural e-commerce in recent years, BoPs in Jieyang and Puning have adapted to recent
economic trends, implementing rural e-commerce activities and strengthening the local
entrepreneurial atmosphere.
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One way to gauge the level of e-commerce penetration for a city or town is through
the number of Taobao Villages present in the area. To be considered a Taobao Village, three
conditions must be met [45]: (1) Business site: in rural areas, the administrative village
as a unit; (2) Sales scale: the annual sales of e-commerce on the Alibaba platform reaches
10 million yuan; (3) Online enterprises scale: the number of active online stores in the
village reaches 100, or the number of active online stores reaches 10% of the number of
households. According to the Alibaba Institute, in 2020, Jieyang had 121 Taobao villages,
while Chaozhou had 122 [46]. Among them, the number of Taobao villages in Chaoan,
Chaozhou and Puning, Jieyang were in the top 15 nationally [47].

Boosted by the expansion of rural e-commerce, poor villages in Jieyang and Chaozhou
were lifted out of poverty in 2019 [48,49]. Puning Village in Jieyang was awarded the
title of “National Comprehensive Demonstration County of E-commerce into Rural Areas”
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in 2019 [50]. Given the outstanding performance of these areas in rural e-commerce
entrepreneurship and poverty alleviation, we choose them as the study site.

Due to COVID-19 protocols and restrictions, the survey was conducted fully online.
Three methods were used to collect the questionnaires. First, electronic questionnaires were
sent via WeChat Moments to BoPs engaged in rural e-commerce entrepreneurship. Second,
e-questionnaires were sent to target groups through local rural e-commerce associations.
Third, since our team has had more than ten years of experience studying rural e-commerce
entrepreneurship in Guangdong, we surveyed some of our previously established BoP
contacts engaged in rural e-commerce entrepreneurship.

The survey was conducted in June 2021. It was an academic and public welfare
survey, and the respondents received no monetary compensation. Because all of the
questionnaires were delivered online, they were sent through WeChat Moments, WeChat
Groups (created by local rural e-commerce associations, with the bulk of the members being
rural e-commerce practitioners), and other platforms. Therefore, the entire investigation
process was accessible at any moment, and the number of participants (n) is flexible. It is
worth mentioning that the questionnaire includes certain criteria for identifying potential
respondents. The first is whether they are working in rural e-commerce in Jieyang or
Chaozhou, and the second is whether they are preparing to establish a rural e-commerce
firm or have already started one. After screening, 172 of the 216 questionnaires we gathered
were found to be legitimate, giving us a success rate of 79.63%. Table 3 summarizes the
descriptive statistical results.

Table 3. Descriptive statistical results of valid sample.

Category Item Ratio Category Item Ratio

Gender Male 39% Workplace Jieyang 56%
Female 61% Chaozhou 44%

Age
18–25 17%

Per capita monthly income of the family before starting
the business

≤2000 yuan 16%
26–35 35% 2001–3000 yuan 23%
36–45 38% 3001–4000 yuan 52%
>45 10% >4000 yuan 9%

Education level

≤Middle school 47% Workplace five years ago Urban 43%
High school 26% Rural 57%

Junior college 14% Whether they are ready to launch a rural e-commerce
business or have already established one

Yes 100%
≥Bachelors 13% No 0%

To minimize the impact of extraneous variables on the research results [41], the
following parameters were set as control variables: respondents’ gender, age, education
level, location, family per capita monthly income before starting the business, workplace
five years ago, and whether they are ready to launch a rural e-commerce business or
have already established one. The respondents in our valid sample for the last control
variable are divided into two groups. The first group consists of BoPs who are planning
to establish rural e-commerce enterprises, while the second group comprises of BoPs
who have already launched rural e-commerce operations. Even for BoPs that have built
rural e-commerce enterprises, we believe that several factors in the planning stage (before
carrying out rural e-commerce business) might influence their entrepreneurial intention.
As the entrepreneurial intention comes before the entrepreneurial behavior [42], BoPs that
operate rural e-commerce enterprises need to respond to the questionnaire in a recall way.
In Table 3, the statistical results show that the majority of the respondents were women
(61%), between the ages of 26 and 45 (73%), and with relatively low education levels (73%
without a college degree).

