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MEIEAN 7 vt 2 Ok & BRI TiE, P23 M Tk TEFE MY ny =7 b
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(Dffi £ B B} : Frontiers 2013  Abstract (Proposal)

Co-creation Orientation: The Construct, Antecedents, and Consequences
Joji Ono, Yoshinori Fujikawa, Satoshi Akutsu, and Mayomi Haga

Whereas the S-D Logic worldview of looking at every economic activity as a value co-creation
between a firm and customers has become prevalent in service research community (Vargo and Lusch
2004), it has also been widely documented that different organizations, managers, and consumers tend
to participate in different types of co-creation activities in different degree (e.g., Storbacka 2010,
Ramaswamy and Gouillart 2010). In other words, there seem to exist individual differences among
organizations, managers, and customers in what we call “co-creation orientation”.

Our research intends to develop the construct of “co-creation orientation” of firms, managers, and
customers from a behavioral standpoint of view, establish its measurement of a new construct, and
examine its antecedents and consequences through empirical research. We aim at achieving this
research goal by taking the following three: (1) to revisit and extend extant knowledge in the field of
marketing, specifically the stream of research on such a firm-side construct as “market orientation”
(Kohli and Jaworski 1990; Deshpande and Farley 1999), from the S-D Logic perspective, (2) review
and integrate customer-focused constructs such as “domain-specific innovativeness,” “consumer
creativity,” “lead user,” and “market maven” (e.g., Goldsmith and Hofacker 1991: Hauser, Tellis, and
Griffin 2006: von Hippel 1986; Feich and Price 1987) as well as company-customer relationship-based
constructs such as “customer engagement” (e.g., Brodie et al 2011) and “customer-company
identification” (Bhattacharya and Sen 2003) — with the company-side construct; and (3) to combine
knowledge accumulated in extant research and insights we have gained from field-based empirical
research.

As part of our program of research, we are working with MUJI, a Japan-based 2-billion dollar
company manufacturing a wide range of lifestyle products from apparel, food, and furniture/household
items and operating over 500 stores in more than 20 countries. Known for its unique
customer-involving approach to both product development activities and market launch approaches
both online and offline, MUJI provides us with an ideal field in which we study co-creation orientation
among its departments, managers, and customers. We are taking two-step approach to the MUJI
project: The first step was field-based qualitative research in which we interviewed more than 30
top/middle managers who are in charge of all the major business departments at the headquarters and
also more 10 store managers and storefront staff members working in different types of MUJI stores in
their sizes, locations, and product lineups; The second step includes online survey asking MUJI’s
managers, storefront staff members, and customers on their co-creation orientation and related
constructs.

Our preliminary findings from the qualitative research suggest that customer participation in
co-creation activities differ widely among departments (e.g., more number of co-creation activities can
be observed in food department, and less so in apparel and household products), among managers (e.g.
some managers seem more comfortable with and capable of leading co-creation activities than others,
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and among customers (e.g., some customers are more willing to participate in product development
activities and/or in store-front events).

The paper reports detailed findings from the field research and discusses next steps including
further conceptualization and operationalization of co-creation orientation and planned large-scale
quantitative research.
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3.3.2.2 75 K EAMEILA|

(D FEATHFIE & ARAFFRONLE ST

R & CEOMELA T m A 2E X DB, BE & LEPHAIZERMEL S & SITFH
N0 EFTHHLDIZ 770 R bbb,

77 REKROBEEEIZOW TOMZEILE < | 19234F12 X Copeland /N 7 7 > Rp# L & & INIC
DOVWTHY BT THRY | FHTI990FRAETHITIE. Aaker(1991), Keller(1993) & DAFZEA T A
FILT2Z &b HoT, MNT T2 REMES L Z ENTHBICBIT 2 BREOEMELmD D &
WA B ZFTINIELRE LT-, £ LT, Hi< 1990F 0 5 2000412 1E, RN T 7 v R
Wk L TROMEZ ER L, TOREEZIT I T-OICEE L 77 > FNOBRMEZ#EEL, T&
(b3 BHFFE A TV T E 7= (Aaker1997 ; Fournier1998 ; Gobe2001) .

20004 (REARRIC 70 D & RELBROMGREEZ X HBEIZ, NT7 7O 1A (Individual
customer) & L TR EZILA AT TR, 77 Faia=T 40, RALND T N—T
HEHEET, FIERFRE (Stakeholders) &L DBURMEIZOWTERTH LT/,
77y FAKH, EHAZEEAN ERE L ORICA L 2872 tam 7 vt X 2R #&
LTEbLabNDd Lol >7- (Merz,He & Vargo 2009 ; Ballantyne&Atiken 2007 ;
Brodie 2009 ; Brodie et al. 2009) .

B 212, ELBEOBRRMIEDIEZ T OEEL TN, ZOKTHEDOREGREL SR CEN
MY ELTOT T KRBT D,

19005-13308 19305-13305 19305 -2000 2000—-
Individual Goods-Focus WValue-Focus Relationship-Focus Stakeholder-Focus
L 3 —_— L d
Brand Era Brand Era Brand Era Brand Era
Customer-
Firm Focus
Functional
/ Value-Focus
Goods- Customer- Stakeholder-
Focus Brand Focus Focus
\ S:,'mbol ic
Value-Focus

Firm-Brand
Focus

Brand as Identifier Brand as Functional/ Symbolic Image Brand as Knowledge, Relationship Brand as Dynamic and Social Process

Partner and Promise
Jutput Crrientation Output Orientation Process Orientation Process Orientation
ICustomers as Operand Resources Customers as Operand Resources External and Internal (Employees) All Stakeholders as Operanf
Customers as Operanf Resources Resources

Brands are Operand Resources Brands are Operand/t Resources Brands are Operan Resources Brands are Operani Resources

Brand Value through Value-in- Brand Value through Value-in- Brand Value through Value-in-Use Brand Value through Value-in-Use

Exchange Exchange

1. 77 FFEOZE
Michael A. Merz & Yi He & Stephen L. Vargo (2009) 1 v
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Brand Brand

Firm Customers Firm Stakeholders

T = different stakeholders
. = individual customer A D ’
. = employee @ = brand community

2. L BEOBUREL 7T FOMEE

Michael A. Merz & Yi He & Stephen L. Vargo (2009) I v

B LAREOMIEIA T 1 2% HhG 7R L~V TOMRR D b BRI 2 LUV THRIE,
HEL, ERbT2IE2ERDLE, 7T F) ZMifELA 7 ntADF—L LTH
ETDHENITATTIER, ZNEDFRATHIENLHTHRTH D,

LinL. 772 FEHleT 7 > READEWVEDN, B & AEEOMIEILATTE 2 FifRric
T2 TOD2E S R0, A A TE ANERRAY Ol B A M 23 & v 8 ORISR 2 E 23 A Y
<, BTSN HEELREEIC L > TOBRRBE THLMNE > e, MEMITHIEL, ©
AL LU THERELEMIRIIEAEE T, BRI TVARL,

WMREEDDH DT 7 > N O 22 b, MESLANTEI 2 HEE T 5 2 & 2N 2
ERWMBEITEHZm0 5 2 EIZORDB %] LWORBEFEZMRIEL, —HRTRVEE S L<IX
BEIN—TD5H, EOEEDL LITEE S V—7 L OMMEILAIZ1T 5 Z L BRI TH
LT ENE, w2 VA PR ARTH S,

ZIT, A7y boMABTeY=r b 770 FEfifidegl] 27 —~& L,

- L EEOMEILAI T mE RTBIT DT T v FEREOHIEL - ERL

AEIERI DT O DREE DY 7 A o M A (G & MEILA] 23 5~ & D)

