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In the past ten years, China’s rapid urbanization has hollowed out the rural population considerably. Although returnee en-
trepreneurship has become a catalyst for retaining people and revitalizing the countryside, most disenfranchised Chinese villages
struggle to retain their returnees, owing to their lack of infrastructure and low quality of life. However, many e-commerce villages
and live broadcast villages have emerged in the eastern coastal plains of China. Returnees, inspired with a strong hometown
identity, have become the driving force in the development of these villages. is study investigates the relationship between the
hometown identity of returnees and their entrepreneurial success with the operations research framework. We explored the
mediating role of the agglomeration of knowledge to illustrate the mechanism between the hometown identity and entrepre-
neurial success, while testing the moderating e�ect and conditional indirect e�ects of the returnees’ creativity through moderated
mediation analysis. Using the time lag research method, we collected �eld data from villages in the northern plains of Jiangsu
Province. e research results showed a positive correlation between the hometown identity and entrepreneurial success, with
agglomerated knowledge production as an important intermediary. Returnees with a stronger sense of a hometown identity and
higher creativity are more likely to enjoy entrepreneurial success.is research has important reference signi�cance for all levels of
government concerned with rural development, and returnees who desire to start their own businesses.

1. Introduction

“Arrival City” has become the development trend of cities and
villages around the world [1]. Chinese society has a long-
standing dual structure, with urban and rural antagonisms
and large gaps between the rich and the poor [2]. Hindered by
low income and the lack of employment opportunities other
than agriculture, rural residents su�er a low economic growth
rate, exacerbated by the relative lack of government support,
and a shortage of long-term delivery services for labor ma-
terials for urban construction [3]. In addition to the explicit
economic di�erences, there are also implicit di�erences in
living habits and cultural practices between urban and rural
areas.e custom of patronizing sons over daughters has long
been the basic pattern of opportunity distribution for children

among rural families in China [4]. e countryside is also a
typical acquaintance society. Nowadays, with more alienated
human relationships, the metropolis has become an ac-
quaintance society without subjects [5], with a noticeable
disparity in the ideology and ideals of the older and younger
generations [6]. In addition, rural fragmentation, disorder,
and passivity of rural subjects are the biggest obstacles to the
realization and enhancement of the activism, rights, and
identity of Chinese rural subjects [7].e explicit and implicit
challenges have become a source of discomfort for the re-
turnee’s contrasting urbanization and modernization on one
hand, and the ideals of idyllic Chinese countryside on the
other. How to exert the enthusiasm,motivation, and creativity
of the subjects of rural development has obviously become the
main challenge of rural development.
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Well-built villages, however, still cannot attract young
people, and this is a bottleneck for the development of
countries around the world [8, 9]. In order to solve this
conundrum, the Chinese government continues to imple-
ment exploratory adjustment of development strategies, and
constantly strives to narrow the gap between urban and rural
areas in all aspects and in multiple fields. At the end of 2005,
for example, the state required local governments to develop
a new socialist countryside in accordance with the re-
quirements of “production development, ample life, civilized
rural customs, clean villages, and democratic management.”

Another example was the college student village official
plan from October 2008, which intended to “guide college
graduates to work in the village, and implement the goal of
ensuring ‘one college student per village,’” and the focus on
training health professionals engaged in general medicine at
the level of township hospitals and below, also com-
plemented that effort. In 2014, the Ministry of Agriculture
launched the promotion of China’s leisure villages, which
drove development projects in the countryside, culminating
in a rural revitalization strategy whose goal was to realize
rural modernization. Another effort to narrow the gap be-
tween urban and rural areas was the 2018 stipulation by the
Ministry of Education that publicly funded normal students
who graduated must teach in rural compulsory education
schools for at least one year. In addition, the government
also supports policies in environmental assessment, land use,
financial credit, etc., to achieve sustainable agriculture and
rural development [10].

In recent years, rural entrepreneurship is increasing, and
it mainly consists of returning to the countryside and en-
tering the countryside [11]. In rural areas, laborers transfer
to coastal areas and large and medium-sized cities to work
and accumulate entrepreneurial skills, who then return to
their hometowns to allocate entrepreneurial resources to
benefit their neighbors [12]. Science and technology,
management talents, and entrepreneurs with the ability and
desire to start a business in the city generally enter the
countryside because of its natural resources and labor re-
sources endowment, and gradually increase with the in-
depth implementation of the rural revitalization strategy
[13]. Meanwhile, with China’s regional economic growth,
improved Internet infrastructure, more convenient trans-
portation, gentrification of the living environment, new
ruralism, and new lifestyles (people in the city who choose to
live in the countryside) have gradually emerged [14].
Coupled with the national policy of “mass entrepreneurship
and innovation,” there has been a marked increase in re-
turnees starting businesses in their rural hometowns, es-
pecially in the developed eastern coastal areas of China, most
notably in Jiangsu Province, where the economic develop-
ment is most balanced [15]. In the context of top-down
national development, those returning to their rural
hometowns have used their capital, experience, skills, and
wisdom to transform their hometowns, and numerous
entrepreneurial stars and models have emerged. To a certain
extent, it has alleviated the “shortcomings” of the lack of
rural talents by introducing new technologies and new in-
formation, thus becoming the backbone of rural reform,

development, and revitalization [16]. ,ese talents in rural
Chinese society have greatly increased in entrepreneurial
fields, such as self-build entrepreneurial opportunities,
e-commerce, and product sales on live broadcast platforms
[17, 18].

,e hometown identity of the Chinese is a part of
inherited tradition and has become the cultural capital for
the revitalization of rural areas and the sustainable devel-
opment of communities in modern China [19]. China was
formerly a provincial agricultural society, where people
depended on the same land for generations to survive. Even
when they migrated to other countries, “falling leaves
returned to their roots” [20, 21]. However, since ancient
times, rural society has relied on local wise men to build their
hometowns, and they have become an extremely important
force in rural management. ,ey actively participate in local
affairs, maintain order, and havemade great contributions to
grassroots governance [22]. ,e characteristics of the dif-
ferential pattern of rural society [23] firmly consolidate the
identity of the Chinese countryside and still affect the
cognition, social evaluation, and behavioral decision-mak-
ing of returnees to this day [24]. ,e hometown identity can
stimulate entrepreneurs’ internal power resources and has
the greatest impact on villagers’ willingness to participate in
rural revitalization [25]. ,erefore, due to their hometown
identification, returnees tend to actively perform and gather
in the acquaintance society for knowledge sharing to reju-
venate the village. In other words, the hometown identity of
returnees is the soul of rural revitalization and the key to
resolving the crisis of contemporary rural development.
Specifically, it is an emotional mechanism of the security-
trust-expression-identity that is oriented to nostalgia, sen-
timent, and rural culture, with perception, conflict, inte-
gration, and interaction as paths [26]. Based on the above
arguments, we can attribute the successful entrepreneurship
of returnees to the role of hometown identification from the
perspective of operations research.