3.4. Data Analysis

Using the SmartPLS software, we constructed the data analysis model and conducted
the empirical analysis. The data analysis model is based on the structural equation model
(SEM), which can analyze independent and dependent variables at various stages and
integrate measured and assumed causal paths into a simultaneous assessment [51]. Specif-
ically, we used the PLS-SEM method for data analysis, which allows the estimation of
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very complex models with many structural and indicator variables [52]. In addition, the
PLS-SEM has great flexibility in the specification of data requirements and relationships
between structures and indicator variables [52,53].

PLS-SEM has been widely used in behavioral science and social science research [52].
For example, Munerah [54] applied this method to empirically analyze the factors influenc-
ing the willingness of non-green consumers to buy green beauty products. Boubker [55]
used this method to empirically analyze the influencing factors of Moroccan students’
intentions for entrepreneurship education. These studies show that PLS-SEM is suitable
for empirical analysis.

3.4.1. Reliability and Validity Test

We tested the reliability and validity of the scale and model, and the results are shown
in Table 4. The calculated Cronbach’s alpha (CA) (>0.7), composite reliability (CR) (>0.7),
and Average Variance Extracted (AVE) (>0.7) all meet the value requirements. The values
of the outer loading for the observed variables (see Figure A1 in the Appendix A) were all
greater than 0.7 (with a minimum of 0.715) [56]. In addition, the value of the square root of
AVE was greater than the correlation coefficient between AVE and other potential variables
(see Table 5), indicating that the discriminant validity of the research model is very good
and that there is no multicollinearity among the latent variables [56].

Table 4. Results of reliability and validity tests.

Construct CA CR AVE

PI 0.718 0.841 0.639
PMC 0.856 0.912 0.777
DPRE 0.924 0.937 0.834
SuC 0.939 0.958 0.885
PK 0.705 0.836 0.630
RE 0.717 0.842 0.641
ICT 0.928 0.952 0.868
LI 0.740 0.852 0.658
EI 0.840 0.903 0.757

Note: previous income (PI), previous market channel (PMC), the development prospect of rural e-commerce
(DPRE), start-up costs (SuC), professional knowledge (PK), resources endowment (RE), information and commu-
nication technology (ICT), logistics infrastructure (LI), entrepreneurial intention (EI).

Table 5. Average Variance Extracted (AVE) square root and factor correlation coefficient.

H H1 H2 H3 H4 H5 H6 H7 H8

EI 0.870
PI 0.410 0.799

PMC −0.329 −0.173 0.881
DPRE −0.062 −0.051 0.018 0.913
SuC 0.072 −0.007 0.085 −0.025 0.941
PK 0.607 0.368 −0.125 −0.060 0.093 0.794
RE 0.607 0.408 −0.243 −0.075 0.115 0.618 0.800
ICT 0.158 0.023 −0.013 −0.055 0.034 0.049 0.083 0.932
LI 0.622 0.397 −0.162 −0.075 0.061 0.643 0.571 −0.016 0.811

Note: diagonal elements are the square root of Average Variance Extracted (AVE).

To minimize the influence of common method bias (CMB) [57], we used the method
of program control and statistical control test [58]. We first conducted a pretest before
the formal survey to ensure questionnaire comprehensibility. All respondents were then
informed that participation would be kept anonymous and confidential and that all the
data would be used only for academic research. We then used Harman’s single factor
test to perform exploratory factor analysis on all latent variables [58]. The test results (see
Table 6) show that no single factor explained most of the variability (>40%), which suggests
that the common method bias is not a major concern in the study.
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Table 6. Total variance explained.

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %

1 6.581 24.372 24.372 6.581 24.372 24.372
2 2.900 10.742 35.115 2.900 10.742 35.115
3 2.701 10.003 45.118 2.701 10.003 45.118
4 2.592 9.599 54.717 2.592 9.599 54.717
5 2.064 7.645 62.362 2.064 7.645 62.362
6 1.466 5.429 67.791 1.466 5.429 67.791
7 1.111 4.117 71.908 1.111 4.117 71.908
8 0.925 3.424 75.332

3.4.2. Hypothesis Testing

The data analysis model was then used to test the research hypotheses (see Figure A1
in the Appendix A). The results show that the R2 (R-squared) value of the model was
0.565, indicating that the model has good explanatory capacity [56]. In addition, the
results in Table 7 show that hypotheses H2, H5, H6, H7, and H8 passed the hypothe-
sis test (p-value ≤ 0.05 [56]), while H1, H3, H4, H9, H10, and H11 were not confirmed
(p-value > 0.05 [56]).