D2OEMBEDOTERIE LT, BAFEOFEERADT T F v A AEHKTH D [ASTHE
izl 2REFETLHEHEFEY - A2 WY LT, FEEMEZED L Z L& L,

QFBEV—ERIZBITHT T R EAMMEILA

R ECEOMELAIZEZ D EE, TNEENTHHERE L TEELRLOIC MEEE]
WD, MEENEEBEORGREL, BR ESEOBMRMEIT., RN T2 B 2 D1,
REDPEEBICR LTV a A Y T 4 27286, R LTorSs YT 0 03Z%1
ZERDZZENEBEZLND, T2 2IE, VAR T URERETIL, o 7ROERENN, dimlik
THRIC, BENTNEZBS TUEE2ZEZTLEY, LWV o TE8TLEEREND,
UL, BEEREOMMEEAICE TV LU ELE o THUY,
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F—E AR FOSEIZIBNT, BEnA Y T4 EWEBERA YT 0 ORREICE LT
HHF5E & L CiE. Bendapudi & Leone(2002), Palmatier, Scheer & Steenkamp(2007)73 &
2%, Yim, Tse & Chan(2008) CTit, &K ELMHEBEOMOY L—rva vy T ET IR
T L OREe, — B ERFHMECBA MR, S HI2iE, BRI E oK 2 EEl LT
W5, ZZTlH, 77—ART7—=RLV AT, ~THar (ERGE OWNTIUIZBWNTY,
I EPEEB OB 7% (Social Rapport) 1d, V" —ERERAY v 7 ~OFFH, AX
Y7 OuAY VT 4 EERENRD D Z Lo TR, AY vy 7 ~OEFITEZEDEH
WBE L, 2 L TREOFEHENEErATYI T 1220720 FEROICEE LRI L
WRENTND, BT, BET TV RADEEPBONGEIZH, B¥ErATYY T 0B E0
e, Zivh, BEICEET L Z ENERILIN TS,

I }
\  Customer-Staff
Social rapport ‘ — | Stafftrust | —— | Staff loyalty Relationship

intentions \\

i . . Share-of-
------- * | Firm trust | | --eeeeegf e Firm loyalty | ........ purchase
q y intentions intention

H s

e —

Customer—Firm
Relationship

—

~

1. %L ORISR BB OB
Yim, Tse & Chan(2008) & Y il
LALLM S, ZHHDOMFZEICEB W TIL, % EEEB OBRMIEOREE ., BEOELT
B LEER Y 7 7 4 —ThD ZLIIRENTND OO, flifE AR TEICRER & B
WCIEERNL | HEEDEOMEIA T ot A2B T H AKX v 7EROBEES, 75
REHES L OEEMZ . BAEMICET IUET 2 Z LI2iE 0% RN > TR,

EH—E 22BN TH, B T84 13, BELCEDMEILA T a v 2 52 £ % 5O
BEARAERTHY, AME 70 27 hOT—~Thb 770 FEMELA] OfEre
FRULZED DERIZ, RS ZENTELRWVWHEREWR D,

X512, IS DOEATHIE Tl —EE L\ ) 28 CMifEdAal 23 0. RO H D 5
B2 () | ICHEET 0L IR0, —ERE T a— LT HBRICIEE e D
SALHIERD S DR BEERILTE TORVOBIRTH 5.,

Customer—firm
affection

v .
Customer |.«
satisfaction

ZZTAMIRETIE, £ UFORYT IPEHRE] 2FENTEEL, MEEROZEED
MR, T NVOREK, ERILEITI 2L & L. SHITHAREL, WAL BICERRIET,

(ARG Z R ECRR S L, [ PEHE] TIRVIAALZERN LY b & BTN
KERVIANTEETNRRETEIT) 2L L LI,
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(3) T

a WFZeRE H
RS ITE E R A Y U T 1« OO EEAL & E A O SHULEE DY F D HEE |

b4 B /Y

T, EFEEOMEANLSE & R HAMMME A 0 & U728 2 050 6 8L/ H— B 2 off I E
HZ m) 7o R OMELAI DB 2 TR ZEL TR, LAIEZH D Firse & N
D—iZThHDH, LML, WELMELAFEIIEERRO L DONE L BEOSNITE) & #
BAMEDBAMRIE & | EEBCRE~DEE, v A YU T 1 OBR~OHFFEE ZIZW T o
Do S HIT, AT Tl —EK & WV ) 28 CIMELAI 2 U, RO H D [8REE (5) |
WCHERT2HDHEL 220,

2T, AR T, OifEdgl e 22T 0 E LTEEOSNITEIE 77 KA v
)?4@%%ﬁ%*5k?é’k OEE—BEDOZDINCH S T8]REE () | & LTk

WZHEHR L. ﬂEU\fF% e LCHlE, R Z2EENTHZ L, O20% HIYIZIHME L=,

BRI, TOREEE~DEHE (Staff Trust) | TOEZEBR A YU 7« (Staff Loyalty
Intentions) | [@EFE~DOFEFE (Firm Trust) | [@OEF¥ e A v U7 ¢ (Firm Loyalty
Intentions) | &. [®Customer Participation (Real)] [®Customer Participation (Web)) |
L9 6 EROBRRMEEZ RS D & FIRFIC, BREER & L T2 [Action-DAdjustment |

Cognition-®Locus of attention] [Centricity-@Collectivism| D 3 D&M NIEL L LT
HETHZLT, ROMIHD BREE (B) | ITHER L, =207 v —Ukilsid %
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bl & ofrFE T, ALk bz —fil & T2 EEsUb & BARSU 2 —B1 & 3 % FREE Sk o xf
ez &R  ATEhAE o F0 R EE (the central principle of action regulation) & L C.
ATE DS BAEEE R (goal-directedness) Tdh 5 DIZx LT, BEIIESHIERFRMEICKT 5 X
i mPE  (responsiveness to social contingencies) TH5H Z & &R LTV 5D,
F7o, ATENHIE O L EELZ I L TR BIFR O SUE)/X% — 2 (cultural patterns of social
relations) & fFfEE— R (=/EXJ) O =4F#4 (three features of the mode of being) »3fH
HEERLTWAN, HSBROUERI N Z — 2 HFEE— RO =FHEONR S, FaiE L 1iE
TIHER D, HRBEROIYEAI Y — %, PRIV TE 9V R Sz B SIc&ksL>H
FEIZ L o ThEll S 7242 B94%  (social relations governed by instrumental goals of
separated selves) | ThH U, HIFEICBWTT FEOSITbN-HOZER DT 5 L 9 723Uk
Z Rt 9 512 BfR (social relations providing the context for the definitions of connected
selves) | Th D EFRELTWD, FEEICKIT AFEET— NIZHAMNYE—RFTHY, ZD
FerElx (1) 2L L ToIT5 (2) oafEdm, 2L T (3) BCHLMETHL, —FH, K
FEIZBIT AFEE— RIZMHAHAE— R THO , TORMEIL (1) %L LToT4 (2) 8
R, £ LT (3) FEHhLETH D,

Tk, MfESLA 7 7 2N Z 2 RILO UL SUIRD B & 2 O AR 2 BIES 5
2O DM E LT, 204kl & ORI EZ I AN Z ERRIEE 2, Zhaik
ML,
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(i) BREE N & L CObDRIE

AMFFETIHME DO LA 7 7 2 OGS EE 52 HBREHERO 1 >L LT k) =%
Z %77, Kitayama, Duffy, and Uchida (2007) DELGE T /UIZFESWC ERHHEIE 21T 9
7eDls, £ 13k oL~ vz MEAOREE LToxk) & T (EADEE-T) £
MoOFEE LTOE] D220 L~ UIGITTEZH &I L, £ ET, 22T,
2 TREINTWVAIFEE—F (=4£%F) O=F (three features of the mode of being)
D174 (Action), @iR%N(Cognition), @ .Lx4:(Centricity) ® 3 DDOFEE [EANDOFEE L
ToXb] & LT, TN TN DRI OEZ AL LT3R TER, METLZ & L Lk,

