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Abstract

The motivation behind consumers' voluntary participation plays a key role in determining the successful out-

come of co-creation activities. This study, in the context of online-community-based co-creation, investigates
the effect of consumers' motivation on continuance participation and advocacy intention by mediating perceived
empowerment. We focused on analyzing the co-creation process of new product developments for beauty-re-
lated firms and platforms. A web survey was conducted on active users of the online beauty community who
have participated in co-creation projects. A total of 226 responses were analyzed using SPSS 26.0 and AMOS
22.0 statistical programs. The findings illustrate that all motivations for participation (intrinsic, social, and fi-
nancial) influenced perceived empowerment. This increased empowerment also positively affected continuance
participation and advocacy intention for future co-creation projects. Furthermore, we explored the moderating
role of the engagement period in the community regarding the relationship between participation motivation and
empowerment. The results show, consumers with high intrinsic motivation greatly perceive empowerment when
they have short-term engagement in the community; those with high social motivation strongly recognize em-
powerment when they have long-term engagement in the community. We provide valuable recommendations re-
garding how to make innovative co-creation experiences between beauty firms and consumers via an online-

based community.
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A2 B PSSR o] Blrk(Fuller
etal.,, 2009). 2H]|2}9] &) & Q] ofo]t] o] & A& 7T
T ol WhFstaLzl sk 719 9 =2 7] &9 A4k
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BERET A8 AR ke 28 2
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Q1 52 9Ju]gtti(O'Hern & Rindfleisch, 2010). 35
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oz A & Ao A oF A SHE A Ak AY 7]
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o Al FFH B =] sHEoll tiRh axn] Ao
EA7F AR A ESE AL Qs dd o2 AT 4 9l
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Atk E3F ool H = AlFo] FAE o] 2ol 2
235 Tl AFS TEILEZN 7Y} 2HAE A
= 7h 8] A& g5t A th(Kim, 2021).

e 2 FE AR Ol A 28l AR U E S 4
O 2 thefet FEH Y] FEHE FEol o] FofA| L 9l
Solle Etotal FE Abge] Ad SRl 3
& golgts A A Q WS g et At vl
FE5H Aot 53] 71 ol AAlE LS 918+
==
[¢)

>

2
=
o]

d

20| A AT 02 B8] Sl L%
7} 5 R ol Folsta= 57100 Wk ol st
DA Qo) = Skl YA Q1 Fel F7] o thah =
0|7} T3] o] Fof A A] AL Qlth(Lee & Lim, 2018;
Song & Chang, 2017). 1A & Foko]| 4 +=2010 o] &
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o] Z7}etol whet 53 EEoll et 4H|R; o
F71E e dtEol Y5 X = i th(Fernandes
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FE ZE5H(prosumen)E o= HSHPE
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THRA R dofA= A4 A4t & HHo= &F 2ot AdEch
ek AFS] A 57 of whE ol ARR] A A 9] F Ak olFo] Y& nFol & o, 5= FFol tht
A B i A et Fol Aol o] 1 =4 2H|2O Rrof F7]= AA A4l et e 24 3§
o] HH, 7|& 4 7= A=A F A= F3l Al g2 AA Hi= iAol AALAA] BRI IA]of] wheh -
FEs AR Bl e A H 25 g sk e <l 2 e AL, D55 He B0 f-3 of whetbA
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ol A 4] #}2] Q1A o] 2] E (engagement) ] = 2t 3R 5 R B dEo] anjAe 3
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Lol A2 thabol et et AR A2 S7]
=217 B4-8 ¢35 2o 3= A © & (Fernandes & Re-
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e W FAAE ko] §oi7 A ek g wshE
2] & % 7] (internalized extrinsic motives) = A](Fiiller,
2010) Y1 2 5719k FAH F7] 9] F704 A4S A
def mhste R A $71k IR waroly
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o 719 A% 59l FEHE
1317 g},