Table 7. Results of hypotheses testing.

Hypothesis Path Path
Coefficient t-Value p-Value Hypothesis

Supported?

H1 PI→EI 0.091 1.468 0.143 N
H2 PMC→EI −0.188 3.333 0.001 Y
H3 DPRE→EI 0.004 0.073 0.942 N
H4 SuC→EI 0.021 0.421 0.674 N
H5 PK→EI 0.228 2.750 0.006 Y
H6 RE→EI 0.203 2.340 0.020 Y
H7 ICT→EI 0.129 2.069 0.039 Y
H8 LI→EI 0.294 3.367 0.001 Y
H9 SuC→ICT 0.030 0.332 0.740 N

H10 PK→ICT 0.046 0.471 0.638 N
H11 SuC→LI 0.061 0.819 0.413 N

3.5. Findings
3.5.1. Significant Influence Factors

(1) Previous market channels have a significant negative impact on BoPs’ entrepreneurial
intention in rural e-commerce. In comparison with existing literature, this particular
variable has not been evaluated or considered in previous studies on e-commerce en-
trepreneurship. The rural market capacity is limited, and the traditional sales channels may
encounter difficulties meeting agricultural production requirements [4]. The emergence
of e-commerce has provided a more extensive and convenient channel for the sale of
agricultural products [33,34]. Furthermore, BoPs can acquire cheaper items through rural
e-commerce sites. Hence, rural e-commerce has overcome the issue of restricted market
channels, and when it arrives in BoP communities, it is easily to attract the attention of the
BoP population.

(2) Professional knowledge has a significant positive impact on BoPs’ entrepreneurial
intention in rural e-commerce. This result aligns with the findings of Liu [6], Gao and
Liu [11], and Wan et al. [8]. Professional knowledge of e-commerce entrepreneurship can
be learned in various ways (e.g., being taught by a local business leader, attending offline
training classes, or learning online by themself). It is worth noting that the average BoP
does not have the professional knowledge required to start a business [4]. They must study
or imitate in order to gain competence. The more knowledge the BoP acquires, the more
receptive they become to rural e-commerce entrepreneurship. As a result, professional
knowledge is a critical component for BoPs who want to use rural e-commerce as a
steppingstone to entrepreneurship. This might explain why professional knowledge could
be a crucial element in this study.
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(3) The results also found a significant positive impact of resource endowment on
BoPs’ entrepreneurial intention in rural e-commerce, similar to the conclusions of Borch
et al. [37] and Mei et al. [14]. The rich, mostly untapped resources among BoP communities
provide the necessary industrial and material bases for e-commerce. For example, areas
rich in fruit products can start a fruit e-commerce business. Different resource endowments
provide diversified options for BoPs to become e-commerce entrepreneurs. If there are any
rich resources in the BoP community, they can give product and industry support for BoPs
to engage in rural e-commerce entrepreneurship. More significantly, compared to external
resources, local resources will be easier to obtain and will be less expensive [36], allowing
BoPs to maintain a competitive edge in the entrepreneurial process [37]. Therefore, resource
endowment is favorable to encouraging BoPs’ entrepreneurial intention in the context of
the rapid expansion of rural e-commerce.

(4) ICT was also found to have a significant positive impact on BoPs’ entrepreneurial
intention in rural e-commerce, consistent with the finding of Zhou et al. [13], Zheng
et al. [23], and Liu [6]. Advances in ICT make possible online sales that overcome the
time and space limitations of the traditional mode of trading. Products can be marketed
and sold to “distant” consumers through the internet. ICT is an indispensable factor that
allows BoP entrepreneurs to engage in rural e-commerce [23]. ICT is critical in removing
information asymmetry in the BoP market [6] and enabling real-time and varied online
marketing [13]. The aforementioned considerations may explain why BoPs feel that ICT
has a major beneficial influence on their entrepreneurial intention.