(iv)lifE LA~ 2 & 2T F O SefTiF5E

B & CEOMELAITT L E LTEL DETADRRESNTODER, FHE & SEOMmE
HAZEZEZ2DLE, TNEENTHIERNE LCTEERLOIC EEE)] bbb, BREWE
B OBMRIE LR & REORRMEIL., FHCHK T2 Z L bEB 2 b, BENEERICK LT
gAY U T 4 R GA, BECHLTOrAL Y I T 42 BRI ZENEBEZ LD,
Tl 2 VAR T URERBETIEY = 7ORAMMNER T 2BRIC, BENENEZ B TS
EEZTCLEI Lo TEIBBIZR I, Zhd, BRESE(EOMEAICK T Ly~
EHLERLEELNWZ ETERWVWI ENERHIN TS 2) , HET—ERIZBWTH, FRC
e 3R & BEDOMEILA Tt A 2B X HBEOEELRBERTHY . AFEIZBNT
LR ZENTERNWEEZ DN D,

P—EZARFORZBIZIBNT, B¥uAY I T 0 LWEBeA YT 1 OBFRMEICE KT
AHHF7E & L ClE. Bendapudi & Leone(2002), Palmatier. Scheer & Steenkamp(2007)73 &
NV, Yim, Tse & Chan(2008) Ti, &K LMEXEOMDY L—ra vy 7T T
R & OBESCY — B A MERHMICRER MR, S OICITIE BRI & OBIfR A ERE(L L T
% (43),

ZOWMRETIEZ7 7 —ART7—FRL AT, ~THrYy (ERPE) OWTHIZENTH#
LB OBE MR (Social Rapport) 1d, —EAWESAY v 7 ~DIFHH, AHX >
T~DuaAYI T 4 ERERMERSH D EN Do TND, £, A v T A~DOEHEITEED
FRICEHEL, BEOEEN/EEAVYIY T 4I2ON0 | BROICER EBERTH Z &N
RENTND, XLICFESITHFRE TIIMRET 7 v RAOEENRVGAE, B¥ul YY) T4
NE<, TNHEBEICEET L Z ERERILINATND,

L2L, ZOMETIE, B & EEROBRMEOBENBE O BTN LEE/R 7 7
A —ThHbHILIIRENTNDE OO, RN ELAATEICHEE Th 2 2 T8I O
EEETMUIIITONTE LT, £/, ER K (Staff Factor) | 22 Z K (Firm Factor)
EEDIE EREOMEIA T ot AL WD LW RO H HEREEEIR CUEAFEZER)
& OBEME ARG IICET B LTV,

Z 2T, AR TIIRENORT 7 L— AU — 7 2RSS & HE¥ BN (Staff Factor) &4
3K (Firm Factor) /31720, BEME 72 &2 GHEE L SEOMMLA T2 %€
TMEL, EBIT, ZOFRDOIMNTH DEREER CUBREZER) 2 RARICHEIERE T 5 2
Rl Oy el
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WeE% T 0 Y e s MERESE

(VANZERD 7 L—L2T—2

ARFFETIE, KA IR T 7L —LT =7 1ZHh> CTGREBIOET MEEITI,

AL ZBET DA O SR RE & LT B & OF T Mzién, SUBER DT 2 (Action),
@5i8%0(Cognition), @H.LE(Centricity) IZNZ, 246 OFAE L 72 HHIA & L CT@OHIFE L
JL(Intellifnece) & . @fFEFR L ~L(Construal-level : Liberman and Trope, 1998;
Liberman, and Wakslak, 2007)® 2 >% Iz 7= 5K AZHRY EifF52 & Lz,

flfE AR & L Cit, O@% 2 (Customer Participation) . @@E% i & (Customer
. ONEEBZERK (Staff Factor) | @HREZERK (Firm Factor) . ®H%—E 2
. @#% B (Customer Goal) . @DOutcome(Evaluation) D 7% [A]

Trope,

Satis-faction)

' (Service Quality)

20 B 5,

ZOfth, AR ZMEANEMEE LT, OWEB Literacy, @FEFEE, OEREIZEEMER], @EZHE
FER, OFHAEL ©FEE L OBR, OFEEMER], @FEHEFN. Q% AR, ik
FEFEOI0ERZ Y BT, 2FEELIRET 5,

|
{ Customer-Staff
— | Staff loyalty Relationship
intentions
N
-
) Share-of-
"""""" " Flrim I:_Jyalty e purchase
E nientions intention
Customer Customer—Firm
satlsfactrcn Relationship
Customerfirm
affection
3. R EREORRBREEICBIT AHEEBBEROERLET L OHF)
Yim. Tse & Chan(2008)
{HE B S
/ PROBE \
| (BEEEMN-EEHEILE)
: e N )
" -Real = =
COEELE'JO" \ “Web | s
e 1 \ g
1
1 - ™
e i) 1 EERE *)“ I:R L&ﬁi
1 - High
I -Low
: \ v
Intelligence \
[HIEE) : Out Come
| L
Construal Level BRI
[ERFRL L] K biiiFi 1 /

([ BARE WebyF5o—, BER, 171, £, THAN BE #)

X4. o7 —0T0—27 2
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d. A& 5k

(i)FAA RS L RS 1k

HEIMNEB 21T o TV AHEEBE T —E AR E L L CHF48DE - #IsIZ BB L. 201343 H 5
1E, HA16,600%, =HERI4TTT. HEH8,4008(=R, FEHH 2867 %2 DN SHBE W
BRI EWZTEE, FENRER TOH L FEEORESE (it14) x5 LTH
B 2ARE, R EBIHE T 2 M L CTERA DL T D258 E A Ak A BoAG L.
29524 DA NEIE 2457 (HARL1193. 7 A U 41230, 1 ¥ U 2248, 7 4 U ¥ 627, F#654) ,
GED MR 32012410 A 1H(H)~17THOK) & LCERE L, 11H K B[S £ T8t
Sl L,

(i) &

AT (v)EB KO 4 12778 Lot RE B 10E A, xI5# O A SUERES EEA Al 454122
RITHELR DR22% K] (355EMELR) 22O\ T, ENENLLTOHE OREEITo T2, 728,
AT 2 22 (i LTI B TSR D BARGE~, AV VT VICHELZ DI, AR
RENDIGE~NTEN TN E LIz &, Ny 7 NI AL — a3 U EER, LEOEE - ##)
A AToT,

<xtgEEbt (10%EK) >
SBEFMELE LTCTFRICOWTRAEZIT- 72,

OWEB U7 Zv—: TFAIR Y FOERIIC LS EEIAT] TFAUTTwitter TL < D5
<J TFilEFacebook T Wi RF 2 X< TRIZ7 v Zic k<EEATy) AT
SNSIZ k< EXiATe) D5k % FEFIZE H B 9 (Strongly Agree)—2< % 5 B2
(Strongly Disagree) | D7E:MERFECTHIE LT-, 723, SNSIZOW T HAGER CTIZGREE &
Mixi, JEEhRIETwitter & My Space# f57~ L7z,

ZOMBEHITTROLBY &L, OFEE. @EZEEMR, @RIZEHEFi, ©FHAL,
O©FEE L ORR, OFEEMER, @FEHEFH, OZHBFE. @Y — v AF| Hikiv

(H#D) IZHOWTHN O E & U THAE L7,

<AENSARRE (BER) >

AR EOREHE R & L TO~ODSE R 2T15% M & ¥ L 7=,

(D17 2(Action) : Influence and Adjustment Goals (Tsai. Miao. Seppala. Fung. and
Yeung, 2007)D R JE  Circumplex Scales of Interpersonal Values (Locke, 2000)7>5Tsai.
etal, (2007)5 23 BATZIHEABIZOWT, D CHEE TH 5 (Extremely Important)—2 <
B2 T2\ (Not Important at all)| D TERPE R EE CTHfig L 7=,

@#8(Cognition) : Analysis-Holism Scale (Choi, Koo and Choi, 2007)% | L 2478
H% [IERIZZ 9 B 5 (Strongly Agree)—4=< & 9 72 (Strongly Disagree) | D7 R
ECHE LR,