First, we focus on enhancing the contribution of the
hometown identity to entrepreneurial success. Most re-
turnee entrepreneurs are troubled by the vitality of the rural
market, the system of support services, and psychological
quality [27]. ,is inherent rural stereotype has become a key
factor in the success or failure of entrepreneurship. ,ere-
fore, successful entrepreneurship requires enhancement of
the hometown identity, which has been the focus of China’s
current social development, addressing policies, funds, and
improving rural infrastructure, leading to the establishment
of the National Rural Revitalization Bureau at the end of
February 2021.

Second, agglomeration strategy as an intermediate
variable in this study frames the link between the hometown
identity and entrepreneurial success. Since the state’s top-
down consolidation of the hometown identity has received
more policy support and guidance, returnees are more likely
to share entrepreneurial knowledge with villagers. ,is
comes as a result of their deeper understanding of the urban
market, while independently believing that agglomeration
development is meaningful and positively impacts rural
development. ,is kind of agglomeration strategy can be
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used to solve difficult entrepreneurial challenges, which will
have a positive impact on the execution and completion of
entrepreneurial goals. ,ird, we analyzed the moderating
effect of the creativity of returnees. Creativity is tested as a
boundary condition that influences the connection between
the hometown identity and entrepreneurial success because
the literature shows that returnees with professional crea-
tivity are critical to agglomeration practice and performance
[28]. Our research was confined to the coastal plains of
China. We determined survey points to collect data from the
list of rural industrial clusters announced by the Ministry of
Agriculture and Rural Affairs and theMinistry of Finance, as
well as the villages where many returnees consolidated.
Judging from the existing literature, there is a lack of re-
search on the recognition of the successful entrepreneurship
of Chinese returnees. ,erefore, we have also addressed an
important academic gap.

2. Theory and Hypothesis

2.1. Hometown Identity and Entrepreneurial Success.
Hometown identity can be defined as “explaining the in-
dividual’s internal emotional attachment, attitude tendency,
and explicit behavior, and explaining the connection be-
tween values and behavior” [29]. In the past few decades, the
research of identity and the success of entrepreneurship have
aroused great interest in academia. Many subfields of
pedagogy, history of science and technology, applied eco-
nomics, sociology, and psychology, including professional
identity, leadership, team performance, task performance,
motivation, decision-making, and creativity, are all included
in the study of identity. It is closely related to the attitudes
and behaviors of individuals, groups, and communities
[30, 31].

,e concept of the hometown identity is composed of
four cognitions: meaning, decision-making, confidence, and
sense of accomplishment. Specifically, meaning refers to the
degree to which homecoming entrepreneurship itself is
meaningful to the construction of the concept of returnees.
Decision-making refers to the sense of motivation and
autonomy that returnees have in entrepreneurial decision-
making. Confidence refers to the degree to which returnees
are confident in their own ventures, and able to cope with
entrepreneurial challenges and have a sense of accom-
plishment, which involves the feeling that their personal
achievements have made a significant contribution to the
development and revitalization of themselves and the
countryside.

Similar to the psychological identity of practitioners in
various industries, returnees also face psychological chal-
lenges brought about by returning to their villages to start a
business. Although returnees can freely pursue their dreams,
they will always face various difficulties in the complex and
evolving entrepreneurial process. ,ey often experience
more negative emotions than their employees do, such as
isolation, stress, fear of failure, loneliness, mental stress, and
sadness [32]. Do the returnees face it positively or nega-
tively? Would one insist on starting a business or reenter the
city to choose salaried employment? ,is partly depends on

whether returnees truly believe in economic activities in
their hometowns and whether they regard returning as a
lifelong career pursuit and ideal employment setting. ,e
hometown identity is a core element of entrepreneurial
drive, and there are significant differences among the dif-
ferent types of entrepreneur. Of the “true believer,” “clue-
less,” “practical,” and reluctant” types of entrepreneurs,
there are three characteristics that differentiate them,
namely: achievement needs, risk-taking propensity, and
commitment.

Among them, true believer entrepreneurs have the
highest entrepreneurial commitment [33] because they
firmly believe in the value of their identity, having a
higher degree of conviction concerning their return to
their home to start a business. For them, the construction
of the hometown identity is more meaningful and in-
fluential for entrepreneurial success, leading to internal
motivation.

Returnees, having specific knowledge and skills, would
have high employment expectations in their hometown.
Meanwhile, they have made a decision to transition from
urban to rural employment after consideration of factors,
such as the hometown’s policy environment [25]. ,e de-
cision-making process makes returnees more confident,
believing that their entrepreneurial ideas can actually help
villages develop economically and rise out of poverty. ,e
returnees’ sense of identity is transformed into power, de-
cision-making, information, autonomy, initiative and cre-
ativity, knowledge, skills, and sense of responsibility in
entrepreneurship, which becomes the internal driving force
for their successful entrepreneurship. ,ey persevere and
perform well [34].

,e identity self-construction model can explain the
connection between the hometown identity and entrepre-
neurial success [35]. ,e individual internalizes the value of
self-employment and transforms this meaning into self-
definition, thus forming their hometown identity. Identity-
based motivation is about “whether the individual wants to
do something,” so that the value of this identity guides and
drives goal-oriented behavior, often transforming possibil-
ities into realities [36].

Moreover, the multiple identities possessed by re-
turnees enable them to manage emotions more effectively
[37]. Entrepreneurship is “a life of nine deaths.” ,e self-
concept mainly focuses on the identity of the entrepre-
neur, and when setbacks and failures arise, it challenges
their self-verification and self-esteem, possibly reducing
their enthusiasm. However, maintaining multiple iden-
tities can not only better exert the positive effects of re-
turnees’ self-verification [38] but they can pay more
attention to identity management, which in turn bolsters
their abilities [39].

Many scholars believe that hometown identification has
greatly improved overall productivity, especially in entrepre-
neurial projects [29]. Returnees who have a stronger sense of
belonging tend to believe that their entrepreneurship has far-
reaching significance and influence [25]. Hence, with increased
passion, they lead innovations to accomplish their entrepre-
neurial goals. ,erefore, we assume the following:
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Hypothesis 1. Hometown identity is directly proportional to
the entrepreneurial success of returnees.