(5) Similar to the findings of Zhou and Liu [38], the results show that logistics in-
frastructure positively impacted BoPs’ entrepreneurial intention in rural e-commerce.
Traditionally, transportation in most BoP communities is inconvenient and underdevel-
oped, hindering local economic growth. As an essential part of e-commerce development,
improvements in logistics infrastructure help make the delivery of goods more efficient
and cost-effective. In reality, the local government has been focusing on logistics infras-
tructure building in our survey region in recent years. Jieyang, for example, established
and implemented a strategy to support the growth of the express delivery logistics in-
dustry in 2017 [59], while Chaozhou announced a rural logistics development plan in
2019 [60]. The logistics infrastructure of the two locations has been substantially enhanced
thanks to the combined efforts of local governments and businesses. These infrastructure
improvements are crucial to stimulate, encourage, and support BoPs’ entrepreneurial
intention in e-commerce.

3.5.2. Non-Significant Influence Factors

(1) Previous income was found to have no significant impact on BoPs’ entrepreneurial
intention in rural e-commerce. This finding is contrary to the conclusions of Liu [6]
and Bruton et al. [32]. This may be due to the fact that while BoPs are often low-income
earners [4], they have a variety of options for increasing their income, including e-commerce
entrepreneurship. For example, they can go out to work in cities or continue with traditional
agricultural production. In addition, BoPs generally have limited knowledge, financial
resources, and entrepreneurial skills [4]. Before starting an e-commerce business, BoPs
would need to increase their professional knowledge and improve their entrepreneurial
skills. Hence, previous income may play a significant role in BoPs’ attempts to learn new
skills and enhance their status. Overall, there are a variety of factors that may be utilized
to replace previous income as a direct motivator. Previous income is not a necessary
component of e-commerce practitioners’ entrepreneurial intention.

(2) Start-up cost had no significant impact on BoPs’ entrepreneurial intention. This
result is similar to the findings of Liu [6] and Gao and Liu [11] but is contrary to those of
Wan et al. [8]. One possible explanation is that although BoP start-ups involve some costs,
such as buying computers, smartphones, and obtaining internet connection, these costs are
generally low [6,11] and are within the price range that most BoPs can afford. In addition,
the installment payment method from various e-commerce platforms also supports BoPs
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in purchasing supplies and equipment. Therefore, the start-up cost is not a barrier to BoPs’
entrepreneurial intention in rural e-commerce, which explains our paper’s findings.

(3) The development prospect of rural e-commerce had no significant impact on
BoPs’ entrepreneurial intention in rural e-commerce, contrary to the conclusion of Chao
et al. [1]. This might be because, while the prospects of e-commerce surge may attract
enterprises to invest in rural communities [18], a BoP needs to be aware of the development
trends in rural e-commerce and take appropriate measures. However, due to market
information asymmetry, BoPs are often marginalized, making it difficult to recognize
trends and opportunities when they first appear. In addition, while the vast majority of
people realize that e-commerce has a promising future, some pioneering entrepreneurs are
often ahead of the curve. Therefore, this factor is insignificant to the vast majority of BoP
e-commerce practitioners.

(4) ICT was found to have no mediating effect on start-up costs and professional
knowledge. This conclusion is contrary to the findings of Liu [6], Gao and Liu [11], and
Zhou et al. [13]. One possible explanation is that while ICT can reduce start-up costs and
improve professional knowledge, the impact on BoPs is largely implicit and is not easily
perceivable. In other words, the BoP pays a certain amount of money to purchase the
products and services related to the information and communication. These expenditures,
however, are modest, and the BoP can afford them [6,11].

(5) Logistics infrastructure had no mediating effect on start-up costs, contrary to
the findings of Chen and Yu [9]. One possible explanation is that when BoPs start their
e-commerce business, the local logistics infrastructure has already been established. If the
logistics infrastructure is not fully operational or is underdeveloped, very few people would
be able to start an e-commerce business. Given that the effects of logistics infrastructure on
start-up costs are not as explicit, BoPs may have difficulty perceiving and acknowledging
the connection.

4. Discussion

The results show that five of the eleven hypotheses were confirmed. Professional
knowledge, resource endowment, information and communication technology, and lo-
gistics infrastructure were found to have significant positive correlations with BoPs’ en-
trepreneurial intention in rural e-commerce. In comparison, the previous market channel
was found to have a significant negative correlation, which suggests that the BoP’s narrow
market channels encourage e-commerce entrepreneurship in rural markets. These findings
are largely consistent with those from previous studies.