s H9E el EH
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= tch(Labrecque et al., 2013;
McShane & Sabadoz, 2015). I YHE = Z 23} 7))
AR S AL
_I,_]D‘]E‘—— z;d /\]/\Eﬂoﬂ/\—1 Q_HO E_J x]_ 1/}
27 953} B H3Hel Yo PolH 5
° U%(Kozmets etal., 2021), 22 Y| AL E0] HsH
A9 2 5, mRAAR 5 gl 24 oy
0111\1 FRUES TS T EseEA A7 24
g, 27 a5 7 = J_(Fuller etal., 2009), % %] 2]

filo ;0 9

00

ok ke 4 k. 22 | pAYeRA A
Yol ATt HE L A1) F 2 Wl 9] BAHS o

ek 4= Qo= Al o|u) Weat -8 217] a7
e 5718 Lolshs Aol 4 ez g olE 4 ek
(Congor & Kanungo, 1998; Spreitzer 1995; Thomas &
Velthouse, 1990).

uhA e T 8] ES 9] Bl
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2 MAE 222 FAY A7 7|t A, A
= YA 5 e AT E S-S =71 A "k 2]
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AR L =R 511 mgr‘s} 71 %ot AlE 4= 9=
7]138] & Zo] @3E 4~ th(Kozinet et al., 2021;
Wathieu et al., 2002). Wathleu etal.(2002)2 o] &3t 1}
47 2] AMUET} Lul 4 a2 AH 9
RE A2 ST 5 S-S AT Ak
FolA = ol Ee] S RIS A Qi)
HER Jolshn AAE Ao FERE Aol
ofeliz 2H|Ao] ATFYAE A7k} o] 2 fEalis
A9adezd Lol £19 dtadlon
Az o) rbeke) B4 S st s,

AH]X]—Q]—_,] TEAAR FEO AR FFo]Z 9
AR A G =, ATHINES A2 sk
H|(Sembada, 2018; Shaw et al., 2006), 4138 1 Lof| A=
FTEAZ A NA A YHET FEAHZ T o
+= 7FA U(Fiiller et al., 2009; Moon et al., 2011), &%

J

[SIKe)
2z 3% 0] 7|42 2| Y 37 (Filler et al., 2009), 7] <1
o] EAJ(Fuchs et al., 2010; Fiiller et al., 2009) ]| % &<
WS 4 98-8 Aoks}aL gleh. Sl AR1e] oj7io] 4
FH o8 W E I £8H 42 9l 2l EHE T
Ao e Al asztolu A7) A4 BEE %
o = 9= 712 E Als s o =M anjRke ¢
L HE $F T3 =012 4= 9l th(Fiiller et al., 2009).

Fiiller et al.(2009)- 2-2}o] 7]¥he] L=} % 114 o]
A 7144 A Q3 FERE Bl Folshe el
A Thol =, 7] Fhol = 50| X|Z1E gl eEo
AL )2 4 = 2471 H S Bl Be &
2}l AU E e So] Zofg HA14 A mA
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2011) 27} vl e} 2L = wA7EA 7 # Al
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thi= Aol A(Hoyer et al., 2010), XA 25 AL HE =
7fQlo] o] Aol o HA st l=A] & 715} wh
ghdebd 5= ASS FE9 & 4 Stk

o 2] <l o] Z(agent theory)of| wh= o 2] 91 =, 11
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N0, rT

[e:

