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Abstract

Purpose — In today’s markets, new technologies such as social network systems and user generated contents have provided
consumers with access to unlimited amounts of information and an ability to communicate with other consumers in the
world. Specially, the massive of the internet and the development of online communities and interactive platforms offer the
potential to cocreate with a large number of consumers. Significant changes in marketplace suggest that simply being
consumer oriented is not enough, so firms must learn from and collaborate with consumers to create values that meet their
individual and dynamic needs. In these sense, emergent perspectives in marketing highlight new opportunities for co-opting
consumers as a means to define and cocreate value through their engagement. Although the importance of consumer
co-creation with firms, the current literature lacks the respond to two questions: (1) who are the most competent consumers
for creating the values with firm? and (2) what are the stimulaters to help the consumers engage for co-creation? To this
answer the question, this research investigate how to structure consumer motivations to encourage consumers to be more
engaged for co-creation and what drives a consumer to get involved to respond to a call for co-creation.

Research design, data, and methodology — To empirically test the hypotheses, a survey was conducted among consumers
who had experienced the co-creation including upstream, downstream, autonomous, and sponsored co-creation with the firms.
We collected a total of 343 responses. After we excluded 37 questionnaire because of incomplete responses, a total of 306
questionnaire remained. Working with a sample of 306 responses in Seoul and Kwangju, hierarchical moderated regression
is employed to test research hypotheses.

Results - The results indicated that consumer creativity and emergent nature are positively related to engagement in
co-creation including upstream, downstream, autonomous, and sponsored co-creation. Also, the relationships between
consumer creativity/emergent nature and engagement in co-creation were moderated by intrinsic motivation in case of
upstream and downstream co-creation. Finally, interaction effects between consumer creativity/emergent nature and extrinsic
motivation were not significant.

Conclusions - These results suggest that marketing managers have to consider the consumer personality such as creativity
and emergent nature and stimulate the intrinsic motivation of consumer to achieve the co-creation project successfully.
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1. ME
FESU| HZ 2l 2HXS2 ot ¥ Lo ©
o = A= O 2| S5t E[UCt. Ol 70|

st d252 255t
Naste EE7F YUE ACjo|A HojLt, AH HESA
(social networks)?} O| 2K} A EH X (user generated content:
UGC)Qt &2 AH|Xto| o8 HEIt itk = CHIK HERIO|
ABE ZIYSFSS 2l0[BCHMelton & Hartline, 2015). AH|
AHSO0| Chrst MELI0] Mo SlpiA 1SS XHAO| 23}
£ HIZ RZO|Lt ME|AC] MAMIPHO| MIMoZ Higsy|E
oA ZIRA, Ol XGAEA MIBab MH[AQ| MAtnbEo
AH|XME0| FHIFH™oZ  AOSH=  AH|XL  EHO{(consumer
participation)?} AH|X} #HBHEO{(consumer empowerment) &
o2 oofX|A ECH

AHIRZE RZOILE MHIAQ| WAMTYO| HojsirLt S
o2 Ho| B WOl J|Qmf AH|Kto| HIH MBEg
TYoz AHRO| JHOHOD USHQl STt NHNoz
HHEEICHe §EE2 A2, Ol Z= AHXo| 2st MER
7HX| & &=0| O|FO|FE 2OlotCt. m2tM O|F AH|X}
&S 7K| &= (consumer  cocreation)O|2} EZMH(O' Hen &
Rindfleisch, 2009; Prahalad & Ramaswamy, 2000), &2 7|
=9 AHE L I SO0l E&EZ BtCHvan Doorn et
al., 2010). O] =0 0|=2| M O|F AN Ql Threadless=
MEE T-shirt0]] LS C|XFRIS AH|XFZ2| OFO|C|0{Qt H7LHOf|
oM At Ao, RO HWEHEE ARl Mujis AH|
X=29| OfO|C|o 2R & HEE2RlS ZF1 RUCHOgawa
& Piller, 2006). 0|20 = O|=2| AZAH QI Mountain Dew?}
MEME AIXE S=o| Eut XEAQ| MZAZ ASH| 2k
AHX ERE 85IV o4, O|E2(oF XAtE&Kt 7|Q Fiate
MAEFe At 20 AMQle] A0 AH|XIOf QsiM +=H
E|O{EICHFuchs et al., 2010).