However, some of the results differed from the findings of previous studies. We found
that previous income, start-up costs, and the development prospect of rural e-commerce
had no significant impact on BoPs’ entrepreneurial intention. Additionally, ICT had no
mediating effect on start-up costs and professional knowledge, and logistics infrastructure
had no mediating effect on start-up costs. In the findings section, we evaluated the probable
reasons for significant or non-significant factors based on the results. However, while we
discovered evidence of probable ICT and logistics infrastructure mediation effects in the
literature (e.g., evidence from Liu [6], Gao and Liu [11], Zhou et al. [13] for ICT; proofs
from Chen and Yu [9] for logistics infrastructure), our empirical results were not significant.
Even though we explored the possible explanations of the disparities in our study, we hope
that future studies will be able to dig further into these discrepancies and investigate the
circumstances that lead to them.

The following are the theoretical and practical implications based on the various
research findings.

4.1. Theoretical Implications

First, this paper enriches the literature on BoPs’ entrepreneurial intention in rural
e-commerce. The majority of existing studies use the case analysis method (e.g., Liu [6];
Guo and Zhou [10]; Gao and Liu [11]; Zhou et al. [13]) to assess the mechanisms affecting
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entrepreneurship in the rural e-commerce market, and only a few have employed empirical
analysis [14]. This paper empirically evaluates the various influencing factors in BoPs’
rural e-commerce entrepreneurial intention, providing new perspectives on the subject.

Second, prior research has focused on the impact of feasibility factors on BoPs’ en-
trepreneurial intention in rural e-commerce (e.g., Liu [6]; Gao and Liu [11]; Zhou et al. [13];
Mei et al. [14]), whereas desirability factors have received less attention. Our research
looked at how previous market channels influenced BoP e-commerce and discovered
a negative correlation. As a consequence, we were able to offer fresh perspectives on
the subject.

Third, unlike previous studies that do not focus on people from low-income back-
grounds, our study focuses on persons from poor contexts. The poorest in society have
inadequate skills, knowledge, and financial resources [4]. As a consequence, while begin-
ning a business, the BoPs evaluate not just general issues like cost [61], but also elements
like skills and knowledge acquisition. Non-BoP practitioners, on the other hand, may
already have extensive operational experience and working abilities, which are distinct
from the professional knowledge factor considered in our study.

Finally, this study demonstrates that the entrepreneurial event model may be used to
identify and investigate the factors that influence BoPs’ entrepreneurial intention in rural
e-commerce. This further expands the application of the entrepreneurial event model into
other disciplines. In addition, we focus on how planned behavior theory can be used to
analyze entrepreneurial intention [42] and how the opportunity-driven vs. necessity-driven
entrepreneurship paradigm may be applied to individual entrepreneurial endeavors [62].
The eight factors proposed in this study should be categorized based on distinct criteria and
ideas, according to these two theories or models. Furthermore, under the study framework,
factors such as family background, societal and financial status of entrepreneurs may be
integrated and interpreted. All of them have significant theoretical implications for future
entrepreneurial intention research. These can be utilized to guide our study in the next
part of our project.

4.2. Practical Implications

Based on the results of the study, a number of practical recommendations are pro-
posed in support of entrepreneurship among BoPs in e-commerce. First, BoPs should focus
more on cultivating professional knowledge on e-commerce entrepreneurship. Our re-
sults showed a positive correlation between professional knowledge and BoP e-commerce
entrepreneurship. To promote entrepreneurship and support the viability of doing e-
commerce business in rural markets, BoPs should acquire more professional knowl-
edge through training, formal and informal education, and other skills development
platforms [6,8,11]. In addition, e-commerce platform enterprises or local governments
(policymakers) could actively encourage and support rural e-commerce entrepreneurship
by providing activities that would enhance professional knowledge among BoP.

Second, BoPs should capitalize on local characteristic resources in rural e-commerce.
We found that resource endowment is positively correlated with BoP entrepreneurship.
E-commerce can help provide marketing and logistical support for local agricultural
and sideline products [1]. Resources (e.g., tourism resources and agricultural products
resources) in rural regions that were otherwise untapped, underutilized, or undervalued
could be better publicized and utilized by BoPs through e-commerce.