@04 (Centricity) : Customer individualism-collectivism6IH H, Customer power
distance4™ H % [IEH1Z% 9 B 5 (Strongly Agree)—4=< % 9 B 72 (Strongly
Disa-gree)] DTEPERECTHE L, ZNHOREIChan, Yim, and Lam (2010272
S50, &5 5 B Donthu and Yoo (1998),  Erez and Earley (1993). Youngdahl, Kellogg.
Nie, and Bowen (2003)/>58EH7=HDTH 5,
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@%RE (Intelligence) : Chiu, Dweck, Tong. and Fu (1997)® Intelligence Theories
Scalet L Tfli~7-3HE %, FEHIZE 5 5 (Strongly Agree)—4=< % 9 721 (Strongly
Disagree)] DOTEERERFECHEH L7,

GO L)L (Construal-level) : Vallacher and Wegner (1989) ™ Behavior Identifica-tion
Form (BIF) D25 HZSW\W T, AU v F /L & [E UMiEIR L~ UL High & 7213 Low D 24R TlEI& %
fTHOHT=,

<AlfE AR (TEER) >

% OAfifii 3 A] (Customer Co-creation) 7Bt ADHERK L LT, L FO~DD7TEK52
KM aEME L, OOREER & FEEH O & He B[R 0258 M 4 bk < 50x IR AT T v &
LChLE L TIERICE 5 B 9 (Strongly Agree)—4:< % 5 B 72 (Strongly Disagree) | D7
Bl R CRIE LTz, QORHER & BT O X B OER 028 O i, TIERITAF % (Like
a great deal)—37E7 12\ \(Dislike a great deal)] DO7ERFERE T, MO & L THIEL
77

Q&2 (Customer Participation) : Real D& MI{T#ENIL, Auh et al. 2007; Bendapudi
and Leone 2003; Dabholkar 1990; Ennew and Binks 1999; Hsieh, Yen. and Chin 2004
#2312, Chan et al(2010)2%&7E L7=5H A ZARAEMICT LY LAIE L=, Web LT
BEZNITENL. 02 I1T7E) (Word of mouth) #&TefTEhAZ . [FAIZ/AL DFacebook T,

Mo RZ 2 XS, | TRIZATTIZOWT, 3y hOEFRRIC IS EXAL) TF4
FAZHONT, TrZIC kS EZAT) TRUFAUZONT, SNSIZ I FEXALy) [F4
IZASUZ DN T, Twitter CTL < D50 & W9 5 DOFEIEH ZEpk LIHIE L 7=, 7 BSNS
[Z2OWT HAGEM CIXGREE & Mixi, #EERR CliETwitter & My Space% 7= L 72,

@@% N & (Customer Satisfaction) : Lametal, 2004; Oliver and Swan 1989% &%
\Z. Chan et al(2010) TIEE L7- 4 >OERHER 2 AFHEHRICT LY LEIE L=,

ONEEE N (Staff Factor) : Yim, Tse & Chan(2008)%2%% L LT, BEDEEEIC
s H{54H (Staff Trast) EfE¥EB A YV T« (Staff Loyalty) O2EKIZSWT, ZhE
N4->OREHEB ZARERICT LY LTHE, BIE LR,

@1=2%%[K (Firm Factor) : Yim. Tse & Chan(2008)% %% & L CEE DRI D
8 (Firm Trast) &®&¥nr A YU 7 ¢ (Firm Loyalty) O2EREIZOWT, £iLEiLd D
OWMEER ZARAFERICT LY LTCHE., WIE L,

Y —E AIE (Service Quality) : Yim. Tse & Chan(2008) & Parasuraman Zeithaml
Berry(1988) 2% L L., 5 >OEMEA ZARAEMNICT LY LORRE. RIE LT,

@& B1Z (Customer Goal) : BEEFRH & LT, EANTEMAMLow Con-strual’s B
FEGER) HEE : Target Goal) 257>, Hi%H TREMAY7/2High Construal/s HIE(H /) H iZ
Purpose Goal) Z Fi ok [Tt 2 /A @b 5 BHIZOW TR, [Fito7 X o f%
EF2Z2eTHD] THHROFROMME LT 2L THD] IFROMIMTENRN K
INCT DD THL] [FHENT A P TREERMENZ LR R L ThHD] D4iil%
Low Construal Goal: LTHEL, [FHHZAS TRV RSKVBIZHICOFsE5 2 &
Thod [THicASOTITER) Thhotk) LWHIRBRESEFEHLZLETHDL) [T
AT T HBe Z LN BRT e NE ST HZETHD] TR E XTIV 2 R0K
B L) 2 TEINDAELEDITIEDHZ L THDH] 4% High Construal
Goal LTHE L=,
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(@DOutcome(Evaluation) : [{RF#EH DAL ZhHE | [FEHEOALOM ) D2HE
HOfth, C.Whan Park et al. (2010)% %5 (Z0utcome i H & L C, W, k4., #E#ED3HE
Az [FUIAIS, ORI D bZBE&E2H> TS TFUTAII, oL Y %<
DOFEHZEM > TWD ] TRUIASUZ DWW THANELS E ) L&, AXEZHEEL T (1IE-7T)
W5 ELTHEL,

e T ik

(1)7 — & 2 & EHGERIN

EB i 217 2 FAEICB W T, EICXVREREOHERFTEZO L DICERMEETD 2
L. ZLORBETHEBIN TN D, 72 & 2E, Bk TIIRENIC & 2 MRl 7 [ 245 BT 9,
FIEDOGBNRKELSBRDLOICK L, HRTIEELL E W72, OO~ E N oo R
T DRI % i dx . ABG 72 [B15 4 8T D03 & 5 72 DRE S BUIBCK R~ & < 7
LHEENZ N E BRI E BTN D,

ARFGE TR U727 — 2 b, K% MBNAT » 72 PN C b R OMEA S FE Lz, =2
T, FHANSEDERNCT — & 2 5% L, 8L 72 7 BePEsEm o4 _C oM GIgEBEo@
Web U 77 v —o5:%M., BASYLFEO~@D46:3% R, EILAIERKO~DD52:%H]) @
TRCORIZHEDOT — X ZHNT, FE LT O AR 1ITHEEL 21TV R E O
WZE D0 ZMET DA EITo 72,

W EHARTT — & BT — ¥ O 7% VT % 1ITR Lz 3R MLLE & HEf L7-1,
11~19, 21~30, O20MD /3 HTEXIBNT, BRERAIIK 04T & E BRI o IS EMET L T
BHORIN AT > TR RERNCEFH R AR Lz, XA VT Ry NI —7 %o I i
REZDOHDY I 2 b—a UFEROIEHEZE 2, 208 O3 Hr 2R BNE AT — & % F1)50
FEHERZEIOICEH L=, =D LT, WEM65LL EEA, REMS5LL F65AM 2 B, W 2145
L 5540 2 C, (RZEME35LL F45 KT 2D, RAM3SARIAEL Lo T U DIEFT —#
WL L7,

Zofth, HRERBIED OB, @EIZEEF, @FEHEFMIIFNRELTHT IV, @
— B 2Rk I OW T, ABTORZE ZFERAICE T T TV kLT,

(i )3T B & o #r 7 ik

HiZ, K&E<2oTHhY MiELANICEDL S ZERMOFEEEZ AT o2y NU—7
EFNTHETHZ L] TRV I 2L —va v 2E T 52 LT, EEICEELBEEOM
AR EITH) 2 L) THDHA, MiEOHEERBZOGIT EOBRIILL TR TH 5,

-1- JERFEEEZ S oG B S ANEILA] 7 7 A E O BRI~ DR,

-2- fEASUBRFELC X DA 7 1 2~ ZROPIR,

-3- (HfEILAI7 1 & A D REHIRETS DR,

BRBIZ L > THEE LToAE 2 R U CHERHERR 2 = L— 3 U&7V, Il 3LANSEI O
—Bh R DRER A D,

ATIEBayoNet(v.5.0)2 WA U7 Ry NU—2 T, @7 — XA LT%HE L.
BTN EAT - T2, WEERBRITK27 V2 ) X L& LGreedyV—F 2 FIH LT, X5 TR
THEIERBRIC T DA D SRR HPA 2. #io BT, & 1ITR L7350 53 Hr A
M OBMRICOW THEERRE 21T o 7o, (FHEZERIZ EREEERZR ) — & Lo "R Z R
L. FMEEERIT THREERZB — R R—FEENITHEE SR ZRE L, )
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BroeBR 7 a7 o A TR BRI — B AR 2 ERE T 0 7T A
SRR RIS & 2 — B 2 flifE BT 7 L OfF 5% )
RS 0y = 7 MEKREREGE

Rk 2 4 4R

FE &1 g Ee gz fE B4 e s EEc
Customer Participation{Real)
Influence Customer Participation (ieh)
Adjustment Staff_Trust
OIEEER Causality Staff Loyalty
[EE Aftitude Toward Contradictions Firm_Trust
N TiHAR Locas of Attention . Goal Low Firm_Lovalty
JE1EE I::> ki I:> Perception_of_Change I::> WEB Literacy I::> Gioal High Service_Quality
ZEEEMR Individualism_Collectivism__ | Customer_Satisfaction
FUEEM Pawer Distance SO IFE RS
Inteligence Theorv Scale R EOQLTOIFEE
Caongtrual Level Outcome B3P
Outcome £ &
Dutcome 1E
TR
EELTIY
5. MEERRIZH T DG
£1. HHER—E
< BABM>
EEH D ER Efigd [{FRH
JLUWEB Literacy e b B S
1 1

L ik

‘Dutcome3 158

i FELTI 10 i FERT I 1 1
< BA SIS
EEH iR #
D Action
@ Cognition
16 JAnahysis Holism<gd Perception of Change i 5
@Centrisity A8 Individuglism Golleatism e fe B 4.
18 {Power_Distance 4 4
Dlntellige nce 15 iIntelligence Theory Scale 3 3
EConstrual Lewvel 20 iConstrual_Lewvel 25 25
< HEXEEEE>
| mEE HEfiRdh | {FRE
DCustomer Participation | 21 Customer Participgtion({Real) | 85 | ! 5.
22 iCustomer Participation (s k) 5 5
@ Custormer Satisfaction 23 iCustomer Satisfaction 4 4
(@Staff Factor 24 Staff Trust 4 4
25 Staff Lovalty Intentions 4 4
& Firm Factar 26 iFirm. Trust 4 | 4
27 iFirm_Lovalty Intentions 4 4
EService Qluality 28 Bervice Cuality 5 5
ECustomer Goal 2 ol High o’ 4
30 iGoal_Low 6 4
& Outcomel Evaluation) ENE A =g () 1 1

—_
—
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£ R ds KLU
(1) &7 —2 (HREMET — 2 ) ik R

<K MU — 7L 2 OIRR >

I ORER, 6 IR Ry MU —/ ik, 22 CORROMEICONTIL, £
BI72HED O LRPNLETH D HOD, BB XZOEHMEIRICOW TR ATRET, 20
HEYS 7 B DL R 78283 A B 7=

(V) TE GHREOFEE) | 1%, EASURRHEEE O TICEE:, F 721X
BItR9 5 Z &,

(2) TH (HREOREE) | IZL-> T, MfELAIERO > 5, OFESN,. OF%
H#Z (Customer Goal) @DOutcome(Evaluation)D[RIZ(Z74EENH 0 B4 5 =
Eo

B) MEH (HEEOFJEE) | 1%L, HRERMEDOS>H, OWEB V77— Ot
N, OSGEHFRIBICOBRBER L, MOTER & IFREE LN &,

(D DR N JEAETE R 13 BB L & 5 A3 O A A SRRSO SR A A &1
B L 722 &

BENSHERHEL, HRHEBIEOOWEB V7 7 > —, flifEidLAIZE K o OFE SN
IZBEPR D 2 L,

(B fififi I ALK D @ % /& (Customer Satisfaction) @fE3 B %X (Staff Factor)
@K (Firm Factor) @V —E 2 WE (Service Quality) 1%, #HA (R
LTEY ., BEMIZ@O0utcome(Evaluation) DHE#EITENC 45 = &

(7) MELAIERNO@FE A (Customer Goal) X, [EH ISEOFEEE) | 12
DHBES D Z L,

<fEFEHHL I 2 L—Ta >

ZITRLNIER Y FU—7 MEIEIZ LT, MEAREB O SHE D701, HERAERR S <
2 —varEiTH, T TR Y T Y AL LTA TH (RREDEFEE) | LR
DR E | BREABNITEIOEROIRD 2 >OfEREI 27T, £2. M7, MSIZA. [H]
Ik pEROTRRERFI A 3, X9, XI0ICBEES NN TE) D75 0 Zeal s 451 O HE BiThe
B RMHIFIZAT - To e BT RO— 2~ 7,

BRI ATF R OFERITIR O fERD G DAL,

Fom b AARIFIMEIZS 5 XWeb U 77 v —NMEWZ &, ZFHFEOZE, 7151
InfluenceME\VN Z & 3 FEA B D, [A UHRPEFETH AW, Influence, F§lZPower Distance
DEWNZ ENFA RIS, Z DA, THEIOHENDIX, 7TAVBEAFURIT, 74V
B UNHEEL L TR Y | Influence’E < . Power Distance MKV & 5 3% — U REEA LD,
AU, RHEORNR TH ALK OBMEE Th 2 EME. @A Kk U7ofE R T
HDHAHEMENEZ B5ND,
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e
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o gastn )
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< $mf \/‘ e
— s Beust )
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# 2. [EZMIK LI2hE O RE B O R
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100%
0%
805
T0%%
0%
505
0%
30%%
205
10%

0

Ez#lHL-1550
Influence BIRFEE

= B 7
L A b

m: EB BC B0 ME OEOE

X 7. EZHIK LT84 0o Rtz O F 1

100%
S0%
0%
T0%
B0%
50%
40%
30%
20%
10%

0%

ExHOL-1550
Power Distance BEIRFEZEE

fiteH
i ]|
Sl ZH
VT ]

EA @B BC @D OE OEDOE

X 8. [EZHIKI L7855 OB O e =#fE iR D] 2
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Rk 2 4 4R

SRR RIS & 2 — B 2 flifE BT 7 L OfF 5% )
RS 0y = 7 MEKREREGE

E#H

Customer Participation{Real)

Customer_Participation{We )
Word of Mouth

[nflugnce

Adjustrment

Perception_of Change

Individualism_Collectivism

Power Distance

Intelligence_Theory Scale
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5. KWFHAEBATS

k3 r 1+ [ : [ 3
1 1.000 -.008 .237
-.008 1.000 081
.237 081 1.000

fiRa D & RINTR LRIV TN G074 B2 TR Y | 72K 4 ORTFAR
BIWTNOBIEE G044 B2 LZELTEY, SHIZES D3R FHMEE L m< 2V
G AFIFMNLZRBUTTRE Z RUE TE 2 2 L ibhr Tz,

(i) 2% DIFTEIRE 54T E T /WA K D534

QIR LTe, 2IROEEIRE AT T V&M > 208 2 Mplus(v.6.12) TiTo 72 & 2 A,
6 O LBV RMOEHRELE (AIC) BLOYV TNV A ZFHEERHLOSA DT A
H:¥E (Sample-Size Adjustid BIC) D itj 5 T2 7 A THAHLGEDMENE NI L boroTz,

=||=
| |~

IQIOISISIONOIGIOIONOISIOIQION

v

=
b |
E )

V718

V19

V5_190

3 1 o 0,
V5203
: Cognitive Class
V5 204

V3 209

V5 162

V5 164

V5_167

Eq

V5170
V5175

V5. 178

X 9. 2IROBIEIRADAMTET IV
(k [KFOEAERAHENIIK T TIIEK L TH D)
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ASAEN |95 e |93 85 (952 814 952 85
Abaike (AIC) 5773.844| 8761.274| 8772135| 8777274 TEAR
Bavesian [BIG) B97B.A8| B938.65| B9GZ 458| B9BO.45A
Sampla—Size Adjusted BIC 8776 6547| 8764 485| 8775583 8780452

(rek = (n+2) /7 24)

#£7. KXY T ADEIE

=] AE
1 86.1% 1601
2 13.9% 259

3ODOYALR TN BHAMRD 7 T A1 & 2 OWfERAZRIT, 7 7 210 TH) (Action)
23Adjustment T, 7 7 A 2 AInfluence Toh 58T, K3KRTDFENE, 77 A 1R
Interdependent’z 7 7 A, 7 7 A 2 AIndependent’s 7 7 A L BB LFLH ST H LN TE
7oo HREINTOREER THLOTIRZ, TR ETELRWVER ThHoT L X 5,

(B)ARFHA DF 1 & i

MANBEH 21T > TV DB — AR LT 48D HE - Mg L, 20134F3 A 81
16, HAL16,6008=, FHEHFHI47TT . WH8,4004= ., FH #2867 & 2 5 ALHE M
BRI W2 FENRER Ch L EE OREE (t14) 2xt5L LTl
A A, HHRSMESIHEICTHE 2K L CERAEL TO2FEEICHREHRZEAmR L.
29524 DHENEE 24572 (HARL193. 7 A U 77230, ¥ VU 2248, 7 ¢ U 1627, F654) ,

U A RIMIZ20124R10 A 1H () ~17THCOK & LTRE L, 117 K B EULSY F T & 5475
L,

BARMZ2REHB & LT, BifiCBRILIZb 0 EFE—E L, [BASUBEEORIEER &
LT, UL TFO~@DIEK % #efi L 72,

D174 (Action) : Influence and Adjustment Goals (Tsai, Miao, Seppala, Fung, and
Yeung. 2007)D R Circumplex Scales of Interpersonal Values (Locke, 2000)7> % Tsai.,
etal, (2007)5 23 8AFIHEBIZONWT, D CEETH 5 (Extremely Important)—4 <
HE T/ (Not Important at all) | 7B R B THEfR L 7=,

@58%01(Cognition) : Analysis-Holism Scale (Choi, Koo and Choi, 2007)% | L2415
H% [ERIZZ 9 5 (Strongly Agree)—4< % 9 720 (Strongly Disagree) | D TE:RER
ETHE L,

@10 (Centricity) : Customer individualism-collectivism6X8 H . Customer power
distance4™ H % [3EH 2% 9 B 5 (Strongly Agree)—4=< % 9 720 (Strongly
Disa-gree)] O7EMRECHE L, ZN6OREZChan, Yim, and Lam (2010272
5, EH 5 HDonthu and Yoo (1998). Erez and Earley (1993). Youngdahl. Kellogg.
Nie, and Bowen (2003)/»5EH7-HDThH D,

ARPET — 5 % AT, DI (P56 (2 5EHiT % 3l T 5.
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- Kitayama, S., Duffy, S., & Uchida, Y.(2007). “Selfas Cultural Mode of Being.”
In S. Kitayama & D. Cohen (Eds.), Handbook of cultural psychology (pp. 136-174).
New York: Guilford Press.

-Lazarsfeld, P.F.& Henry, N.W. (1968); Latent Structure Analysis. Houghton Mifflin

- Tsai, J. 1., Miao, F. F., Seppala, E., Fung, H. H., & Yeung, D. Y. (2007). “Influence and
Adjustment Goals: Sources of Cultural Differences in Ideal Affect.” Journal of
Personality and Social Psychology, 92(6), pp.1102-1117

* Locke, D. (2000). “Circumplex Scales of Interpersonal Values: Reliability, Validity, and
Applycability to Interpersonal Problems and Personality Disorders.” Journal of
Personality Assesment, 75(2), pp.249-267

« Choi, 1., Koo, M., & Choi, J., (2007). “Individual Differences in Analytic Versus Holistic
Thinking.” Personality and Social Psychology Bulletin, 33(5), pp.691-705

«Chan, Kimmy W., ChiKin (Bennett) Yim, & Simon S.K.Lam (2010), .” Is Customer
Participation in Value Creation a Double-Edged Sword? Evidence from Professional
Financial Services Across Cultures” Journal of Marketing,, 74 (May), pp.48-64

- Donthu, Naveen & Bonghee Yoo (1998). “Cultural Influence on Service Quality
Expectations.” dJournal of Service Reserch ,1(November),pp. 178-186

+ Erez, Miriam & P. Christopher Earley (1993). “Culture, Self-Identity, and Work.
Oxford: Oxford University Press,”

* Youngdahl, William E., Deborah L. Kellog, Winter Nie, and David E. Bowen (2003).

“Revisiting Customer Participation in Service Encounters: Does Culture Matter ?”

Journal of Operations Management, 21(January), pp.109-120

< BREFREE, FAHER(2012), ULHEEO 7= DR OEIERADAET ML DT 71
—F, AARTEEEFSEI0RIRE Cn LR, 2012459/ 16H)
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3.3.3 [ZzHafiifiE) TEEFAMMME)  TSCURAGAE ) OEIE(L & FHAKE

AK7vT =7 bbb, ROZFENEORIEEAT o T2RER, B OBRER T 0t X
(FFARFFRBE) 1 2OV TIE, B, SMSOEE&4MEL, BROICAET U b
SEHZ L L, AMET BEOBNERTm X (ACEEWES) | 20T, B
EEPSELZ L L LT,

3.3.3.1 B0 ER a2 (A XHEWES)
(1) BRERPY 5t

Fox 1k, MEILA] 7 vt RIS INT DR OIS NENRERIZ E D L D ITHEFH S D0,
FTDAN=RLMELZ BT TS, BT OBNBERZ b2 e D720, ERENR T
4 =)L R Y B —F LR SR LA CHERL SN A BFZEEHE 2 £l L T\ 5,

ZOHFZEL, FE-HA#ESEE 7 /L (Bagozzi and Dholakia 1999; Gutman, 1982; Reynolds
and Gutman, 1988). fEMR L ~UL#EG (Trope and Liberman 2003; Liberman et al., 2007).
H 2 EFRE (Deci & Ryan, 1985, 2000). HIEAFEH (Fishbach and Ferguson 2007; Kopetz
et al., 2011). & W 72BEERICEEDW T, BE QBRI IZBE T D LRV 7 & ARG % Hg 5T
LTW5, B —EAZFERE LTHAL, HWETLIERIZ. BOOEMICEL LT, £
LD FB DM 2 FATICFHE L, BEE O~ @3 o, & SIS % HmE %
BT D, EEZDLND,

EILANC SN AR OB T IX. B2, IR RIZ I 2 BT T DR & 23R
ENDEEFESR, FhE b, HANCK->THLND BEOHES &2 ~DBER
ABIZE S THEML D D, B IT, BEN DO BEMEIL, R LOENNG, 2
DOIHGALAKHEIME L | BAR DD SUIRMK AR ZRERIR D & D05 . B LKERFE L, KO A
7 BECME 2R T EROBLOETHEEL Y D, FHoUC, BESMIMIT, BEICE>T
DEERHERE~OEEZRET 5 6 OO0, BEMZRHRF D DRV LIZ TP &2 &
THHDONEWNIEBENHEEIND,

F1. IR~ DKYE

Low-level Construal High-level Construal
Conerete fbstract
Complex il
Unstructured, incoherent  [Structured, coheremt
Contextualized Decontextvalized
oecondary, gurface Primary, core
oubordinate . \owperordinate
Goal irrelevant Goal relevant