O|Z% Cefot 2OMofM =RE|D U= AH|X SSIHK|IE
= BES M2 JHNHACLl MAMAH 3G £ o
(Williamson & DeMeyer, 2012), MEX Ol OFA & ZTALO|AM =
A3 & QI AHXIo| BEN Do 878 AYHoR
SrEEo 2N SETL AL, MY =8 JIE Al
Of 7}sotA siCt= =HO||A{(Business Wire, 2001) 7| 474
229 siMgtsoz OlAlL|1 QICKPrahalad & Ramaswamy,
2004). o|z{3t 28X HHOE STt AHXE0| Qs &
£ 7= AHRe| HIE E1E SHA|IZCE Fe|Fo|n
22Xl &Al(radical innovation)O| OfL|H(Melton & Hartline,
2015), AH[XF &O opFo| W2 #2|H|8O0| AQF I of
L|2HBoyd et al., 2010) 7|2i°| S HS} AH|XIC| O|0| X
SIX| g 42 EXHM0| x2f=ICt= H(Hoyer et al., 2010)
2|0 L MRS MIAEY AT} BI1E £ U= A
S(Chan et al., 2010) RHPHE2 2XE0| XM |0 QUCt w2t
M BE RS2 AHXES 3SIHKEE &50| 7Y o
otof oftfst Pk O|X|=X|of B ZIRSH |, AH|
A SS7HXEE 2&0| 71 BIHSHA oLt U= XS
JHe A St o2ty LS o FEZICHHoyer et
al., 2010).

Crfol LS AtOlo| &folst ALt F,
K&EE &350 UHE L dIE SAA
|=XIE $517] it Chfet Al=S0| U0t

oM AHIXF SS7t
=X 22 g4l
o

2.
o, O ZAu

AMHE W oA, AXE Y Z2MEQ| oFEd FE, AX|
270 T IIEY, 7IsEY R, iY MBS Sd(A
HIXH vs AHRY), 7|¥e| 2 S0| & H= 7t2| QlutEtA|
At 2% 90| E5{2lHE QICHChang & Taylor,

Ol2fet ARE2 AHXES SS7HKEE gaut o
tetel BAHE wHst, Ao Qs HElXle ZEHs
ENE NEECEN 7|YES0H AHIXAIEEZ FeleE
SSHKEE #2352l autdg QAAZ EEE ofLzgt, of
BUE ISOEAIZ]7] {9 LRl A8X 2¥@E KAl
QUCE SIX|TE Ch=o| HFE2 AH[X} SEIHKEE &5
£Ed42 BF Y%t AR 7St US #oE oLzt 5
S/HREE g &u O daetel A0 E=FE SE LMK
SESKEE &59| input @S0 CHst A AZSIRICE
metM & g7s 7| gFREae 758 siasty
AHXIES| SS7HKIEE &2 20 A= FElR FE5HY
Ol 29| &552 Qs MRS mestuxt it
ol2{st Mo 2 AT FX& AF=M2 CHSar 2

A, 2 AT+E S ofist AH|XE0| SSIHKIEE
S0 ZOet=EXE MEE 0K} il BE AH|XEO| 5Y
A 3S7HKEE 230 &ofst{= 2Rt 58S 2R3
O] ofL|7| WE0f 7|¥2 SS7HKEE &0 Ao st
O[X|7} U= AH|XS MEHS|OF SHCHVernette & Hamdi-Kidar,
2013). o[o] 2 AFOM= SSIHKEE 52 HOSHA o
= AMH|XEO| EMoz ol M(creativity)nt A (emergent
nature)Q| SHOf CHo{A| A2 DX} SHCh &oldnt HEHE
FAPEC R QIAE|T|E SIX|Zt X|Z20|= O FESHUAt
Sl= A|EE0| /U0 LtCHHoffman et al., 2010). CHY|ES R
Holdeg MER As &=l Ue YEE E4e=, Uds
HES 2830 MER MNE =l We S5H2= ozt
CHJohnson, 2001). O|2{at E4E K|t AHIXE2 MER A
AESHD 0|F ATt At Sh= CHSH A|=S0] Zhalg 2
Q0| 7|t AH|XIRte| XN ZEiZE(collaborate platform)
SES7HKNEE &850 3802 Fojstiuxt g ZAOo|Ch
=N, 2 dF0M= AHIXS| SSIHKIEE 252 oA
(upstream)/s}&FA! (downstream), A (autonomous)/ 2 A
(sponsored)2 2 &SI, Fo|dnt AutMdo| 2t2to| AH|X}
SSKEE gE50| o de2 0jX|=7tE ABStaXt
oIt %|29| AH|XL SS7HAEE &S0 AH|XF 2UH, K|
Soh/=HEEH E-E $HE, Of0|C|of 23, nte] 22 &
g, AR ZAL £o] S22 HCHE[HA CHFS AH|X JHK]|
TFE #5590 40| thst Y=ot olsi7t 271 UCHKoo
& Rha, 2009). £5|L} AH|X} 7HXEE 2S0| MHESOILE A
H|AQ| CHSH JHE CHAIOIA AA|Z[D U0, O|2b Al
O|2f3t 2=550| AH|Xte| XA =2 HIXPHH(ZAH) o
oM ZTIME|ln QUCH= TO|A(Son et al., 2015) Z}2to| o=t
of et QO|Ue AH[XF SS7HKEE &8 Ml
2 Olgliste A2 &H #E5=2 HaitsdE =017| 2ot
Oj< 20| U= =o| = Zio|ct.