- 1092 -



22 HFUE W SsEX &0 SIJH N2

EE = N&H &0l X S S0l 0Ixl= gt

7] W 2o] hef21e] ol ool ut TS 1§
ot 2412k 21412 4 LS ehelele] %

o) A4 Foist 40 Hek Gold £vEe
chopal B7]2 sl FEAE BEe YneiuEs
fEE 4 glon), $A0] A3 A FEHE BEY
Hol 2 sty g8 2u)4 Fol $719) 4L
sfo}ste glo] Bag Aolth. ekl AR e Eh

o

F2 EYR o|Ro A= 32 S MU W
A ] 7} #](Fernandes & Remelhe, 2016)1 o} L] 2} 7]
U SURE B o RojxE Jre] Y5}
SEREEE EESEEEEES S =S
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= ko3 gt 4= Qlth(Sembada, 2018; Wallace et al., 2014).
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Fig. 1. Research model and hypotheses.
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o] ABE 4L *=146.289(df~104, p=.004), GFI=
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Table 1. The result of confirmatory factor analysis

Factor Items Standardlz.ed Cronbach'sa AVE CR
factor loading
L I'm curious about the co-creation project. 697
Intrinsic . .o
.. I enjoy seeking ideas for new products. 722 725 742 896
motivation . o
I enjoy experiencing new products. .660
Social I want to meet other users who share similar interests. 746
ocia
. I want to get in touch with product developers. .880 .837 676 .862
motivation K K
I want to share the idea about products with other users. 782
F in.ancial I exPect moneTary compensation for my participation. .805 790 655 791
motivation  I'm interested in the offered rewards. .837
I had the feeling of active participation at co-creation project. .808
Perceived  This co-creation project gave me the feeling that I am taken seriously. 77 720 670 858
empowerment | had an impact on the product development-related decisions taken 659
at co-creation project. ’
L In the future, I intend to continue to participate in co-creation projects. 919
Participation . L . .
intention I plan to make future contributions to these co-creation projects. 916 .888 .838 939
I continue believing these co-creation projects are important to me. 764
I intend to post a comment online concerning a new product of the 363
co-creation project. ’
I plan to share my ideas of the co-creation project on a collaborative
Advocac
Jcvoeacy platform of idea exchange. 840 .876 805 925
intention o . )
I am willing to promote the new product of the co-creation project on
social networks. (e.g. create an advertisement, share advertisement 813
contents)
All estimates are statistically significant at p<.001.
0] .659~9192 =& 5o F3HAF] = (composite bach's ag}o] .725~.888 Alo| &2 YEY A &G 7H Y]

reliability: CR)=.791~.939, B o & A=ZZk(average
variance extract: AVE)-2 .655~.838 2 &+l &]o] =4
o) ANl et FY e e S Shushelct w
AR e B4 Ao, W45 A2 & A<= Cron-

A ATA S &2l 4~ 1 % tH(Nunnally & Bernstein,
1994). T2 © & <Table 2>} ZHo] ZF H=2] AVEZ}o]
24 71291 500 0] A& AFE el 5 Alo] 5 W% 7)

ATTA AFRRG £ A0 e} weg

Table 2. The AVE of variables and squared correlations

Intrinsic Social Financial Perceived Participation Advocacy
motivation motivation motivation ~empowerment  intention intention
Intrinsic motivation 742%
Social motivation 320° .676
Financial motivation .080 .026 .655
Perceived empowerment 180 254 147 .670
Participation intention 278 244 .039 415 838
Advocacy intention 371 274 .005 368 .504 .805

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.

b: Numbers below diagonal are squared correlation estimates of two

variables.
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SAX A0 51t ALY

EENNZ NN A0 X S ds

3}ol 5} th(Fornell & Larcker, 1981). <= 7F
& Yol 7] fJ5to] Hoj & A E AN AAE R
A3, WA o] F71¢ AHE A B 7], A
71 544 5719 B p<001 =20 A 5
| o2 {23t 4 AiAdE Ul e Ak A
719 S48 7= SAF LR AR A
(=050 71 A0 2 ks A 7 3od
719 Askg e 2o 4TaA ] A9 p<00l 5
Vﬂiﬂﬂ°§°—h¥ﬂ@*%ﬂHW}WHﬁ°
o], AL31 4 719} QoS s o] A A The
o8t e A0 R StlEsc A2 s
Eo} A4 0] o], £ o) k] A4 wat
=001 320 4 BAH 2.2 §olal] et} elate)
HEZ} LEARE 93) AH| o] HE o) w2 Aulst
4l 28 Wl o2 A 7ok 7S TS,

fo

R R R el
Qo ox

iy

219.541(df=111, p<.001), GFI=.886, CFI=.945, NFI=
.897, TLI=.933, RMSEA=.066 2 & L }E} L} HF=3) gt
o HgEs v

A7 A% Ak, A7 0] A = §0)4-& <Fig
2>9} o] Uebteh. WA 2u| o] 4] 747 ol &
77F A2t QA E of v A = TS Bl 2
3k, WA £7](6=305, p<.01) 2k AE] 2] 57](6=398,

Intrinsic
motivation

305%*

.398%**

Social
motivation

Financial
motivation

#p<.05, **p<.01, ***p<.001

Perceived
empowerment

p<.001), =
of g4l

il

A F7)(h-153, p<.05) B Qlut g E
QS vl A AoR ehd) w3 17

B AmHEL FERE 5ol Uak 147 ol
OJ 5 (=768, p<.001) L &5 O] (8=.750, p<.001)S]|
49 G v A= AoR eyt 2oz
an|Ae] FEHE BF Fol 5717t 264 4%
o m] A= Q3o glof X 7hel AnkglwEel uj
aIE HAs] flotol Wi R g S EE FEAE
Sl (bootstrapping) 541 A A 5ko] 71 Fke] B
Z 8942 HE3F ) A1 2] S confidence interval)
2959 MAF I, HEAEN QI 2225 (000 7
g otoleh. 241 Ay, YA 5719} 20)7 P o
= 7he) BA O A N Zhe AnkEe) o) ET}
ot Ao = Uehit o w(R] &3] Zhof o]k indirect
effect=.234, p<.01; 2% 2] =: indirect effect=.229, p<
01), AHE] A F7] 9] 790 & 4H| 2} 3 oo 1|
A= ol Qo] AntY M=) oA} fole
Ao & FAE QTH A &A o] o & indirect effect=
305, p<.01; 2% 9]k indirect effect=.298, p<.01). T
e 5719 anA E o= 7he] A of glof
HE A 7HE o mhg e i) ATt olg Ao ®
VENF(R]|$A o] 9% indirect effect=.117, p<.05;
23 9% indirect effect=.115, p=.06) Z| L2 02 7}
A1, 71 2, 714 3, 71 4, 71 S L AR E Qo)

ol ATHE AAE A Akl AN H E7)9}
A FEBAL I ZE AFUE 2o A Z=
A Eof thgt HoA 5 golal Aoz Y ==
o] o] 2 th= Xu et al.(2009)2] A9} A x| gt} ot
B Aol 4 ¥ 344 5719 344 £3Hs Kang
(2014)9] ALATE AFH o7 JFT AL Z, 3

A

A

Ir of o

76Q %% Participation intention

T50%**

Advocacy intention

Fig. 2. The result of structure equation model.
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o], 19 ]uk(1.3%), 19 ©]AF 59 ]uk61.1%), 549 ©]
AF 109 1]9H28.3%), 106 0] A4k 204 1] wH9.3%) 0 &
1= Qlch WA S45He It HE s A ¥
7 A A A A 571 /\}Q@. 71, 58 5E
SYHTE B, F A4 dA A= 2 d e
A ARYE &5 lﬁ%—'zr%‘??}‘x‘ o, Al HA TA
o= ARFUE &5 717tk 5 282 el
Aste] Al 74A] Zro] F71e AR U E &5 71319 A
3 2A-83E TSI A A ALY B
TE QTR BAE A vF AL EAZE BN
112 5}o](Mason & Perreault, 1991) £