HFT : Trope and Liberman (2003), “Temporal Construal,” Psychological Review, Vol. 110, No. 3, 403-421.
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ZD LS T, AT 0 A~ORARSINOESHT X BER B O ARIT 5 B, 6
BATDELEL WS AAEBRICL - THESND, T7hbb, AffrEL] \EEE%
MEORRE, AEOBREEHBIIT) ZENTE D0, EOL I RTFIESLLY 7 CiEEh 21T
AZLNTELENREL VST, LT o RICHTIABEO KX X THD, HEMER
%<T%\H@%&%%n’%g&%ﬁ%%ﬁbfwﬁﬁﬂﬁ\ﬁﬁﬁ@«@%%@%@é
N WIEA D, I, MEISENCSINT 5 2 & BIRD BARBRT 5 23 L AR & W
STEIE X, IV LI u&;kw1@¥§M%ﬁiﬁégﬁ&%2%néo

E DML A7 1 2B A &2 OFERF AT, 10, BEMEEILANC S
ﬁé_étof®5%%ﬁﬁﬁ\%%K%E%K%%Ebfw<_&fﬁb\ B, EOD
BRUZWVDAEEE DS EFTIIRN, W) MEOHEFZAIFICH S

(2) SEREMFIE

DIEIZESNT LA IFKROL O BRENT, 74—V RS —F &2 FEhi Lz, H—IZ,
ﬁ%%ﬂwﬁﬁ#—tx IRLTC, BENEDXLIRAATOEELZ LD, Y0 X ) 72l
ZETWDLPEHNT 228125, ZOEETHEONANEY 2 MIHESWT, FIT,
ﬁ@%@@@%&%hu%@x%—vmﬁwf\@Eﬁéﬁféﬁ%%ﬁ@ﬁwﬂmﬂ&é

BDOIWVEIENONERT ONE, NEARABICI > TRRT D ZEICERNR S D, 29
L%%%7Dtxi FHBLHEHABT L VTN OHABFT I —ERIZAONL LD, &
Wk 72 BfR 2 N— A L e — E ARG NZB W THEHEFICEN D B2 bl b,

VL EOfAZE LT, Fa 3R OMIEILANT 3 2 BT T 23, 5RO & 5 58
RN~ DE S, AT GMERDPNTERND, RERDTRIRD) Lol Winde
LA L TCWADNEHLNCT S, TSk - T, Fox i, BEH A SAEHLAID &
AFIvreravRAEET MMEL, N"EXAT =X EZH L T L DO E FREET 5 725,
Z 2T, RSRREOELRIE OF — & & AW OfERERE T 5,

NRAENVTHEOHEIZLL T O®@Y Th D,
AHATIR : 20124E5 5 H ~18H
ARG« INSCEE WIS O FRHIXIZ 51T 2 33 O @itk L T OAEFEORES
AT ERGR A, BETIREE LB L CRAM L, %A, X THEIL,
AREIE - 19928 (HNNE228, 5 HEEFLA21, HEEIESEE, [HIINZ40%)

BED SO EEEIZIE, Bk K EOHER L~ VO EFEE LT3 2 2 &R TE 5,
F21ZHD X0, MKEOIRL LTI, . 7 A bk, 89K VWo7-H
@ﬂﬁ%%f\ﬁﬁmf\n@%&ﬁ@@TuEﬁ&&oTwé®ﬁ%ﬁ%f%éo%ﬂL
KL T, RARMEDOHIRL L TiE, K OHIERNZRREI0EIEL 8 L7 AR © TV D O3k
Mchd,
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his/her discipline and perseverance.

Questionnaire Items: each question is rated on the scale: Low | High

1 (I strongly disagree) ~ 7 (I strongly agree) Constru|Constru
The reason I have my child learn at Kumon is to improve

. 0.88 | -0.07
his/her grades at school.
The reason | have my child learn at Kumon 1s to improve 0.843 | 0.019
his/her performance at school.
The reason I have my child learn at Kumon is to have 072 | 0029
him/her be admitted to the school of his/her choice. ' '
The reason I have my child learn at Kumon 1s to catch up 063 | 0258
with his/her peers
The reason I have my child learn at Kumon is to develop 0579 | 0.446
his/her habit to work on his/her homework. ' '
The reason I have my child learn at Kumon 1s to develop
his’her independent learning ability by overcoming| -0.039 | 0.871
reluctance to work on his/her studies.
The reason I have my child learn at Kumon is to develop 0082 | 0773
his/her attentiveness to find mistakes on his/her own. ' '
The reason I have my child learn at Kumon is to develop
confidence and self esteem by a continual sense of] 0.026 | 0.722
accomplishment.
The reason I have my child learn at Kumon is to develop 0413 | 0607

250 A T7ORHBEOHNFHFERZMNT, MBHRORSICL > T, £Tho  HEEOM
JEREDRERIRD a0, 1TH D, DO O ONGEL TR, Mt i3 8
O biE, XV B2 BERERm S, RN TR OISR R BEEAS LR L~V B3NS
EHELTWe, LInLARNS, ZOT7 =2 %A 500E 0 BRI 722 BARIC X 2B,
ARER CHELURN) SMERBRICBWTEWEL 2> TS 7 EOREN LT,
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Intensity _,
of Goal
Low Construal High Construal
Goals Goals

0.5 1 2 3 Kl
Duration of Customer(year)

X1, Freciiif & B OREE

—J. TNENOAIEE EORREER LI ERIFEENBIM L TV D%, Mk & OB
BTHIZDONRN2 TH D, b LI AIERE L 2O AFEER E 1T, BipoloF—%RL
TW5, $T72bb, 2EAOBEIT, KR~ Lo BEEREZFE L, SFERICA-TZHT
DT, XEWIIRL -~ O BIEDEREZFL D TH D,

o0&

Achievement LOW H | gh
of Goal .,
Construal Construal
o A -
goal 7 %, Goal
Y s
” L A\
l 17’ ‘\ \
2% \ \\
o I/ r! \"‘-3\-..
’ i -
/’ ’ \
»” 3 \
gy \
A Y
\
L ]
0 1 2 3 4 g

Duration of Customer(year)

X 2. Frpciifi & B O E
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(3) Fn L & B

ZZTOGNRERIL, NFAVHAEDIE A OT =X 2Nt 0 TH Y | FEICIE. BED
AT HEDORERCER., £ L THEERIC L > TELNAMEDEIE R Z50E LT
HEFEVDRT, Tz, RO EMEST NS, ZERifEE LT, BLFD
AR EFREN RS STz,

BRINERT D AL, WS KENMEWD BRA 2 B S, B 2089512 Lz
> T, FBYLAKRENE G2 BEEICBATT D, &), Ba BHIHNICERE LTz B
A7 T2 < . B bkEE E T2V LIIERT2 70 22 WM 525 2 L 3R
7R FE R & L CEM T,

KA FANC AN T — 2 1%, SRR CIT ) SR VRAEDOHEIEIR OTF —4 ThHlzh, =
DOOHT AR, MG &V O BRI THZ L OICT E R0,

AT ROFE BTN TE, S —E2OREZ A, T TRV LT RIS
BATRRECHDLREENRIEETHY, 2—F—TH L FHMNEIEL TRV
B, BEERT D BELMEIC DWW TOMRICITEE L ET 5,

Y= R AE D EE OB OHANTENC G A 2R ESFE AT, AR LW S B
R DAEILA 7 v 2 2 PR D MENH D,

FARERKICE D £ TOMBR T, BRI LATTEI OBIEAT T 2 20 LIRS 5
BRI ONWTIRR T OB ENDH D,

bR ESTEZT, 5%, OB E L B2, KR EOT — X & W= 72 550
ZFELTWAD,

(4) AR

FREIS, PlRFHAOFHE, AFEOFE AT T D, KELITZD2EG DT —F ZfE0,
P OERET NV LV IKEICRR, 7T 52 L LT5,

(1) T lrah st

FORHRN DA SRR 3 #=R 1S3l O Wi AELL T OB E 2 R ORER 2RI, WA LR
BRI L Lo ikl U2 BAA RIS & 2 B i = R A & FEht, 200 O FRA 2 17
D UTEmEE, BE AR BIELZFM L TET MEEIT ) TETH D,