OX[2o 2 2 A= ol dratdrdit AH|Xte| 337t
KEE 232 AN AH|XF S7|(motivation)2| ZHEE
ool CHHAM AmEnXt oiCh AH|Xe| CHEN s7|fxet ¢
2= Q= LR E(intrinsic) S7|2F 2| (extrinsic) S7|= AH|
Xte| 74 dnt Ef=2to| TAO|N Ciyet Adets sty o
O Eold/aAUMutAH|X 3S7HKEE &59 20 FEo=
FArH dek2 O/ Z{o|Ct 0|23t Al ol ddut 5

™
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0
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SHREE gsae| A FHH2z oftet agol| ol
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0| M(creativity) 0t EHEHd(emergent nature)2 ZH0ldt 7|
FEUHAM BF SHAMZ 0|l FRY AHRARE s &5
Z1t9| 7|#HRenzuli, 1986) =2 AKXIE2| A|HMHIE 0|FY
e o=z oAz QICHIm & Workman, 2013).
Zold2 ofiHst H2o|Lt X0 CHs ZE3ti(appropriate)
MEZR(novel) ZIF2(XME, Dt, OFOICIO)S AR = U&=
S Z(Burroughs et al., 2008), H¥EM2 F4O| JfES o
A FHRAZX], 22|30 OAS FE SE0| ofEH EEAIZ
X0 CHolj MMt S o|0|StCHHoffman et al., 2010).
5 7KK 25 MEEZ Zoto] st MMojete ZHON Y
7182 gz ofsfz|n UX|TH A=A KO|7} EX|HCE
o] 40| F2 {81 ME2 A UEY e 7|HO|Lt
T, SH2 QOIBICHH, HUM2 SIEQATCE EX|SHK|
UEH EHO|Lt SEO| MA0Me| MABEEOR Qls)
EE|= A4S Q0|gCHHoffman et al., 2010). M2tA Eo|d
of AFof Hedg FHE 7o MzEE SHO|L V|EHE
E35t0] 8t 1= L
HolMratdhdol gt ANE EStaAt S F K] H
Eje| H=0| UOIRCE HA FHo|d/awMdol HHE 7oA
2l dakolLt 7|H, B, SHeE 85t 0| &HYStuxt
b= QIX|H BHEol A7t & EHR{O|H, JHRlo|Lt =Elof Q|
| MAMEOfX|= AUESS HIrECEN Ho|M/addol
£ 2QIStuX} st ZMEHN AZS0| £ Hmjzr g = U
CHBurroughs et al., 2008). HX AEo|Md/&AwME 721X OIX|
s8oz mMASIIX WEH HAYS2 Ol FE MAsH
B=2 7HE3tstn H58510], ZHK|S0| £ HAQ| Hioty
(trigger) stZ S=X|E =QISIXt SHRICL Singh(1979)0
MEH, Ho|R/HLUXOl AnsHE el Ao a2t LA
A A [l Hatz Qs 27 L|le= ChYst FEjel FAs
HEQ| Aozt Folstl, FAIYELE RIAM(EZEs
M7t oftl AKX HOo|lz= Meg FAISHK| A0 RIASHA
ot H), FHAEE o stolM Ciet Ofo|C|olE
H), 854(EE AN BlOojL} S| CHE
SIS0 CIQFSH SjAMES A= Sa),
S

i 62 L2 02

oF ot

|.|-|

)

= 4t El Ao

=
=
E o - =
CHE ISt 553 OfOIC|0E HEDt
(Bt A% ofolC|ofE2 S
[SFRACKIm, 1998). 0|2t HE0f Fold/deds
L g4cz B Adiils2 HoR/ZEHY e el
H 238 Fokle Eizet BYE HUE Aozt 7HEO
7|8tst= O (Hocevar, 1981), EfQIO| MKt ofl RpAlo| Rtg
H o2 ZME siZste{n St deQl Atdhd, AHilel of
o[c|ofofl CHet EfRIS] WILE FR{QISHA| = SAHY, 27t
SiZE m7hX| ZBUQM0| sk TR, J2la FHo| siY
of CHafl RS0l ZME M7Ists =7|d SO tHEHQ i
olo| Hold/dtde F4ste EHEX S4Molzt & 5+ ATt
(Im, 1998).