B %A 3Hmean-centered) 3+ &

o

B Al <Table 3>0)| A A A 3F Az} o), A5 2F
& T3 2y 3] Ay o] §o5HA FobA
(UR?=.037, p<.01) AT U & 25 7]7he) 2z }7}
AL Flstsln 2% E@ oA AIAHE |
Zhol u| x| = Zh 0] kS AR WA A 57
(8=.127, p<.05), A+3| A 57](p=.326, p<.001), 2 &
& 71(5=262, p<.001) KL= 2|7t It @HE A
o] JeFe n| x| = Ao 2 eyt AL 2AH8-3) 0]
RO W7k AT, FAH F71(6=005,p>.05)F A
sta A A §719 AR E BE 7100 A5 S

Table 3. The result of hierarchical regression analysis for empowerment

Model 1 Model 2 Model 3
® ®) ®)
Step 1. Motivation
Intrinsic motivation 108+ .105F 127
Social motivation 320%** 328%** 326%**
Financial motivation 264%* 270%** 262%**
Step 2. Period of engaging in community
Period of engaging in community —-.056 -.016
Step 3. Interaction effect of motivation and period of engaging in community
Intrinsic motivation x period of engaging in community —171*
Social motivation X period of engaging in community 215%*
Financial motivation x period of engaging in community .005
F 25.483 19.335 13.129
F change 918 3.856%*
R? 256 259 .296
R? change .003 037

Fp<.1, *p<.05, **p<.01, ***p<.001
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= 717k A A8 G IHp=215, p<.01)7} BE o
A0 ehgron, ofo] 74 63 71 7HE 9ick.

257} Q14 M A9 204 B4 3
(Bt3k £1S.D)o| A =AH & T (conditional effect)
ol EA A 8- o)AS AHZ=3l 2 Z(Aiken & West, 1991)
2 Aol AFUE &F 7171 B gE S
¥

$]3}o] SPSS Macro Model 1S &H8-5] LEAEH B
218 A A] 5}94(5,000 samples, 95% CI) = A HS=2] &
oju| gt Q)& gelstal, 77 HE5E AT
ek 24 A, AFYE S5 711He] =0l what o
A& &717F ot HEof ] ] &3Q] the7]& 7]
© o= PR = SAAH R [FofskA] e Ao
2 8ol = ¢ thh=-.027, 95% CI [-.070, .017]). o]0
7hd 6-1-2 71 Z =] AT

-~
(*]

1t A
o 2 s
A3}, <Table 4> A
AlgE Ak Zro] A+ F F7]7F kI E | u =
7] &71= ARYE &% 717Fo] W& At (Mean
~1S.D.)0] 4] 225(=3.115, p<.01, 95% CI [.083, .367]),
s34 A th(Mean) o] 4] .357(=6.853, p<.001, 95% CI [.254,
459]), =2 2 TH(Mean+1S.D.)o]| 4] 489(:=6.656, p<
.001,95% CI [.344, .633]) & YEIGOoH, LT =4 %
o2 fojg Ao tehih ol FERE U
of wekol A] A1) %5717} QlakglAES] vl %)
e eabel ARUE Yol A g SlUET &
L5t 7] 70] 145 AL Ao ojafa
th(Fig. 3). FAH A L2 A A 7|7 & =
54 5717} 28 0, 2 A4 E AL 5 B
Y52 Fo A B e 453 &
S13A she S 4E4E 2ulA} A zteks

off

o o e
oo o N 22 30 R of o

\

o

of

Table 4. Significance of the simple slopes

95% CI
Period of engaging in community Effect SE t
LLCI ULCI
Mean-1S.D. (1.154) 225 .072 3.115%* .083 367
Mean (4.346) 357 .052 6.853%%* 254 459
Mean+1S.D. (7.538) 489 .073 6.656%** 344 .633

£xp< 01, #%p<.001

——  Short-term engaging in community

e--o Long-term engaging in community

Perceived empowerment

Social motivation

Fig. 3. Moderating effect of the period of engaging in community to social motivation and

perceived empowerment.
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