(i) ARFHAEFE

TRORAT Va2 — VB LONET, RENRER CHLFEE ORES (HE14) 2%t
G b U CHE 2 A, AR50 ES9BER I 2 (fH L CRli AL T O2F8 H I SR ke
BoAi L, A2 EmT 5, 2B, B -HHREE T, 29524 0F2EEZGTHEY., (BAR
1193, 7 A U #7230, A XV 2248, 7 ¢ U ¥’ 627, &®H654) . ZOWHEICE HHD
HEEFEHETETH D,
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(2EREANSE Ao EC Ao EEYEE 2L LTE2E
(NE—OFREEACHEAHE (201255 B7HIA) ~5 A1880 (%)
(ME—DEREEEOURE |[o1255 H22 B A
(51 _OREZACAAE Po12F10B8 B8R ~108198 (%)
(6)F _OERESEEONRE |20 2F10823 804
(7IEREEOURIBRT BOWAWE
(3)EREDOl# ¥ BFEHIT+. 20
(2571 1000 @ BEH—F (2[0]5)
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RE B8] O S EF 7020 A58
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12101 HOA) 101 7TH =k
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2012811 A0 (%)
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(&)
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(5) 2 E#} : Frontiers 2012 Abstract (Proposal)

Dynamic Updating Process of Customer’s Motivation for Participating in Value
Co-creation
Joji Ono, Shoko litaka, Mayomi Haga, and Satoshi Akutsu

In the study of value co-creation, such as in a study of customer participation in service
production, self-service technology, and the service-dominant logic of marketing, the
customer is recognized as value co-creator and is requisite for value creation(e.g. Etgar 2008;
Bitner et al. 2002; Vargo and Lusch 2004). However, little is known about the motivational
aspect of that, especially about the process of customers’ motivational change.

Some customers participate in co-creation continuously, but others drop from these
process on the way or participate less actively, in such case as fitness program, cooking
school, or preparation for an examination to university, high school and so on. Through our
exploratory field study, even for customers participating continuously their motivations for
participating in same services are changed not only in intensity but also in quality(e.g. more
concrete/essential or derivative/convergent). It is important to consider why customers
participate in the value co-creation process and how their motivation is updating dynamically.

We focus on the dynamic updating process of customer’s motivations for participating in
value co-creation process. The present study explores the motivational mechanisms
underlying the long-term service relationships such as in private educational service.

To identify the mechanisms of customers’ motivation process and changes in co-creation
process, our research is based on the self-determination theory (SDT) (Deci&Ryan, 1985,
2000). SDT is defined as the theory of human motivation that specifies a continuum of
motivational orientations for activities ranging from extrinsic/controlled regulation to
intrinsic/autonomous motivation.

In this study, we investigate how the contexts influenced by SDT have an impact on
co-creation in a private educational service setting. SDT predicts that if customer achieves
higher level of satisfaction for the psychological needs, then it implies that they make the
activities more intrinsic to them. This indicates that their motivation varies in not only
intensity but also quality. It is important to examine how various types of educational services
may influence satisfaction, because it may reveal how motivations developed during
formative years are important in maintaining relationships.

This study examines the role of customer focusing on motivational aspect and its
dynamic updating process. We provide a literature review, highlighting the importance of
customer participation and private educational service. Our results from qualitative and
quantitative studies will be shown. Specifically, the former will be used to identify relevant
model constructs and measurement items, the latter will be employed to test the model
identified. We conclude by discussing the limitations and implications for future research in
value co-creation.
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b. FHEHAN . AXKBEOFREE

c. HEFE: VP—(FHE

d. FERGE: ATHHIEAIZ BTN D 6 0E - HIOIREE (T AU B A XY 2,

T4 Uy, FEE AR, 7T VLOREE2 969N, 9 HEIZEHEIS2AN)

e. HENE: XboFE - -Kar 77 A MBICEEZEON - Har 77 A MuiEh &, 15
BEORGEITE (HOOREFIEAMOIFEE ICRET D) O ETE (hofFEH OE
EHE A AHECHIT ) L oREME, B O MERA (HEEEOTE - KB
EORENE, ZHGNTT D,

£ FHZEE: Q) 1TEVE S GEIE. BENF. 7 RS P—fEs, XS, HERS, %X
K&, V2 REHME & OB @A, S~0BME%k, ZETEEE, BETEIER) |
G) BENZEH Bl= T 27 2 MuBeS ., Bar T 7 2 MuBES . fhofe 2. Fik
BRPEZE ) | Gid) FERAH FREEARNC & 5 BB, Ak v =B S 5 #E 2
R 2R ME) . Gv) SUEEH (EEar 77 2 8) | (v oM, fFEEER, 2
EiEW, %

2. EMEA

201344 ~20134E6 1

FHEHAL . A E AW RE L

HEFE: A F2va—ff&

AR SR

Q) it A A 6 s N DR O EE (st sk ic 361 2 FEE 7O % K FRERPLIC D
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LHI2ODFz FFRIEICDONT, THY I TWDE VG LEE WL TE)
(iv) Global Kumon University (GKU) 21435 (@M OB ERZE U T, ALK
R FEEMINC BN TR TW LS BEOE X HRTFIEIZONWT, O, FEEEA Y
SNTWANENBEIENTZIEL TIE)
e. MANE: AXXEZHWRELFED S S, R, EFER ZBOHFBE CTOILN Y
DHOLNDLIEETECERZH T, TOEETENER SN 20k SN x
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N, RENRIEWRICE EFE B,

o mHarF ALY (HA, @arT 7 A MEYE) Tl mar T2 A Mg (¥
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(Wi & #} : Frontires 2012  Abstract (Proposal)
Service Globalization: De-Contextualization and Re-Contextualization of Value
Co-Creation Processes

Integrating the concept of “context,  which has been studied in the fields of cultural
anthropology, cultural psychology, and cross-cultural communications (e.g., Hall
1966, Cole 1998, Sperber & Wilson 1986, Brannen 2004), we attempt to establish
in-depth understanding of service globalization process by which value co-creation
process developed in a culture gets transplanted into another culture.

We posit that it is more challenging to bring service originated in high-context (H-C)
culture into low-context (L-C) culture than to transplant service developed in L-C culture
into H-C culture. In H-C cultures, nonverbal communication, implicit rules and other
tacit knowledge play an important role, whereas communication in L-C cultures
depends largely on verbal communication, codified rules and explicit language.
Therefore, in services originated in H-C cultures like Japan, unseen aspects such as
customs, beliefs, and values play a more important role in value co-creation process
than obvious aspects like language, behavior, and structural mechanisms. The opposite
is true in L-C cultures like that of the U.S.,  where value co-creation process is made
more codified and visible to employees and customers.

How, then, services originated in H-C culture is being transferred into other
cultures and managed? With this phenomenon-driven research questions in mind, we are
taking two-step approach. The first step was field-based qualitative research in which we
interviewed top/middle managers of more than 10 Japanese service companies in diverse
industries. The second phase includes large-scale survey research, targeting at more than
100 Japanese companies belonging to Service Globalization Forum of Service
Productivity & Innovation for Growth (SPRING), an academia-government-industry
consortium in Japan.

Preliminary findings from the field research indicate that service business
successfully expanding from H-C to L-C culture are managing dynamic iterative
processes consisting of two sub-processes: (1) De-contextualization, processes by which
universal or culturally-free aspects of value co-creation process are identified and (2)
Re-contextualization, processes by which value co-creation process are modified with
idiosyncratic or culturally specific aspects and therefore replicated across cultures.

The paper reports detailed findings from the field research and discusses next steps
including further conceptualization of the key constructs “de-contextualization” and
“re-contextualization” and planned large-scale survey research which aims at
operationalizing and measuring these key constructs. The paper also explores integration
of extant knowledge in service research with related constructs studied in international
management research including embeddedness (Andersson et al. 2001),  cross-border
knowledge transfer (Kostova 1999), meta-national management (Doz et al. 2001),
replication (Winter and Szulanski 2001), and semiglobalization (Ghemawhat 2007).
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