0% MY N My
K jo o
Iz olr ofr

-

Zolgradd2 JHQlolLt =ZI0] MAFSH A= (products)
o EMo R {HL7|% S|, Ol Hol&/EUEel £40
Lt 44 22|10 P 257 33HeEs Ai=E BAE0
OF ZHXI7t HMoid =+ Qe Z™EXN HEO| AL
(MacKinnon, 1978). L0 O|2{st ZIH S 22310 Ao|M/
FUHE EHEHEL SXIAF{ SR} SHX|EE ‘A2l o|Lt
‘2o 242 HolM ZANEE0| 2XsiEe SUSHK| YU=Ct
= HojM HHSH FHo|2 oS O|X|X| R3ULCE ofof &Eoldit
FUMES HO ZEA Folsto{oF Bttt FHE0| LIEIHS
o O|F2 CHAHREQ 249 Zto2 B AG|S0| SHt
A Elct olz{st YEjo| CHEAQI HFLEE Burroughs et al.
(2008)2| ARE2 = = ULl OlF2 Ho|M/ELdo| gt
A ZutE9| HIHAE EAMUA Xpg(novelty)dt 7|s& Xt
H(functionality), 12|10 Al0|& X}el(aesthetic) 22 F2SIF
Ch 2N A2 £ 4u=0| #o| =2 HYUXNOo|C 2t
AEE YBdte 71 ddEel JHEC R ZutEES Atdet
N7l S Aetg HBIch Tild K2 FOT A
oLt ZXof AOIM TSHO|L HMIFXQl Aut=0|A Lot
BHOjL} ULFE HFSH=L, AHAL YEOM= 7|52 AlHX|
£ O|F7| ol Autz9| {lef o= ECj= CHE FXo=2 Z
=2 387U, ds A A2 THAZ|7| /et 222
5D, MER ez F I ol Zutss ZAgdte
sif 22 WSANS0M FEHX|A LIEHHCE Aat=ol &
Aldof Cet MAe &GOl AutEel s JHMAIZICH:E
Fo|H, tkw=d| 7|0lstn A7t JEHe| &E=0| ot /&%
=82 sl dFI0{XMOof $CH= ZdO|CHLubart, 1994). [zt
M Eo|Fo|1 HUXOl ZAitE2 ofH EXo 2HE XA
oz s{de = U= FHMH0| F=UtE|0jof BT Fo| M/
‘do| & HEf XHRAOIRUE 7|5d0| wHel= abEojAM 1 &2
WEE0| =X BHXY I O|F AO[Xo|2t BiCY.
T Z=E0| Y4HOIX| 2 FHZ sfZSH= Z0|HA of
SEHALL DYSALL IEEQl Z2E MOIA Kozt £F
S5t 2= ZA0|Ch

2 GF0ME fI0M AmE CHYSH A S0A, &old
oF HEdE Jfele V|t Moz Folste ATEE 7|8t
OS2 SiAXt $CL Ol 2 AFOIM =2kl Ho|M/add
of MBS AH[XIEO0| 7|YE1e ISHKEE &30
oSl HoE, J|YES Ao nAE0| HESt ZNES
SOl Hojld/EUdE F5E, B7I5H7|17F 27tsst7| Z20|Ct

r

AH|XLS SS7HXEE 252 7|Yel 7IX|EE © opEo|
AHXIE HIHOZ HOAIZSZM JHKIEHE IFYE A
Sliies 2ol 255 o|0|stCHLee et al., 2012). CHEXCQI
AHIX SSHKEE 2522 AMHE L2 & = UCt
(Hoyer et al., 2010). MAE 74 HE2 ==t dar 24
Ol 7t =2 7Igel 2AAEO|7| W=o AH|Xte| S50
Oigt F=tsot 8ol 0|8 I53ts 2itEel WHoz UK
Q!CHNambisan & Baron, 2009). [2tA CHASH QFHO| AH|K}
Eofet 207t AMKE 7L HEHOM O|F0X| en, Be
ATE0| MHE 7HY A SlojMel AHR-T|Y ZH B &
S= 2HX} ISHKEE &89 F gYcz  fe=ht
(Hoffman et al., 2010).

AME L &g SHoMe| AH|XI| SSHAEE B2
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Il

AH[XIRE 7|o| HHHAE VRIS R 17| 2o 2HAQl H
Zof o] w2t CHst HWERE X|HCE 1 & MEEe| 7He
CHAQ HOo=F2 AH[X SSIHKIEE 252 CHYSHA o
= FRo 0oz FEHt QICKSon et al., 2015). O|= AIX|
0L 2o THAlof mat AH|XF 7|0i5Hs g0l Hat
SSHAEE &350 CHAERE Mol HEE w0 o2t
(Chang & Taylor, 2016), 3a7(X|&& &S0 CHot &7t
YA Al FHQ 7Y AH|XO| Q[SiMEE AIRHE =
A7| WZO|CE.

Ol2{3t A=to] ZAHSH0 AME 7L A StolMel AH|X}
o ISIEE B52 St IS7HKIEE ES(downstream
co-creation) 1} AgkAl ZEJ4X| RS EhE(upstream co-creation)
o=z FEEICHVernette & Hamdi-Kidar, 2013). 3}&fAl 357t
KNEE 252 MHEO| EAIE o|=0| AHXIEL AHIZEH
= HECSE 7|¢goA DS XNSdte Lo =S 2
ojst, MakAl S SIHXEE a2 MAME 7HHel =] T
2l HEoto|C|ojet ZAMINY THAHOIMEE AH|XIEO0| ZHK|E
£ =230 d=5oz #ost= AE QOfBich = CHE HEY
o AH|At 3SIHK|EE &5 AH[Xte| HOFEof et
2=, 3S7HAEE 282 XE-d(autonomy)of| M2t =
Y FS7HK|&E 2S(sponsored co-creation)dt XA Z=
7HX|&ZE =S (autonomous co-creation)O| CHE X O|CHZwass,
2010). =Y IS7HAEE 52 7|90 28 3S7HAIE
= 230| FrEoR ML AHXH= HMESE 537t
K=o it &oje| Cirtet BE&E X5 =Lt 0] |
e 3S7HEE g2 7192l x| o] AH|XtE2| Xt
4N oX|E FS7HEE &S0 Bofsts AR & Hi
O|L} CH7te| X|g EChs APV|msdlt EHSS st Folst
C}. Ol2fst RHC R AH|X SS7HKEE 252 257%= A

