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Understanding Customer Participation
Behavior via B2C Microblogging*

Jongpil Park*, Jai-Yeol Son***

Social network services based on openness, connectedness, and mass participation are reshaping many
aspects of how companies conduct business and create value for their customers. For instance, Facebook
and Twitter are expected to play a pivotal role as a new communication channel through which companies
-forge close relationships with their customers for co-creation of value for mutual benefits. Given the potential
of social network services, it is not surprising that many companies have strategically invested in social network
services to reach out to customers.

Despite the growing inferest in social network services as a platform to connect companies and their
customers, few guidelines exist about how managers can effectively utilize social network services in forging
relationships with their customers. As such, scholars should pay greatfer aftention to how firms can successfully
develop relationships with their customers on social network services. In particular, this study employs the
S-O-R (stimulus-organism-response) framework as a theoretical lens fo develop a research model that explains
customers” participation in the value co-creation platform that companies opened on Twitter. According
to the S-O-R framework, certain fypes of individuals” behaviors can be best understood based on a causal
link from environmental stimulus to organism, and response. We apply the S-O-R framework to understand
how ubiquitous connectivity (stimul) can influence customers’ experience (organism) with companies on
Twitter, which in tumn influence their participation behavior (response).

Two steps have been undertaken to empirically test the research model. First, we conducted a content
analysis of tweets written by customers who follow companies on Twitter. As a result, we found event/promotion
parficipation, company support, and giving feedback as three specific types of customer participation
behavior. Second, we conducted a web-based survey 1o test research hypotheses in the research model.
Participations in the survey were solicited to customers who followed companies on Twitter. As a result, a

This work was supported by the National Research Foundation of Korea Grant funded by the Korean
Government(NRF-2011-327-B00170).

** Ph. D. Student, School of Business, Yonsei University

Corressponding Author, Professor, School of Business, Yonsei University



Understanding Customer Participation Behavior via B2C Microblogging

total of 115 respondents have completed the survey.

Data were analyzed using the partial least square (PLS) technique. The results of data analysis suggest
that ubiquitous connectivity (stimuli) had strong positive effects on perceive usefuiness, perceived enjoyment,
and perceived intimacy (organism). Perceived infimacy showed positive effects on customer participation
behavior (response), such as event participation, company support, and giving feedback. Perceived enjoy-
ment was found fo have strong positive effects on company support and giving feedback. On the other
hand, perceived usefulness did not have significant impacts on the three types of customer participation

behavior.
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= 83 ATNME, EAR] AFH 7S
ojgst=d TAARN HEE AT F8T
Attt obed, oY AFES
Chan and L1[2010]4 AFAAE, A

o g°
ﬂ i mlo

to M i S of )
N

R oN fo oo T (B

%u;w oo ogﬁok% FeQow A
He g3 FAU. old) & 2e 7}
A A B

7Ha 5 JIAE A5 B2C vfo| A2 ERT]
oMol nAFAGY Lol H(+)e] I
< "3 Aot

74 Sa: AAE EA%E B2C mlo|ARE R
oA e o HIEZ Tt H(+)e] I
< " Zojth

7F4d 5b: Q1A= 57%%% B2C wlo]a2EE
Aol Ao 719 gl B(+)Y FF=
m 3 Aolth,

7Hd 5e: A E EASE B2C mlo]a2ERE
oAl mEwe H+)e] FFS
n & Aol

(B) AH31 A 7}R]: FL A (Perceived Intimacy)

Bagozzi and Dholakia[2006]= 7H3HBE 7
TUE Y F8 FAF7|Z AF A Feage AN
3} aL, Algesheimer et al.[2005]] ATFolA % T
€ WEd wista d¥ste A8 A F717F 7t
FBAEATUE Y oo TAAJA 9FES 7
A Aoz FUA o8 AE A 7t S5H
oM mlolazERA Y] F8 5 F stus, Y
A& AFYA o] A (informal communication)S
T AT A2 YALFol Tt A
o|th. 1407 ke GES T, A9 gl U

ANAES E3) Al 13e] FAH 4= 9)
[e]

2 o

%

hul

THZhao and Rosson, 2009]. X1E7H 435 7te] &
Aol hoAM 71HA AAE o e Y =49
AR AHold 4 31 2H[Zhao and Lu, 2010; Zhao
and Rosson, 2009]- PlO|AZERE7] AH|2F o] &
ato] 55 (co-worker) a3l 3 AL A
AR A= AS WU o™, Zhao and
Lu[2010]9] S1F-elA % A 7to] wlo] A2 ERT]
o] gl YIS F= AR AFEHAHAE A

AIBHIL Tt oF&#, Wu and Sukoco[2010]2] 1ol
AT 220 AW E 7o A3 A 21138 BA 7}

2|4 ZLE(knowledge creation) ¥ F-f(knowledge
sharing)sl= 59 Thfeh ol ojo d&Fe F=
ALz eyt o33 d7ES g es & o
TAME dAE A ge] B2C vrolAR SR
oA aAZAg o FAHAR] dEFe vA=
Aoz ddstaL ofd b3t 22 7HdS AA T

7HE 6: JAAH FPA L B2C vhol AR EET
olAe] GG Lol () IF

(

.
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7H4 6a: 2
kel

CIGERL:

714 6b:

B2C mloja2E=R

7He 6 AE A
= B TS

’5‘}"4 Xﬂ*lﬂ 7HaE Zﬁzo}ﬂ HoH Study 1'%t
A A e @A B2C vlo] AR ERT] AMH2E ¢
£33 Qe AHEAE o E HEXAE §
A g,

5 [e]
g A dSEH e

4.1 Study Il: &4FEM(Empirical Study)

Study TEA MM = A AAE o] &4 w7

Ao g HES Y3t AEHEAR
TFAE0] B2C wlo| A2 EZ 7o A
Y3k, B2C vlo|AE2EE] Aol A&
ZAMAIAE & 2 Ao § FAE
gaste, o] &AES HE FAsA 4
AT EY dAdAE @A E<lo %}i%—é‘}

9= B2C ufo]a 2827 Au]l2A9 AA T
Y3HAl ke, A B2C mlo|la2E=E
AeAd g AFHHE 7%&
22l *é!'ﬁf o Eo1717] dAAE, B
2C tfo| a2 EZ7) /ﬂ
)= B2C tlo] AR EET]
, 171 mpolARER
7] 2 A SHE3HA
Ao AE717HE, 20115 10€ 279 %H 11€
104714 AABt G oH, A4, 1287 o] AFol
ofate], o] F BEAASA SHE AR AT
E 1382 A9ste], A 115571 o] B £ 44|
A *}ﬁﬂ“ﬂr

2 A4 34 volH EAs AuRH,
<E 2>9 o] YAl 619 (53.0%), A ¢] 541
@47.0%) 2 ¥ HE&2 Jelyon, dyds
20t 9} 30t 7F 247k 547 (47.0%), 419 (36.0%)2-
2 YehY nfo]a2E27]E ol &3t Sle o
FAHQA AdF 9} FASE AOE e TSl
EHYZAZA, 2011]. BAGHEEZE AFEZ o] 42rﬂ
(36.5%) .2 7HE we HEe AAFHOH, &
4 WES T o] 8§47 67 € wTho] 359

l

9#
2
kY

= rlr
%0 Ud

2 FHAT 23 Study oA T8 dd= (29.9%), 6704 ol 1'd wTho] 447 (37.7%), 14
A4S wRoE AFRdd JHHd A5t o]’do] 369 (31.4%) 2.2 LERT

ASEAS AT ¢4, 71E dFES vt

goZ AEEgs /Mg ¥, B2C vlo|a2E 4.2 ESMESH9| Jjjat

27 ol &4 gl e et/ oisrdA 30 S o

}o 2 o zAH(pilot test)E AAIFF], HEE H 7L J)2o APALE njetog ZHE
s 74, e F & 2 S0zt £ 24 g TASAT ob&d, AdEAE B3 74
GA M, dFEA s A B2C mholA MEdH SHB T g A g3 S A%
Z2EZ27 AHl 2o 7h]lste] ol &sta Sl A AL, 7129 Sl Yl FAEE A diEl
A AEAES R Ao, 282l e #d AYATFES o2 AFA st
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<E 2> d7Eee 54
T N H] & (%)
A 2 61 53.0
o 7 54 47.0
204 m gk 5 43
20A] ©]’¢~30A w Tk 54 47.0
A 304 ©]’¢~40A wl Tk 41 36.0
404 ©]2F~504] w1k 13 111
504 o] 2 1.6
832 2 1.6
e /A A 42 36.5
ol / A u] 22 16 13.9
7)1/ A4 10 8.7
A4 AAA A 3 2.5
Z WA 8 6.9
S+ 24 209
T4 6 5.2
7 e 4 3.8
6714 gt 35 29.9
nfolARERT] ol & AT 670 ol d~1d Wy 44 37.7
1d ol d~2d wwt 36 314
R, HEE AR Aol dal AE & & B AFAA AEE 247t B3E2 18 T
Astal Bttt & 03?01]*1 AAH AN HEAd 28R Gy oA 740 sgE = mlg-
T TRIFHE 2 FEAEL 12 84 o5 F4E JEE S5 F e gAE 74 A= 3

+ 22 7370 (second-order construct) .2
datack. FHIAE 2 %4 (ubiquitous con-
nectivity)& A AT AY, Bk 71718 F6
oA uo ek Ho] e AR Hdow
4] Hong and Tam[2006]¢} Zhao and Lu[2010]2]
ATE EUE sto] SA3 <4 (instant connectivity)
¥} H A 4 £/ (pervasive connectivity) 121l &
3H4 (interoperability) & & T3t of&d, f
-84 & Bahatercharjee[2001], &7 &< Chan and
Li[2010], 783 WAL Tomasi[2006]] T
474 EUE & A7 BES A5 Bt
atof ARgsHth 2+, @%%@1‘474101]/\1 T&H
T2 Z8stuA e, 1AZAYAZ AAE,
oME/ZERA F7}e} ¢4~ LA A R}
& B A7 S8 BaaA AEA st

Hsich. obiel, 2424 P A A
A 2HEY Y FAL <32 1> deh} ok

V. 24 2 23}

B AT e F2E4 4 2 (structural equa-
tion modeling)®] ¥ ZE¢] PLS(partial least squares)
< T8 AEZ2F}E E48AT PLSE 97 REd
o] o] /T Z7|GAA U ofF HFHO
Z ZASHA AT H ol &ske v Ko A3
A el”7] & o]t Chin, 1998]. TAH S E+
B 7o) A= Smart PLS 2.0 F3l, ©i9] g9

3& 43t 3429 (measurement model) 7}
< AFde :rLi‘:’ 9 (structural model) ]

[‘F{n:

¢
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R

5.1

e
0gk
gl
1=

A, F2371d (construct) #2783 (measurement
items) ol tHek ASE el HFEB (convergent
validity), W& ¥ ¥4 (internal consistency) 1]
3 A (discriminant validity) A%< 4
AetATh FARCEE B AT SHEE

H
B

o

) |
7 ©]’¢[Fornell and Larcker, 1981]°]H, Z

o2 yehd 1%9 #9
=

3} 91 tHFornell and Lacker, 1981]. ¥4 43 53
AEEE 712X 0.7 o) o2 Y S [Barclay
et al., 1995], @ EAHFZE U (AVE: average var-
iance extracted) 7]=4]¢l 0.5 ] [Fornell and
Lacker, 1981|122 YetY FHFEETAH WY
#HAo FA7F gle AR Addn
dH, & Ao BEgd
4>ol| Ao} o] thZHA Zol] EAEE AVEY A
T @l BE FAMNEE e duAsEY
S7tell tiE ARz HE
and Lacker, 1981]. 4523, AVES] AF
ol & HuATY gET A3ste] £ ATE

DA ST TANG S BB USL
& % 9t

o]
FEAM BT o 202 YERERT AT U JTEHBAE, AR, HE
obed, FAME e SAHTFEY WHY Bt tig AEs AAG A, BAd A5
B2 322 = (composite reliability) 2 574 g 0% AdEY o3 ARE v or v}
<E 3> ZYYFe =2E%u
He g5 | 2 tak W R 29 tak
IC1 0.774 6372 Entl 0914 35,764
Instant .
o (@) 0.865 20.969 Enjoyment Ent2 0.922 33.613
Connectivity
1C3 0.762 10.341 Ent3 0.934 50.574
‘ PC1 0.854 11.538" Part1 0.969 64.032"
Pervasive PC2 | 0814 145817 Event Part2 0.976 88.084"
Connectivity Participation
PC3 0.828 12.176 Part3 0.957 48.052
101 0.907 16.842" Suppl 0912 30.2427
.- Company
Interoperability | 102 0.947 40.891 Support Supp2 0.903 23.923
103 0.921 32723 Supp3 0.943 52290
Intl 0.824 14596 Feed1 0.926 24.865"
e Giving ™
. Int2 0.879 25534 Feed2 0.965 95.080
Intimacy Feedback
Int3 0.908 25.960 Feed3 0.958 63.571
Int4 0.836 13.999"
Usel 0.835 12.700"
Usefulness Use2 0.930 32,5017
Use3 0.936 35487

P <01, p <005 "p < 00L
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<E 4> Nl 2 mhEElC 24
AVE izg’;ﬁl:ye Cr(:ll;’}alzh’s INS | PER | 10 | INT | USE | ENJ | PART | SUPP |FEED

INS | 0702 | 0813 0751 | 0.837

PER | 0703 | 0871 0777 | 0589 | 0.838

10 | 085 | 0947 0916 | 0407 | 0556 | 0.925

INT | 0744 | 0921 0.889 | 0.327 | 0357 | 0.228 | 0.863

USE | 0813 | 0928 0.883 | 0294 | 0.280 | 0.391 | 0.601 | 0.902

ENJ | 0852 | 0945 0913 | 0209 | 0318 | 0.298 | 0.704 | 0.502 | 0.923

PART | 0936 | 0978 0966 | 0.231 | 0197 | 0.113 | 0436 | 0.207 | 0.376 | 0.967

SUPP | 0.845 | 0942 0908 | 0.268 | 0276 | 0.184 | 0.729 | 0397 | 0.646 | 0540 | 0.919

FEED | 0902 | 0.965 0946 | 0372 | 0265 | 0.183 | 0.604 | 0.339 | 0.554 | 0520 | 0.728 | 0.950

INS: $A1% 44, PER: HAHEA, 10: 334, INT: 127, USE: 84, ENT: 24+, PART: o] EZ7}, SUPP:
719%4, FEED: 3T,

AR U FERd £4& AT AT
HA, FHAHE HEHM 8482 T
52 PxDd BMS E5 JIMAXN AEAT(B = 0405, p < 0.01)F AHEH, 5

Ao g ZAsHA frovd AoE veytt ok&

& A=3) &, EA%(6 = 0348, p < 0.01)F LA (B =

= HEoZ 0372, p < 0.01)9] A=, FAZHSZ 73

NE AT TAH SR, 11570 fFom g Ao 2 vehd, FulHE 2~ &0
E A

o HolEE PLSY HEZEF(Boorstrap, 500 T84, 7% 293 BN H(+H)el FF=
resamples) 32 & 3, FEATY t-3& T3 m3tE 7HE 1~744 30] AEE A

Event
H Participation
(20.7%)

. .392*
Intimacy

(13.8%)

Company
Support
(57.2%)

Ubiquitous |/ Usefulness
Connectivity (16.4%)

Enjoyment

(12.19%) = Feedback

(40.1%)

(3 Second-order construct rex n .
[ Constructs with its own measurement items p<0.01 ™ p<0.05 * p<0.10

<a® 2> FE2YE 2AMZ
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ob2d, YA IAZAYL = AAHE, 71
SA(6 =059, p <0.01), F=W(3 = 0458, p <
0.05) 281 oJHE/Z2 A F7}(8 = 0392, p
<010), ol 2F fron3 FFS 7AE AR
UES T 23y, ojske tlx2H o2 #8442 ©f

1E/u§m«4 4718 = 0.105, p > 0.10), 719¢

LPEM & HO] 17“%0463%011 %%% il

M-S Z1A4H 0. @, EA%E 719
= 0278, p < 0.05)%F ¥ =M(3 = 0267, p <0
Fod AR Yegal, ojiE/Z2 v %P ol
E(8 = 0153, p > 010) FFE 7|AA FE

<k 5> ZEaMZAnt

7He A= ARAT | -3
Ubiquitous Connectivity
HL -, Perceived Usefulness 0405 3645
o Ublqultogs Conr}ectlmty 0348 | 2649
— Perceived Enjoyment
H3 Ublqultoqs Conne.zctlwty 0373~ | 3337
— Perceived Intimacy
Hia Perceived Us?f}llnejss -0.105 0.552
— Event Participation
Hab Perceived Usefulness 0099 | 0820
— Company Support
Perceived Usefulness
Hae — Giving Feedback 0070 1 0517
H5a Perceived Enj'o‘yme‘nt 0153 | 0771
— Event Participation
H5b Perceived Enjoyment 0278" | 198
— Company Support
Perceived Enjoyment .
Hbe — Giving Feedback 0.267 L673
Hea | Lerceived Infimacy 500 |y 6gy
— Event Participation
H6b Perceived Intimacy 059" | 3.962
— Company Support
Perceived Intimacy -
H6e — Giving Feedback 0278 2552

<01, p <005 p<00L

R &4 e

Z 45HA FHlAE 2 HE T
£4(164%), EA2(121%), 283 X84 (13.8%)
Zbzh degsta glom, 843 E4%, 19
DAL, A YA 715U & 572%,
Y EwWS 401% 182 oME/IRIH FIHE
3tal 9lo}. o] Falk and Miller[1992]
7P ANG A AAE 10%E 3ok A=EA
I #AZ AAG A <E 5>9F 2t

5.3 Z10fl chst =2

£ ATAT $H, fFHAHE HEHe A
2 449 24, 22 AUl B o
o FE 290 FAHUT o), HUH
H ZEeA, AEA7t BRY HA G Huol§
o A5 AL AeH AN F842 d 27

Zhao and Lu[2010]¢] 2}
ATk 18, AAl, oY AL,
AE g AH] 2ol Aol
2 EAL A3 284 A
ARE 2o, 7PRA =7A &
“AgE *;i“%ﬂ I A= A
T glel A
&3, MAAE Fu e TVé ol A o] &AtE o]
Aw ot FHE =
HA A, F,
71&9 PC 713k 7
°Hl?’4E1’\ B0 AAl, oA, oW 7]7]
s 3l AT 71 D}Olﬁi‘:‘i LI Eat=,
ATSHOEA &
7%, 28 7=
AW7L A7+ S 9)
ATk ob&dH, ol g fHl
‘ﬂii elsl), 7129 PC 7]
Fust s A48
A= ARUE(, 719 &
[Businessweek,
ERRCE Y ERGE!

ity
2!
i
m
o
|
111

],

s
r e
N
N
il
X o
fo & o
ofo
ol
=

ox Ix
o

- " oo
ﬁ‘k&ﬁn@
= T NP
o Oboyo
ER A
me oY H E
. ‘@m
X o
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o

X
ox
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EN
[
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=
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o
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b Lo
fot

=
i
rr

NAE Aoz eyt JdA 3 2488
(cognitive)o] 7| