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Factors influencing Farmers” Identification of Bnsiness Pioneering

Opportunities: Based on the Analysis of 968 Surveys

JIANG Jianyong' > QIAN Wenrong' GUO Hongdong'
(1. Center for Agricultural and Rural Development Zhejiang University Hangzhou 310058 China;

2. Zhejiang University of Water Resources and Electric Power Hangzhou 310018 China)

Abstract: Despite the widely shared belief that entrepreneurial opportunity recognition is a critical initial step of

peasant entrepreneurship the question of what situation can enable peasants more likely to identify entrepreneur—

ial opportunities remains unclear. To address the gap this paper investigated the effects of network size tie

strength entrepreneurial models in rural area previous sales experience and entrepreneurial experience on peas—

ants entrepreneurial opportunity recognition. The study found out that the effect of opportunity recognition is associ—

ated with peasants” network size and tie strength; the more successful entrepreneurs in the rural community the

more possibilities the peasants can recognize for their entrepreneurial opportunities; peasants” sales experience or

entrepreneurial experience helps improve the possibility of their entrepreneurial opportunities recognition.

Key words: Social Networks; Entrepreneurial Models; Pervious Experience; Opportunity Recognition
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