2.2. /e Mediating Role of Agglomeration Strategies.
Agglomeration strategy plays the role of knowledge pro-
duction and sharing, which can be defined as “the act of
providing information to others in the organization” ([40],
p. 341), it aims to solve the problems encountered by the
returnee group in starting a business, the exchange of market
information, and the mutual consultation of opinions. In an
agglomeration environment, knowledge production and
sharing are a crucial team process because if knowledge
resources are not shared, they cannot be fully utilized [41].
Knowledge-intensive business activities are the staple of
entrepreneurship. In this knowledge-driven environment,
team development and management agglomeration strate-
gies become imperative [42].

With specific goals, the entrepreneurial ecosystem
adopts open cooperation and innovation, seeking resource
complementation, division of labor and collaboration, value
sharing, and coexistence [43]. ,e concept and the rela-
tionship network that the hometown identity constructs are
key factors that enhance the dissemination of knowledge
among members of agglomeration [44]. ,e hometown
identity enhances interpersonal trust, which becomes an
agglomeration of knowledge production and sharing [45].

Agglomeration strategy forms an ecosystem with diverse
internal roles [46]. ,ere can be more efficient division of
labor and coordination according to specific resource en-
dowments, including “producers,” “consumers,” “disinte-
grators,” and “catalysts” (including lawyers, accountants,
and intellectual property experts) [47]. ,ere can be a free
sharing of strategic knowledge, technical knowledge, and
training and services for villagers in preparation for re-
turnees, forming an agglomeration ecosystem for the rural
industry.

(1) Strategic entrepreneurial knowledge. Returnees who
have started their own businesses are in the growth
and exploration stage of their knowledge of entre-
preneurial strategic planning and the business model
design. ,e creative team that agglomeration strat-
egy forms provides returnees with wisdom, vision,
market information, and entrepreneurial experience,
which greatly improves the success rate of ag-
glomeration strategy [48].

(2) Technical entrepreneurial knowledge. ,is mainly
comprises knowledge and experience in core tech-
nology research and development, product devel-
opment, business operations, and management. For
example, returnees in the technology sector and
professionals with various knowledge and skills can
solve difficult problems in technology, business
models, and business operations in entrepreneurial
projects.

(3) Entrepreneurship training and services for villagers.
Returnees use the Internet to live broadcast goods to
help villagers sell agricultural products and other

wares while opening up new markets for these
products, allowing villagers to become self-sufficient
[49]. Innovative guidance services through the
network, video, and other media provide policy
consultation, technical guidance, marketing, brand
cultivation, and other services for potential entre-
preneurs in rural areas.

Returnees form a cluster space, which is a key resource
for realizing rural economic development and entrepre-
neurial ecological sustainability [50]. ,rough the collective
knowledge sharing, knowledge can be exchanged and spread
among themselves and with the villagers to form a network.
,is has led to an increase in the success rate of entrepre-
neurship. Since knowledge sharing in turn produces a very
small probability of errors, it is more possible to experience
relatively error-free entrepreneurial project execution [51].
Based on the above findings, we assume the following:

Hypothesis 2. Agglomeration strategies can adjust and add
value the relationship between the hometown identity and
entrepreneurial success.

2.3. /e Moderating Role of Returnees’ Creativity. In the
context of rural revitalization, returning to the hometown is
a new way for youth development, as opposed to the
metropolitan environment [52]. ,is requires returnees to
have a degree of creativity and to improve the possibly
outdated production methods in their villages of origin.
Increasingly, returnee entrepreneurs are using the skills,
personal connections, insights into market rules, and ac-
cumulated funds that they have acquired over the years to
upgrade rural industries, develop rural areas, and change
traditional development into innovative development
[29, 53]. ,us, innovative thinking and creativity are the
main characteristics of returnees [54]. In recent years,
China’s rural e-commerce has developed rapidly, and some
returnees have discovered various niches of novelty products
that have become popular online, even though many re-
turnees are still engaged in traditional industries, such as
agriculture, vegetables, flower-plant industry, and livestock
and aquaculture. However, although they have been con-
ceived from the traditional production model, they have
begun to approach a new model of standardization, in-
tensification, and clustering [55].

,e creativity of returnees is a way to generate new and
useful ideas and solve problems. People are paying more
attention to the research on how returnees influence and
enhance each other’s creativity [56]. ,e challenges become
more demanding for returnees who start their own busi-
nesses, and they usually have to accomplish their entre-
preneurial goals creatively. Every process when running a
business needs creativity, and business owners need to
embrace this creative thinking to establish a conducive
business environment. Creativity is an important compo-
nent of individual cognitive processing. It is the ability to
generate novel and innovative ideas through the recombi-
nation and matching of information and knowledge [57]. In
the field of entrepreneurship, individual creativity refers to
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the process by which entrepreneurs can combine existing
ideas and resources to generate new and feasible ideas or
resources, thereby starting a new business [58]. For entre-
preneurial activities, creativity is particularly important,
because creating a new business is itself a creative activity.
Maintaining creativity is a quality that successful entre-
preneurs must possess [47].

A high level of creativity can help returnees to better
understand the connections between objects, identify
business opportunities, and rationally allocate entrepre-
neurial resources to create value efficiently. Difficulties in the
entrepreneurial process, such as shortages of resources and
inability to enter the market, require creative individuals
who are able to generate more ideas about products or
services [59]. A successful returnee is more confident in
transforming creativity into self-performance, that is, high
creativity is an asset to their entrepreneurship. Some
scholars have pointed out that the study of entrepreneurial
goals should include creativity as an important alternative
predictor [49]. With the continuous advancement of the
strategy of “popular entrepreneurship, mass innovation,”
entrepreneurship has gradually become a new driving force
for sustainable economic development. Entrepreneurship
itself is a highly creative value-creation activity, and active
innovative thinking is a distinctive feature of entrepreneurs.
In Schumpeter’s theory of innovation, the view of “creative
destruction” essentially predicts the creativity of entrepre-
neurs [60]. Creativity from the entrepreneurial perspective is
embodied in the process of developing novel and useful
products or services [61].

,erefore, we expect the creativity of returnees to have a
positive moderating effect between hometown identification
and agglomeration strategies, and predict the following:

Hypothesis 3. ,e creativity of returnees will rely on ag-
glomeration strategies to enhance the indirect influence of
the hometown identity on entrepreneurial success. Specif-
ically, more creative employees have a greater indirect
impact.

,e conceptual framework is presented in Figure 1.

3. Method

3.1. Study Context: Creative Villages of the Jiangsu Coastal
Plain in China. We aimed this study at returnees from the
coastal plains of Jiangsu, China, where creative villages have
sprouted [53]. We chose them for two main reasons. First,
these villages do not have any innate resource endowments,
such as impressive natural resources for tourism. Traditional
agriculture has long been the principal economic activity.
With the advent of the Internet age, these villages which are
close to the Yangtze River Delta economic circle in China
have seen the budding development of creative villages,
which has changed the traditional path of rural development
and achieved substantial economic benefits. ,ere are many
returnees who have started businesses in this plain area and
achieved remarkable success. Second, the careers of re-
turnees are innovation-oriented. Hence, our selected sample
comprises returnees who personify our research topic.

3.2. Sample and Procedure. Our sample comprises returnee
entrepreneurs from several villages in the coastal plain of
Jiangsu, China (mainly concentrated in Donghai and Gua-
nyun counties in Lianyungang City and Shuyang and Siyang
counties in Suqian; as shown in Figure 2). Before data col-
lection, we conducted a prestudy of 12 college students who
planned to return to their hometowns to start a business in
order to revise and adjust items in this study while expanding
the generality of the results. Prior to this data collection
process, we conducted several field surveys and semi-struc-
tured interviews at the survey sites in 2018 and 2019 to obtain
preliminary data and establish good relationships with some
returnees. We formed a working relationship with other
returnees through the introduction of key informants, which
established a good foundation for the credibility of investi-
gation. ,is research topic hinged on previous data and used
online questionnaires to obtain research data (using the
“Wenjuanxing” survey questionnaire platform).

Initially, we contacted 28 entrepreneurial teams (197
people in total), and the key informants of each entrepre-
neurial team led the members in completing the ques-
tionnaire voluntarily. Respondents are either self-employed
or entrepreneurial partners. ,ey are engaged in e-com-
merce, logistics, design, creativity industry, livestreaming,
marketing, sound and vision, video editing, research and
development, education and training, short videos, etc. In
order to reduce potential general method bias [62], we
adopted a time lag design and independent measures (self
and supervisory reporting). At time 1, we distributed links
for the online questionnaire to key informants from the
returnee team. We asked them to provide their job status,
demographics (gender, age, educational background, and
entrepreneurial experience), opinions on the hometown
identity, agglomeration strategies, entrepreneurial expecta-
tions, and entrepreneurial success.

In the questionnaire’s introduction, we explained to
them the purpose of the research and stated that their
participation in the questionnaire was voluntary, and that we
guaranteed them anonymity and confidentiality because the
respondents did not need to mention their names in the
answer. A total of 192 returnees completed the question-
naire, and the feedback rate was 97.46%. ,e survey lasted
for a four-week interval (time 2) from October to November
2019. We used the scores of 28 key informants in the en-
trepreneurial teams to evaluate the creativity of team
members. In order to match the answers of returnees, the
key informant identified them through the job identities we
obtained at time 1. We received 116 complete matching
responses (key reporters rated returnees who participated in
the survey). On average, key reporters rated the creativity of
four returnees, and the participation rating accounted for
58.88%.

Most of the participants (72.58%) were men, with 51.77%
having a higher vocational education degree (after three
years of vocational education after graduating from high
school), and 41.62% with a bachelor’s degree. By age cate-
gory, 52.28% of the respondents were between 27 and 34
years old, and most of them (46.7%) had been running their
hometown business for 5–9 years.
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3.3. Measures. ,e measurement tools used in this research
are all scales that have been used in Anglophone research. We
translated and back-translated each item of the scale to im-
prove the accuracy of language expression. We referred to the
11-item scale developed by Spreitzer [63] to measure the
hometown identity. Examples of topics included: “It makes
sense for me to return to my hometown to start a business”
and “Hometown is a good platform for entrepreneurship.”
We referred to Cummings’ 5-item scale [64] to measure
agglomeration strategy; examples include: “How often do you
share your experience during the entrepreneurial period?”We
also referred to Zhou and George [65] and used the 5-point

Likert scale to study the creativity of returnees. We modified
the scale in the context of entrepreneurship in China to obtain
the opinions of key informants from the team of returnees.
Examples of these points included “the returnee often has
novel ideas for entrepreneurial development projects.” For the
measurement of entrepreneurial success, we referred to the
research of Liñán and Chen [66] with items, such as “I have
completed the entrepreneurial goals.”

In the above scale, the item’s measurement scores used a
5-level judgment matrix, from 1 to 5 representing com-
pletely disagree to completely agree, never to many, and
exceptionally low to very high. Using Cronbach’s α

Figure 2: Map of sites.

Entrepreneur successHometown identity

Agglomeration strategy

Returnee creativity

Figure 1: Proposed research model: ,e HIDENCESS model.
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coefficient as the criterion of reliability, the obtained
hometown identity, agglomeration strategy, the creativity of
returnees, and the success or failure of entrepreneur were
0.85, 0.77, 0.76, and 0.91, respectively.

4. Empirical Results

4.1. Reliability and Validity Test. In this study, we used
Cronbach’s α coefficient as the reliability criterion, and
Table 1 displays the results. ,e alpha value of each variable
was higher than 0.7, and the KMO value was also higher than
0.7. ,e minimum value of the total variance contribution
rate was 58.73%, and the minimum factor loading was 0.63,
which is higher than the acceptable critical value.

Table 2 lists the mean (Mean), standard deviation (SD),
and correlation coefficient of each variable. It is evident from
Table 2 that the composite reliability of each concept is
relatively high, with a minimum value of 0.86. In the test of
discriminative validity, we used the AVE value for judgment.
Combining with Table 3, the AVE values are visibly all
higher than 0.5, and the square root of AVE is greater than
the correlation coefficient between the variable itself and
other variables, showing that each variable has a higher
discriminative validity. Meanwhile, using AMOS17.0 to
perform confirmatory factor analysis on variables, the results
show that the basic model of this study has a good fit (χ2/
df� 2.508, CFI� 0.936, GFI� 0.882, TLI� 0.927, IFI� 0.937,
NFI� 0.901, RMSEA� 0.059); each index basically meets the
standard, and the discrimination validity is good.

4.2.CommonMethodVariance (CMV). Since the survey data
acquisition method is mainly through the self-report method
of the online questionnaire, the common method deviation
may be abnormal. However, several targeted measures have
been taken in our survey design process to avoid this devi-
ation. First, we used a time-lag survey design to establish time
intervals between the measurement results of the main var-
iables [62]. Second, by using the feedback of key informants
from the returnees’ cluster team to measure the creativity of
other returnees, we limited self-reporting bias. ,ird, we
ensured the anonymity and confidentiality of their answers
and established good social relationships in the preliminary
investigation. ,rough this, we urged them to answer
questions as honestly as possible, thus reducing research bias.

Finally, we used the Harman single factor test to as-
certain the common method deviation. ,e analysis results
show that all items were automatically aggregated into four
factors with eigenvalues greater than 1, with the total var-
iance contribution rate at 64.89%. Among them, the first
factor explained 32.79% of the variance of all items, which

did not account for half of the total variance explained,
indicating that we had successfully controlled the common
method deviation of the data in this paper.

4.3. Tests of Hypotheses

4.3.1. Test of the Relationship between Hometown Identity,
Agglomeration Strategy, and Entrepreneurial Success.
Controlling for the gender, age, and education level of in-
terviewees, this study performedmultiple regression analysis
on the relationships among the core variables studied, as
shown in Table 3. M3 examined the influence of control
variables on dependent variables, and the results show that
gender is a factor that affects entrepreneurial success, while
age and the education level did not significantly affect in-
dividual entrepreneurial success. In order to verify the main
effect, we introduced independent variables on the basis of
M3. It can be seen from M4 that the influence of the
hometown identity on entrepreneurial success reached
significance (β� 0.58, P< 0.01). ,e hometown identity
could explain 36% of the total variation of entrepreneurial
success, indicating that it had a significant impact on en-
trepreneurial success. ,erefore, Hypothesis 1 is verified.

M2 uses agglomeration strategy as the dependent vari-
able and the hometown identity as the independent variable
for regression. ,e results show that the hometown identity
had a significant positive effect on agglomeration strategy
(β� 0.63, P< 0.01), and the hometown identity explained
40% of the total variance of agglomeration strategy. M5
examines the relationship between agglomeration strategy
and entrepreneurial success. ,e results show that ag-
glomeration strategy has a significant positive impact on
entrepreneurial success (β� 0.59, P< 0.01), thus supporting
Hypothesis 2.

4.3.2. /e Mediation Test of Agglomeration Strategy. ,e
Baron and Kenny’s mediating effect test method (1986) [67]
was used to verify the mediating effect of agglomeration
strategy. ,e first step is to test whether the independent
variable has a significant influence on the dependent vari-
able. It can be seen fromM4 that the hometown identity has
a significant positive effect on entrepreneurial success
(β� 0.58, P< 0.01); the second step is to test whether the
independent variable, hometown identity, has a significant
effect on intermediary variable agglomeration strategy. ,e
results of M2 show that the hometown identity has a sig-
nificant positive effect on agglomeration strategy (β� 0.63,
P< 0.01); the third step is to perform the regression of the
dependent variable on the independent variable and the
intermediate variable, and apply the independent variable’s

Table 1: Factor analysis.

Variable Minimum factor loading Cronbach’s α KMO Total variance explained (%)
Home identity 0.79 0.85 0.89 67.11
Returnee creativity 0.63 0.77 0.82 58.73
Agglomeration strategy 0.71 0.76 0.78 59.41
Entrepreneur success 0.82 0.91 0.91 74.31
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hometown identification and intermediate variable ag-
glomeration strategy into regression equation simulta-
neously. As M6 shows, agglomeration strategy has a
significant impact on entrepreneurial success (β� 0.37,
P< 0.01). ,e influence of the hometown identity on en-
trepreneurial success is also significant (β� 0.36, P< 0.01),
but its regression coefficient has declined (0.36< 0.58). ,is
shows that agglomeration strategy has a partial mediating
effect between hometown identification and entrepreneurial
success. ,us, Hypothesis 2 is verified.

4.3.3. /e Moderating Effect Test of Returnees’ Creativity.
In testing Hypothesis 3, that is, the influence of returnees’
creativity on the relationship between the hometown identity
and entrepreneurial success, we first set entrepreneurial success
as the dependent variable. We gradually add the control
variables, agglomeration strategy, and returnees’ creativity, as
well as the product of agglomeration strategy and returnees’
creativity, namely M3, M7, and M8 in Table 3. In order to
eliminate the problem of collinearity, we processed agglom-
eration strategy and returnees’ creativity separately, and then
constructed the product term of the two. As M8 shows, the
product term of agglomeration strategy and the creativity of
returnees has a significant positive impact on entrepreneurial
success (β� 0.18, P< 0.01).,is shows that the positive impact
of agglomeration strategies on entrepreneurial success
strengthens when returnees’ creativity increases. ,is verifies
Hypothesis 3.

5. Discussion and Conclusion

,is article focuses on the relationship between the
hometown identity of rural returnees and their entrepre-
neurial success with the operations research framework. It
discusses the relationship between the hometown identity,
agglomeration strategy, entrepreneurial success, and the
creativity of returnees. ,rough qualitative and quantitative
surveys of 197 entrepreneurs returning to their rural
hometowns in the coastal plains of Jiangsu Province, the
study verifies the following: (1) ,e hometown identity of
returnees has a significant positive impact on entrepre-
neurial success; (2) Agglomeration strategy can adjust and
complement the relationship between the hometown
identity and entrepreneurial success; and (3) Creativity
coupled with agglomeration strategies enhances the indirect
influence of the hometown identity on entrepreneurial
success.

In this study, we proved that the hometown identity of
returnees can be beneficial to entrepreneurial success. Our
results are consistent with previous research hypotheses,
indicating that since the strong hometown identity of re-
turnees provides motivation for success, the willingness to
venture into entrepreneurship will increase [68]. According
to Bandura’s self-efficacy theory [69], the identity of the
entrepreneurial subject (individual or team) plays a fun-
damental role in the self-efficacy of returnees. ,e home-
town identity can not only provide them with the resource
support they need for entrepreneurship but also enhance the

entrepreneur’s self-efficacy by replacing role models, verbal
persuasion, and awakening. ,is level of performance
translates into returnees’ success.

In addition, agglomeration strategy significantly mod-
erated this relationship because returnees drew great in-
trinsic motivation from it. Participating in the knowledge-
sharing of the agglomeration space improved their perfor-
mance and ultimately increased the success rate of entre-
preneurship [70]. In addition, we discovered the moderating
effect of returnees’ creativity on the hometown identity and
entrepreneurial success. Highly creative returnees achieved
success by implementing ideas to achieve a competitive
advantage [71]. ,erefore, returnees with higher creativity
were more likely to participate in entrepreneurial knowl-
edge-sharing activities.

5.1. /eoretical Implications. ,is research advances the
literature on the hometown identity, agglomeration
strategy, and returnees’ creativity from four important
aspects. First, through research hypothesis testing to study
the relationship between variables, it provides theoretical
enlightenment for our research. We hypothesize that the
hometown identity and creativity significantly affect the
entrepreneurial success of returnees. We supplement the
literature through our examination of the indirect effects
of returnees’ creativity and agglomeration strategies. Our
results show that the hometown identity and creativity of
returnees can solve the difficulties and challenges en-
countered in entrepreneurship, such as isolation, through
the cooperative nature of agglomeration strategy and by
inspiring them to achieve better results. In most cases,
these strategies can enable returnees to make better de-
cisions through coping strategies, such as cooperation and
collusion and knowledge complementation. Second, by
incorporating agglomeration strategy as an intermediary
mechanism into this research, we have increased and
deepened the research on the hometown identity and
entrepreneurial success. ,ird, this article highlights the
role of the creativity of returnees and uses appropriate
mediation methods to determine the relationship between
the hometown identity and the success of returnee en-
trepreneurship, thereby deepening our understanding and
supplementing the literature.

Our research emphasizes that creative returnees will
exert their motivation for themselves and their home-
towns, and drive the rural economy and the common
development of the villagers. Because of their hometown
identity, the returnees nurture a strong cohesion within
their group, which promotes the formation of clusters to
encourage more fluid knowledge complementation.
Logically, the quality of knowledge shared among ag-
glomeration groups is a direct result of the scale of the
entrepreneurs’ creativity. Finally, through empirical re-
search, we analyzed the relationship between the home-
town identity, agglomeration strategy, returnees’
creativity, and returnees’ entrepreneurial success. ,is
contributes to the development of rural areas in Chinese
cases and literature supplements, and verifies that the
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China’s rural revitalization model is effective in non-
developed countries.

5.2. Managerial Implications. ,is research has practical
reference significance for the top-down management of the
village. Since there is a direct connection between the
hometown identity of returnees and their entrepreneurial
success, this study suggests that government personnel
should establish the policy mechanism, financial support,
and social security mechanism for the formation, mainte-
nance, and consolidation of the hometown identity from the
perspective of operations research. Government can also
play a part in consolidating and enhancing the observable
factors (such as rural environmental governance and im-
provement of transportation facilities) and intangible factors
that affect the formation of the hometown identity in all
directions (developing beneficial cultural concepts and
eliminating patriarchal customs), and prioritizing the em-
powerment of returnees. ,e local residents and returnees
can learn from agglomeration strategy to form a creative
space for rural development, and provide professional
knowledge support for the development of rural industries
and the improvement of villagers’ livelihoods. Entrepre-
neurial partners face challenges often, and these measures
would help them persevere and support their creativity in
the face of such adversity.

Returning entrepreneurs need to consider many factors,
such as the self-efficacy of their creativity, internal moti-
vation, and satisfaction, that are closely related to personal
entrepreneurial values. ,e factors are interrelated, and the
lack of any one factor may have an adverse effect on their
creativity and consequent success. In order to improve the
creativity of returnees, the policy support and efficiency of
the local government are crucial to the success of returnees’
entrepreneurship. Local government managers should es-
tablish supportive measures to develop the assembly of
returnees in order to spread knowledge and share entre-
preneurial insights to support rural development. Local
governments, where conditions permit, can also use in-
centive measures to encourage rural areas to form a good
entrepreneurial atmosphere for industrial agglomeration
and development.

5.3. Limitations and Directions for Future Research.
Although this article has certain theoretical and practical
significance for the study of rural decline and development
from the perspective of the hometown identity and returnee
entrepreneurship, there are still some limitations. First, this
article used a self-assessment questionnaire to measure the
relationship between the hometown identity and entrepre-
neurial success, which can be susceptible to various biases. In
future research, especially when the epidemic is over, it will
be necessary to conduct a return survey of questionnaire
participants in the field to obtain a more objective mea-
surement of this relationship. Second, this research focuses
on the impact of the hometown identity on the success of
returnees’ entrepreneurship. We can explore the impact of
returnees’ creativity on entrepreneurial performance,

entrepreneurial growth, and rural industry development.
,ird, constrained by the epidemic, the samples in this study
are concentrated in the rural areas of the Yangtze River Delta
in China.

Also, we can further expand the scope of investigation
and increase the number of samples to improve the external
validity of research conclusions in future. Furthermore, the
emergence of an entrepreneurship model by hometown
returnees will be a good catalyst and input for future re-
search on rural revitalization and sustainable development.
,e following research areas will be stimulated: (1) how to
formulate policies to attract returnees; (2) how returnees can
harness their creativity to build entrepreneurial advantages;
and (3) how to construct the returnee identity. Along with
the accumulation and exploration of these studies, the
paradigm of rural development will become more and more
scientific and perfect.

Data Availability

,e data used to support the findings of this study are
available from the corresponding author upon request.

Disclosure

,e authors Chongliang Ye, Xumei Miao and Xiaoyan Feng
contributed equally to this work and should be considered
co-first authors.

Conflicts of Interest

,e authors declare that they have no conflicts of interest.

Acknowledgments

,e authors would like to thank all members who were
involved in the research upon which this paper is based and
the two referees for their helpful improvement.

References

[1] D. Saunders, Arrival City: How the Largest Migration in
History Is Reshaping Our WorldRandom House, New York,
NY, U.S.A, 2011.

[2] F. Gao, “,e “miracle” of China’s poverty reduction from the
perspective of urban-rural dual structure transformation,”
Academic Monthly, vol. 4, pp. 54–66, 2020.

[3] E. Jie, “Urbanisation and poverty reduction in rural China,”
Economic Science, vol. 03, pp. 5–16, 2020.

[4] J. Guo and Q. Liu, “Declining fertility rates and the anti-
discriminatory growth of girl education in rural China,”
Ideological Front, vol. 4, pp. 34–39, 2013.

[5] C. Wu, “From an acquaintance society to a “no subject ac-
quaintance society,” Reading, vol. 01, pp. 19–25, 2011.

[6] H. Zhang, X. Lin, R. Liang, and J. Lan, “Urban ecological
civilisation construction and a new generation of labor mo-
bility: a new perspective of labor resource competition,”China
Industrial Economy, vol. 4, pp. 81–97, 2019.

[7] B. Liu and G. Wang, “Research on farmers’ subjectivity in
rural revitalization in the new era,” Explorations, vol. 05,
pp. 116–123, 2019.

Mathematical Problems in Engineering 11



[8] L. H. Berckmoes and B.White, “Youth, farming, and precarity
in rural Burundi,” in Generationing Development, pp. 291–
312, Palgrave Macmillan, London, U.K, 2016.

[9] B. White, “Agriculture and the generation problem: rural
youth, employment and the future of farming,” IDS Bulletin,
vol. 43, no. 6, pp. 9–19, 2012.

[10] J. Chen, H. Zhu, and C. Weng, “Targeted poverty alleviation
policies and relative poverty in rural areas: based on the
analysis of poor villages and establishment of files,” Journal of
Jiangsu University (Natural Science Edition), vol. 5, pp. 39–51,
2020.

[11] M. Qi, J. Liang, and H. Wang, “,e sustainable path of rural
entrepreneurship under the rural revitalization strategy,”
Journal of Northwest University for Nationalities (Philosophy
and Social Sciences Edition), vol. 02, pp. 105–114, 2022.

[12] F. Zhao and Y. Wang, “A study on the impact of market-
oriented credit and non-market-oriented credit on the per-
formance of returning entrepreneurial enter-
prises——evidence based on the questionnaire of China’s
returning entrepreneurial enterprises,” Economics, vol. 04,
pp. 67–81, 2022.

[13] S. Chen and C. Li, “Monitoring and analysis of migrant
workers returning to hometown pioneer parks based on
mobile phone signaling,” China Agricultural Resources and
Zoning, vol. 12, pp. 154–159, 2021.

[14] R. Garber, “Coming full circle: new ruralism,” Architectural
Design, vol. 87, no. 3, pp. 104–113, 2017.

[15] S. Zhang, “Suqian: implementing the “Returning Hometown
and Establishing Business Plan” to create a green channel for
young people to return to their hometowns to start busi-
nesses,” Chinese Communist Youth League, vol. 21, pp. 16-17,
2020.

[16] C. Liu and G. Huang, “,eoretical perspective, realistic op-
portunities and development challenges of migrant workers
returning to their hometowns to start a business,” Economic
Circle, vol. 6, pp. 83–87, 2016.

[17] M. Liu, Q. Zhang, S. Gao, and J. Huang, “,e spatial ag-
gregation of rural e-commerce in China: an empirical in-
vestigation into Taobao Villages,” Journal of Rural Studies,
vol. 80, pp. 403–417, 2020.

[18] Y. D. Wei, J. Lin, and L. Zhang, “E-commerce, taobao villages
and regional development in China,” Geographical Review,
vol. 110, no. 3, pp. 380–405, 2020.

[19] B. Chen, “Rural complex and rural revitalisation: the ap-
proach and prospect of Chinese rural anthropology research,”
Guangxi Ethnic Studies, vol. 6, pp. 94–102, 2020.

[20] A. Louie, Chineseness across Borders: Renegotiating Chinese
Identities in China and the United States, Duke University
Press, Durham, NC, U.S.A, 2004.

[21] S. Model, “’Falling leaves return to their roots’: Taiwanese-
Americans consider return migration,” Population, Space and
Place, vol. 22, no. 8, pp. 781–806, 2016.

[22] B. Hu, “Cultivating contemporary rural sages and rebuilding
rural society,” Social Governance, vol. 2, pp. 103–108, 2016.

[23] X. Fei, Fertility System in Rural China, Peking University
Press, Beijing, China, 1998.

[24] R. Ma, ““,e pattern of differences” ——an interpretation of
Chinese traditional social structure and Chinese behaviour,”
Journal of Peking University, vol. 2, pp. 131–142, 2007.

[25] M. Luo and B. Chen, “Research on the influencing factors and
effects of villagers’ willingness to participate in rural revi-
talisation,” Hunan Social Sciences, vol. 6, pp. 69–78, 2020.

[26] Y. Shen, “,e cultural crisis in rural revitalization and the
reconstruction of cultural confidence——based on the

perspective of cultural sociology,” Academics, vol. 245, no. 10,
pp. 56–66, 2018.

[27] C. Tan, “Analysis of the plight and countermeasures of rural
youth returning to start a business under the background of
rural revitalisation,” Hubei Agricultural Sciences, vol. 19,
pp. 178–182, 2020.

[28] F. Jin, Research on the Application Strategy of Collaborative
Design in the Promotion of Rural Food Value, Master’s ,esis,
Jiangnan University, Wuxi, China, 2017.

[29] F. Sun, “Research on the sustainable development of tradi-
tional cultural space tourism from the perspective of expe-
rience,” Journal of Sichuan Tourism University, vol. 1,
pp. 27–31, 2021.

[30] R. Gill and G. S. Larson, “Making the ideal (local) entre-
preneur: place and the regional development of high-tech
entrepreneurial identity,” Human Relations, vol. 67, no. 5,
pp. 519–542, 2014.

[31] X. Su, J. Xiao, and J. Chen, “Entrepreneur’s social identity
recognition and new venture innovation,” Southern Eco-
nomics, vol. 10, pp. 108–124, 2020.

[32] H. Patzelt, T. A. Williams, and D. A. Shepherd, “Overcoming
the walls that constrain us: the role of entrepreneurship ed-
ucation programs in prison,” /e Academy of Management
Learning and Education, vol. 13, no. 4, pp. 587–620, 2014.

[33] J. Tang, Z. Tang, and F. T. Lohrke, “Developing an entre-
preneurial typology: the roles of entrepreneurial alertness and
attributional style,” /e International Entrepreneurship and
Management Journal, vol. 4, no. 3, pp. 273–294, 2008.

[34] K. Baird, S. Su, and R. Munir, “,e relationship between the
enabling use of controls, employee empowerment, and per-
formance,” Personnel Review, vol. 47, no. 1, pp. 257–274, 2018.

[35] J. Guichard, “Self-constructing,” Journal of Vocational Be-
havior, vol. 75, no. 3, pp. 251–258, 2009.

[36] H. Hoang and J. Gimeno, “Becoming a founder: how founder
role identity affects entrepreneurial transitions and persis-
tence in founding,” Journal of Business Venturing, vol. 25,
no. 1, pp. 41–53, 2010.

[37] S. Stryker, “Integrating emotion into identity theory,” in
/eory and Research on Human EmotionsEmerald Group
Publishing Limited, Bingley, U.K, 2004.

[38] S. Stryker and P. J. Burke, “,e past, present, and future of an
identity theory,” Social Psychology Quarterly, vol. 63, no. 4,
pp. 284–297, 2000.

[39] G. Charness, E. Karni, and D. Levin, “Individual and group
decision making under risk: an experimental study of
Bayesian updating and violations of first-order stochastic
dominance,” Journal of Risk and Uncertainty, vol. 35, no. 2,
pp. 129–148, 2005.

[40] M. Ipe, “Knowledge sharing in organizations: a conceptual
framework,” Human Resource Development Review, vol. 2,
no. 4, pp. 337–359, 2003.

[41] L. Argote, “Organisational Learning: Creating,” Retaining,
and Transferring Knowledge, Springer, New York, U.S.A,
1999.

[42] W. T. Wang, Y. S. Wang, and W. T. Chang, “Investigating the
effects of psychological empowerment and interpersonal
conflicts on employees’ knowledge sharing intentions,”
Journal of Knowledge Management, vol. 23, no. 6, pp. 1039–
1076, 2019.

[43] J. A. Peerally and C. D. Fuentes, “Typifying latecomer social
enterprises by ownership structure: learning and building
knowledge from innovation systems,” in Entrepreneurial
Ecosystems Meet Innovation SystemsEdward Elgar Publishing,
Cheltenham, U.K, 2020.

12 Mathematical Problems in Engineering



[44] Y. Wang, Research on the Internal Mechanism of Organisa-
tional Knowledge Construction, Ph.D. ,esis, Nanjing Uni-
versity, Nanjing, China, 2013.

[45] H. Zhang, “Triple-driven interpersonal trust mechanism,”
Journal of Xi’an Jiaotong University, vol. 3, pp. 29–33, 2006.

[46] R. Xiao, X. Liu, and Z. Liu, “Co-evolution mechanism and
equilibrium analysis among populations within the ecosystem
of agricultural industrial clusters,” Jiangsu Agricultural Sci-
ences, vol. 24, pp. 298–301, 2017.

[47] X. Liu, “Research on the Entrepreneurial Ecosystem of College
Students in Jiangsu Based on Ecology,” Master’s thesis,
Nanjing Forestry University, Nanjing, China, 2020.

[48] R. D. Wadhwani, D. Kirsch, F. Welter, W. B. Gartner, and
G. G. Jones, “Context, time, and change: historical approaches
to entrepreneurship research,” Strategic Entrepreneurship
Journal, vol. 14, no. 1, pp. 3–19, 2020.

[49] Z. Wang, “How “live broadcast+ e-commerce” can help rural
revitalisation,” People’s Forum, vol. 15, pp. 98-99, 2020.

[50] Y. Jiang, “Research on the Mechanism and Effects of Rural
E-Commerce Industry Agglomeration and Regional Eco-
nomic Synergistic Development,” Master’s thesis, Hangzhou
Dianzi University, Hangzhou, China, 2020.

[51] W. Sun, “,e mechanism analysis of entrepreneurial vigi-
lance, psychological capital, and knowledge sharing on college
students’ entrepreneurial decision-making,” Journal of
Yangzhou University (Agricultural and Life Science Edition),
vol. 1, pp. 72–75, 2016.

[52] Y. Mao, “,e basis, types and functions of young people
returning to their hometowns to start a business under the
background of rural revitalisation,” Journal of Agricultural
and Forestry Economics andManagement, vol. 1, pp. 1–9, 2021.

[53] S. Feihan, D. Haidong, Y. Chongliang, and M. Xumei, “,e
counter-urbanization creative class and the sprout of the
creative countryside: case studies on China’s coastal plain
villages,” Journal of Economy Culture and Society, vol. 63,
pp. 1–19, 2021.

[54] Y. Zheng and C. Lu, “,e path to attracting college students to
return to their hometowns to start their own businesses:
taking Dazhangzhuang Town, Yiyuan County as an example,”
Rural Science and Technology, vol. 27, pp. 24-25, 2020.

[55] X. Li and X. Zhao, “Live broadcast to help farmers: a new
model of rural e-commerce that integrates rural revitalisation
and network poverty alleviation,” Business and Economic
Research, vol. 19, pp. 131–134, 2020.

[56] F.Ma andW. Li, “,e influence of the new rural culture on the
entrepreneurial behaviour of young people returning home,”
Science and Technology of Energetic Materials, vol. 1, pp. 18–
20, 2021.

[57] M. Entrialgo and V. Iglesias, “Entrepreneurial intentions
among university students: the moderating role of creativity,”
European Management Review, vol. 17, no. 2, pp. 529–542,
2020.

[58] S. S. Metwaly, B. F. Castilla, E. Kyndt, andW. V. D. Noortgate,
“Testing conditions and creative performance: meta-analyses
of the impact of time limits and instructions,” Psychology of
Aesthetics, Creativity, and the Arts, vol. 14, no. 1, pp. 15–38,
2020.

[59] X. Zhang and K. Zhang, “,e relationship between creativity
and entrepreneurial intention: a moderated mediating effect
model,” Foreign Economics and Management, vol. 40, no. 3,
pp. 67–78, 2018.

[60] J. L. Xing and N. Sharif, “From creative destruction to creative
appropriation: a comprehensive framework,” Research Policy,
vol. 49, no. 7, Article ID 104060, 2020.

[61] T. M. Amabile, “,e social psychology of creativity: a com-
ponential conceptualization,” Journal of Personality and Social
Psychology, vol. 45, no. 2, pp. 357–376, 1983.

[62] P. M. Podsakoff, S. B. MacKenzie, J. Y. Lee, and
N. P. Podsakoff, “Common method biases in behavioral re-
search: a critical review of the literature and recommended
remedies,” Journal of Applied Psychology, vol. 88, no. 5,
pp. 879–903, 2003.

[63] G. M. Spreitzer, “Psychological, empowerment in the work-
place: dimensions, measurement and validation,” Academy of
Management Journal, vol. 38, no. 5, pp. 1442–1465, 1995.

[64] J. N. Cummings, “Work groups, structural diversity, and
knowledge sharing in a global organization,” Management
Science, vol. 50, no. 3, pp. 352–364, 2004.

[65] J. Zhou and J. M. George, “When job dissatisfaction leads to
creativity: encouraging the expression of voice,” Academy of
Management Journal, vol. 44, no. 4, pp. 682–696, 2001.

[66] F. Liñán and Y. W. Chen, “Development and cross-cultural
application of a specific instrument to measure entrepre-
neurial intentions,” Entrepreneurship: /eory and Practice,
vol. 33, no. 3, pp. 593–617, 2009.

[67] R. M. Baron and D. A. Kenny, “,e moderator-mediator
variable distinction in social psychological research: con-
ceptual, strategic, and statistical considerations,” Journal of
Personality and Social Psychology, vol. 51, no. 6, pp. 1173–
1182, 1986.

[68] S. B. Dust, C. J. Resick, J. A. Margolis, M. B. Mawritz, and
R. L. Greenbaum, “Ethical leadership and employee success:
examining the roles of psychological empowerment and
emotional exhaustion,” /e Leadership Quarterly, vol. 29,
no. 5, pp. 570–583, 2018.

[69] A. Bandura, “Self-efficacy,” /e Corsini Encyclopedia of Psy-
chology, John Wiley & Sons, Hoboken, NJ, U.S.A, pp. 1–3,
2010.

[70] C. Law and E. Ngai, “An empirical study of the effects of
knowledge sharing and learning behaviors on firm perfor-
mance,” Expert Systems with Applications, vol. 34, no. 4,
pp. 2342–2349, 2008.

[71] H. Kremer, I. Villamor, and H. Aguinis, “Innovation lead-
ership: best-practice recommendations for promoting em-
ployee creativity, voice, and knowledge sharing,” Business
Horizons, vol. 62, no. 1, pp. 65–74, 2019.

Mathematical Problems in Engineering 13