Third, e-commerce platform enterprises or local governments (policymakers) should
pay attention to the construction and improvement of the ICT and logistics infrastruc-
ture, particularly in BoP communities. We found that ICT and logistics infrastructure are
positively correlated with BoP entrepreneurship in rural e-commerce. BoP communities’
infrastructure had been relatively backward and undeveloped, resulting in a variety of
logistical and communication challenges [63]. E-commerce enterprises and policymakers
should focus on building and improving ICT and logistics infrastructure in BoP communi-
ties to support and encourage BoPs’ entrepreneurial intention in rural e-commerce.
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Finally, policymakers should foster an environment that encourages e-commerce en-
trepreneurship in BoP communities, and low-income people can try their hand at rural
e-commerce. Previous market channels had a significant negative impact on BoPs’ en-
trepreneurial intention in rural e-commerce, according to our findings. Rural e-commerce
is a good choice for BoP to establish an enterprise, according to Liu [6], Guo and Zhou [10],
Gao and Liu [11]. It can definitely increase farmers’ earnings while also increasing the
resilience of BoP communities. It is worth noting that rural e-commerce may offer a wide
range of online sales channels, which can help to alleviate the problem of low agricultural
product sales [6,33].

5. Conclusions

BoP entrepreneurship in rural e-commerce is a viable way to alleviate poverty and pro-
mote sustainable social development. This is why understanding how to better encourage
and support BoP to participate in rural e-commerce is extremely important. However, there
are a number of challenges that hinder or discourage BoP from participating in e-commerce
as entrepreneurs. If these issues are not addressed, BoP may only be limited to being a
“consumer” or “partner” rather than being an independent “entrepreneur”.

This study focuses on the building of theoretical models and the identification of influ-
encing variables in order to better understand the factors influencing BoPs’ entrepreneurial
intention in rural e-commerce. More specifically, we built a study framework based on
the entrepreneurial event model (desirability and feasibility aspects), conducted an online
survey of rural e-commerce practitioners in Guangdong Province, China, and empirically
evaluated the survey findings using SmartPLS software. Our empirical results show that
professional knowledge, resource endowment, information and communication technology,
and logistics infrastructure have a significant positive impact, while previous marketing
channels have a significant negative impact. Our research results contribute to the existing
knowledge on rural e-commerce entrepreneurship, and they can assist BoPs in identify-
ing favorable socio-economic factors and facilitating their transition to rural e-commerce
entrepreneurship growth.

Based on the findings of this study, we recommend that BoPs should focus on cultivat-
ing professional knowledge in e-commerce and capitalizing on local resources. Meanwhile,
BoPs can experiment with rural e-commerce as a means of entrepreneurship. E-commerce
platform enterprises and local governments should construct and improve ICT and logis-
tics infrastructure for BoP communities. Policymakers should foster an environment that
encourages e-commerce entrepreneurship in low-income neighborhoods. These recom-
mendations would help create a favorable environment that would encourage BoPs to
become e-commerce entrepreneurs and promote local capacity-building.

This paper has several research limitations. First, our survey data came from two BoP
communities in Guangdong Province, China. In different geographical environments, the
factors that affect BoPs’ entrepreneurial intention in rural e-commerce may vary. Future
studies can explore more on the regional factors that could affect the results. Moreover, due
to the pandemic, our questionnaire survey was only carried out online, and the effective
samples obtained were relatively small (172). As a result of the regional breadth and
sample size limitations, our conclusions and recommendations are tentative and suggestive
rather than solid and definitive. To put it another way, they are insightful and intelligent
conclusions and proposals, and we need to tailor the BoP entrepreneurship strategy to the
circumstances of other areas. Third, in different theoretical research backgrounds, more
diverse influencing factors may need to be considered. For example, future studies can
analyze the effects of patrimonial culture in BoP communities, the education level of the BoP
individuals, societal and financial status of entrepreneurs and family member recognition
on e-commerce entrepreneurship. Fourth, our results are limited to the discussion of
possible influencing factors for the current period. As time passes, the environment of BoP
communities may change, which may modify the effects of different variables and generate
new factors. These temporal changes could be explored in future studies. Finally, BoP
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entrepreneurship in rural e-commerce is an emerging research topic, and the evaluation of
influencing factors is only one aspect. The specific effects and risks of BoP entrepreneurship
in the e-commerce market, as well as the application and challenges of new technologies
(such as short video and live broadcast), can be studied in future works.
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