2 7|90| g5t QU= HREEe SS/HKEE 52 =g
ot e ZEH ZRHEOIZNE UM, J2[1 7|2l JHX|
SEP3(JdEA ot 2Rl 371 Wsal(REd/
S0l 25 ZE OFH X2 7IEteE SH0M &
o|ofet 2RYHoI2t & 5 ACL

Crefol &0l SS7H8E 2352 & 7HX| 2HR 22

AH|Xb= 7| ”0| MSSte AEH
ol FTA HAO|Lt 0|9 Es MR X|gkle XH X}
o] 3ROl 28 HZTIEICHHoyer et al., 2010). ZZHHE QI
=85 HMdoE X=FE ME s7|= aHXES EC O
HIMoz S0l SYUSHA Ch £t £ VHXEE &
S0l Atrlo] o5t 7|Ye=REH 22 Zgk(ttle)S2 AH|
el X9, AtRl® ESZE =0|1, EfRlntel ZEoIX|E &
SHA BtE= AR|H HEE HIEASEN SSHAEE &5
& Z=XISHCHNambisan & Baron, 2009). O] Q|0 = X|ZO0]|L}
MH|A 2 Tl FEQE X|AS0]| Chet ofsiet stEsd &
S0l CHet 7|0 YAl AHIXE0| SS7HKEE &30 &olst
A gt= 523 2°210| =Lt

oM MEHEUHE N 7HX| 2Q150| AHXIEL| S&7H]
252 ?o FXA IS HSIRCHH 2ol K2l
AE0| IS7HKEE 252 HelA e Bojg 922
Ch H HMEE SS7HKIEE P80 37hEl= FEo|| Chst
HOIEX|O|CHPrahalad & Ramaswamy, 2004; Liebeskind,
1997). 7|0| 2RI e MEDH MH|AO CHSE Lk27t
AHIXHE0H SHEIRE d2 QXA 2H "EJH o™
2 ZQ0tof ofgt 8, d2| AH|XOA MISE W ZE

N iy

_,__
-—

of CHet AH=Z S0 ofof| siHSICL &= HmE= X[ZX{AH
of AFWH OFIt AH|XIRF 1Y 7He] ZSe| AKXt E =+
ULE XHTYLHO| A7 R = o0 w2 FHYZ X7t
CHEStD O|2 Qlsl #A 2740| J0|E &1 Uen 0ol 7|
o2 dlojg S=AEoItg QIX|E FS7tAIZICHHoyer et
al, 2010). Al BME SSI/HKEE 52 AH|XEE Sloig
MEO| ESKinformation overload)E ZEfStA $iCE E9,
MHE i Al ofo|C|o] HE EHAOAN M= HEO| nf
Hote AH|XEQ| FENZ| s Z05HA Stal o|2 2l
Crfot HERA0 Hisf |zt Zurt HEEX| % 27|
MER7I HMHE 7540 ACHH= Z{0|CHHoyer et al., 2010).
OX|2te 2 AH|XSO0| HEE EAlst ofo|C|ols HMEez
At S0 oigt 2ot MY 9le oEY 7Hs4do| Bot
HSIAMQ 7h540| ACH= ZAO|CH(Magnusson et al., 2003).
olz{st =2l LI EH <Table 1>1t Z L}

<Table 1> Summary of Literature Review

Authors Conclusion
They find that though participants’
product evaluation are identical,
Fuchs et al. |those who are empowered to select

(2010) the products to be marketed exhibit
stronger demand for the underlying
products.

This paper examines four different
types of benefits derived from the

Lorenzo-Romero e
uses and gratification approach

Empirical et al. (2014) motivating customers to participate
study in on-line co-creation
This paper draw on research on
personality theory and information-
Hoffman et al. | processing tyles to support their
(2010) conceptualization and develop and
validate a highly reliable scale to
measure emergent nature
Vernette & Lead users and emergent nature
Hamdi-Kidar | consumer are two highly attractive
(2013) targets for marketing co-creation
The authors outline and discuss a
Conceptual| Hoyer et al. | conceptual framework that focuses
study (2010) on the degree of consumer

cocreation in NPD

2.3. Ho|drgedar AHRte| SSIHKEE &5
oA AEHEZ HEQt 20| AH[XIQ| Ho|d/atghd 2 EH
I R8s ZOE BEY 7| 8 TS ofEA THEo "
QX A2l IZHE F5F A|Z(mainstream marketplace)|
OfEA ZIYAZXIE Aastn Al 5= e AH|[Ko &
Aap 2HHE|0| QUCHHoffman et al., 2010). H&a3HQl HZE/AM
H|A0| Mol JiLE ot AHIXt E53 EMut HE A
SEH2 HHECE MER2 Zgdl Ofo|C|ojof 7HHAEQl 2&
2 HOo|H, 4AAMO0|H =2|H0l AEY REE 2&5l=0 5
=oICE oA Aol MEH CHE 2o /fUE U5 SMS
Atd(divergent thinking)Ofl S=3tH| O|2{st E42 =2 &4
H, 5o Z44H, MOE, XIE 245019 42 7|04t

Of

r
=
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St= E4=1 ZESHH B0 JACHMcCrae, 1987,
Stanovich & West, 1997). [2tA] i AlDHEHE 2024
£ MZ2 oto|C|ojo] & =SSt O|F =28 FEIES
E QZAZ|%t St 879 ZEiN JHKEE 250 #og
7tsd0| ATICHD g 4= AL

o A Atne Ap7|EEE QB 7|28 MSOHH B
MM SI7|MY 2|8 Xt=E|0{ FICHFenigstein et al.,, 1975). X|
Ho| ZYEel ZHO|M Xp7| Xpblof CHot HIEHDE QlAl2
XHAlol 2Rstn e XA D AYES0)| Cfst AEtdat 719
siM7ls8E =0|A Z1 ol CHE XAt ZYESO Cst
ARt "848 SIHAZICHHoffman et al., 2010). O|2{¢t Of
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<Table 2> Summary of Sample Information

. Frequency . Frequency
Demographics (%) Demographics (%)
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1655 Education Attending
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<Table 3> Construct Evaluation

Constructs Item Loading | Eigen value | Cronbach'a
Cre1 .600
Cre2 .530
Cre3 597
Cre4 .649
Cre5 553
Creativity 4.371 792
Creb 576
Cre7 .559
Cre8 518
Cre9 .564
Cre10 .596
Em1 737
Em2 .690
Em3 733
Emergent 3.333 903
nature Em4 774
Em5 .755
Em6 .700
Up1 775
Upstream Up2 .871 2.987 .887
Up3 .688
Dw1 .811
Downstream Dw2 .766 2.014 .875
Dw3 741
Auto1 .703
Auto2 .802
Autonomous 3.054 .901
Auto3 .887
Auto4 776
Sp1 733
Sponsored 1.988 .889
SP2 .852
In1 .764
insi In2 .874
Intrinsic 2.774 795
motivation In3 844
In4 729
Down1 .754
Extrinsic Down2 | .835 1.802 759
motivation
Down3 .642

34. 744540t
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<Table 4> Results of Hierarchical Moderated Regression <Figure 2> Fo|A/EtEbE L LIXHE S7|7H9] AT XER0|
o Stage Stage? Stage3 AEEUNE SSIKEESEN O0/Ks FH2 spoight
peeam B(SE) B(SE) B(SE) analysisS S8 TAHH o2 LiEt Zo|ct.
Age .008(.048) .002(.044) .071(.052)
Edu -110(.057) .085(.052) .001(.044) | —— Low Intrinsicmotivation 8- High Intrinsic motivation |
Creativity .337(.084)*** | .310(.085)*** 3
Emergent .261(.058)*** | .278(.059)*** .
Intrinsic .105(.152) -.739(.242) -
Extrinsic .068(.044) -.505(.252) i 4
Creativity*Intrinsic .192(.075)* - 35
Creativity*Extrinsic .096(.073) : Cm
Emergent*Intrinsic .071(.049)* g I T
Emergent*Extrinsic .077(.050) :E B —
R2 .007 188 217 i
F 2.012 15.083*** 13.046*** T
Stage1 Stage2 Stage3 1 — - : —
Downstream B(SE) B(SE) B(SE) Low Creativity High Creativity
Age -037(.047) | -.048(.044) | -.021(.052) - Lowhminsicmofaim _ —%FHigh kfnsc morraion
Edu .004(.056) -.020(.052) -.049(.044) 5
Creativity .224(.085)** | .210(.085)* 45
Emergent .289(.058)*** | .305(.059)** .
Intrinsic -.345.(.246) | -.345(.246) H
Extrinsic .020(.054) -.199(.253) H
Creativity*Intrinsic .077(.077) b 3 ‘__-———f*‘"'
Creativity*Extrinsic -.015(.073) PR
Emergent*Intrinsic .051(.050) g :
Emergent*Extrinsic .086(.050) E -
R2 .002 159 .168 < 15
F .308 11.355*** 8.613** 1 :
Low Creativity High Creativity
Stage1 Stage2 Stage3
AT ETELS B(SE) B(SE) B(SE) —+— Low Intrinsic motivation @ High Intrinsic motivation
Age -.006(.046) -.017(.041) .031 ’
Edu .064(.054) -.037(.049) -.018 45
Creativity .315(.080)*** | .297(.080)*** f
Emergent .282(.055)*** | .297(.055)*** H
Intrinsic .105(.052)* -.604(.229) 5
Extrinsic .019(.042) -.343(.238) g 3
Creativity*Intrinsic .139(.071)* S,
Creativity*Extrinsic .037(.069) i
Emergent*Intrinsic .074(.046)* H 2
Emergent*Extrinsic .074(.047) T s
R2 .005 210 .236 .
F .697 15.991*** 13.151*** Low Emergent nature High Emergent narure
St 1 St 2 St: 3 —+— Low Intrinsic motivation % High Inwinsic motivation
Sponsored age age age 5
B(SE) B(SE) B(SE)
Age -.032(.049) -.036(.046) .015(.055) 43
Edu .044(.058) .023(.054) -.037(.046) 4
Creativity .211(.089)* .187(.089)* 5
Emergent .261(.062)*** | .280(.062)** E
Intrinsic .103(.055) -.416(.260) t 3
Extrinsic .094(.047)* -.370(.266) PR
Creativity*Intrinsic .126(.081) E ) _ d__-—#""“""
Creativity*Extrinsic 047(.077) E ? L
Emergent*Intrinsic .036(.053) ERERT
Emergent*Extrinsic .096(.053) . .
R2 .003 134 147 Low Emergent nature High Emergent nature
F 658 9.317 7.307* <Figure 2> Interaction effects of consumer creativity/emergent and

*p<.05, **p<.01, **p<.001 intrinsic motivation on engagement in consumer co-creation
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4. 42

41. Q9

02

= S7E 2| goldit FHH S590| st YELe)

2HIAF SSIKEE SS(SLA/rEY, Aadi= ) 0|
K= o] Ao 7ielel 7K WY S7|9f XY
710 oo fEAH =RE=7tE 2Mot=H =50| ALt
7|t AHXE ALO|S] SFIHKEE S0 HOgH AH|At
== Hyez m=s #4st0f 24t 2 doly A ¥
g3k 471K 2HIAF SSIHKEE S Uols SAHRE &
ot Fats =toleh = AACE £ Yol A Y 12
1 AHIR SS7HKEE s A AN LXH 5712

-

HZAERNE YA SSHKIEE O2|0 XY SS7H
HE 25 SHOIMTE Ropt AR LIEIGCH HHH, QA
S0l 47X Mg RRO|M MzAE207b LIEHLEX| QL
Ol SE7HKEE 52 Ho|/EHE0| =2 AH[XEO
oL R O 2 daE gefte &, WA &717tF o]
=9 TAIE FTUAMZICH H, A1 AH|XIe| SSIHK[EZE
E2 JEASIEA, TtdE/ERYgeRE 2RED o2 &4
2t XHEE EME K|t ®2 2olg 4= QALY Ol HiE
o= Ot Z2 shaX RN AAEE 2olg = UCL
42, SHEH, MRH AAE

A, 2 dte aHX 3SIHKIEE 28550 O £
A8 XL E 7KK HER 2RY &= USS E0|n HNE
olz{st TL&0| SS7HAEE &S0AM off CHEA TR0 (0]
OF 3t=X|E HOFL ULt 7|EL| G752 ME2E AH|
A SS7HKIEE 250] 7|ge| oA g &30 =gt &2
DHKEES Soare = A= OAE TS o] By
£ Eoff Yt UX|THFuchs et al,, 2010; Nambisan &
Baron, 2009) #XAHo 2 SS7HAEE &E2 HutE SCHA|
717] ot d2E M2 2505 HO|QIDHL & d4s 71E ¢
T=0M F2E|0X[= 47tX] AH[ZF SSHEE &350 &
HIXI S7|20l0t 22 ZEEKX|0| Qs CEA HatE + U
22 HEe=EM ZIZto| AH|Xt SS7HIEE 52| Cide
AE W7t EE MAISED UCE

=N, 2 70 aH[Xe| SS7HKEE gao &
SIHNZ ddaelez Foldut HEdel des =l
AUUCE AH|Xt IS7HKEE &S50 Chet 7|ES| HisE2 &
M AT O 2ot 2RSS FESHIAL St A|=E0|
Ct=E O|F0] 2o, AH|XIo| 357HXEE &S0l thet &
g BHAIZ 71580 e o faseg MEH, Atz
H, 7|&A, 2™ X=a025)0 thet ZHEE JtsdE Al
SHO{ZtCH(Hoyer et al., 2010). & AFE= 7|&E GTFOAM A=
L|ol2 o2 XI=FR2IE(motivator)E2| dgg ZFESIL 0|
o HAE dXoz Yozl J|E AFEe T2 AT
3t SHRALCE

otl 2 d4l= 20t 20pNQl AH[X SSIHKEE 2852
AASt= 7|gS0A ChEa 22 A58 AAEE HS9ct
AW, 7H4HS 2ot ZolMdut HHd2 471X R 337t
KEE 250 Hojstaxt st AHIAFES| Bzt 2Fet
ot AHZ 2= WOE LEILLE Ol 47(X| 3S7HKEE

S0 = FHoldar Hedolzte AH|Xel £40| 25F o
IIE HESHE a0t HeUE oOfsiCh M2t S 7He
P &2 AH[Xto| #ojet o7t East 7|ge| O &
Ol= S&7HXIEE g&9| HA o|ro| &oldit Adds #
= AHXES o8 =EY AQJIE O F8%t QAMEH
gdooz QIFg =eit UCL HREEQ 7|Y¥E2 3s7HKIE
= 239 A0 71 & =TS F10 Aen ol XHO
QIEUlE &% SEQt M2 X

R CHLorenzo-Romero et
al., 2014). StX|2t O|2{3t WAlo2 ZEIIKEE &0 &0
ot AHIAE2 HouPdolM =35 Fojet Cist 2Tto| |
Al a2|1 7|ge| REFMSe| o SLX[Z QIS 23|
BEHEEQI AntE HolS2 SHCHBoyd et al., 2010). [}2FA 7|
0| AH[XIEO SEHKIEE 52 HASH| fsiMe H
XN Eoldn HEEE HE AHKES MYste A2 M
WX D24StoiofF g Z0|H Ol RlsiMe= Lt HRE &
o AH|XIED ARUAO|MBCEN &0l XAl MAH =
Hof @lMof g ZOo|C} EDF =HEE AH[XF XS0 CHot &
ol gty ZHETE Hust eoEMN AHAF A =HEE
st AadE HAXCE ZFoF & AOo|Ch olZst 1EE
Sl 7|YPE2 AHX SSIHKIEE 52 A MEAY
gd dEoz =88 = AUZ AO|H O LIot7t Ol Al&st
1 9 Qe PG IHword of mouth)E =Etst= A|7|7t &

El

m

~ A4

+ U AO|Ch.

=M, 28X ol drgagol ZotEM WY S717t &
oF XS 2 dEY SSVHKIEE 280 AEY S37H
YE g3t 22 4 SoMs 2ot ZEe gojet ol
&= EOQlths AO|Ch B HOold/8egol ZotHA LA
7|7t 2t fHIMSER|EtE ot 22 FHEY S
g g30ME ey 37| &2 Z3ta0lo] &3 £
5t0] 7|tiot=s =2 aHAF SSIHEE 2SO0| LIELA|
HeChs Aot Ol ECh Z3et 70 AH|AF Hojep
o 252 REo7| flet Hol 2HAEQ #HHL S42
HMAlZ #2F otLzt, 7|¥S0| SHZ ot SS7/HKTEE 23
o #=it Z&=0f mat ofist AH|ASS HOAZX|0 Chet

THZEQ ZI0|ERIRIZ MSSHECE AW, IE S7|= 47t
X 3S7HXIEE &30 st AHIXH &ojeb 2tojo| Fololst
ZHEBIE MSSH FX| ZSIALCL Ol MH 7| A= =+
CHO| MHEo R Foldnt HUdES WHAZ|7| fsiMe O
2| oAl Xt= =tto| E|X| X2 o|O|stct. oj2gh Zit
= THECE HolM & Lo ugolM XHE F7(9|
A= #=tto| H{XME|OJof = 7|E AT EL 22 ek
ANE0|2tn & 4= S Z40|CHHennessey et al., 1989).
ARy, 2 A48 Sl 471K 3S7HKIEE g0 Fo|M/E
Lol A0 AN AME F7|= ZEE IS UK
%= AoE RO Ol HFolgraddel S0 Aol 2
A golo] B™A dotg Y = JASS2 QO3 & &2
A1F QMEIEQE Z+2 QXHE 20l0| 23t &7|=t= AH|XLS|
SS7HKEE g=0| et &ojof ojiat Fge O[X|X| 87|
20| SS7HKEE ga2| STE s AH|IXHO|A HA[ISH
= =218 EA2 S2|F oJAtAo| otdE EoFEn ULt

43 970 BN U YT AT W

2 9TE 9ot 2 HRHO|T UK AAES HAlhn
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US| e =713, G2 22 SHAIES AL A0 &=
ATE Ol BHASto] TIME[OjOF 2 ZOICE KM, = A0
ME DfP CFet 2H|XO| SS7HEE €8 & 67kK(2] &
S== =4 HYez ol 7S TSI o|2ist 557t
XgE &30 getyoz 1Y 230M A 28E= &3
2ol= SESX|T i AFoM DX ot 2ot Chefet
YElel &5S0| EXots 0| Ao, HEH FHEEof
I ojdES E8sts Mz2 72 2350 £l A=
O ECh M2t g APoME 2 A0 ZSE|X| GhRt
X2 Hx 2 28U ET 0= SSHKEE &350 O
o 3N EM0| Q7PE|OfTICt SIFCE M, = ATFOA A
& 67HK[2 SSIHKEE IS 271K 7I=0| oA 47HK|
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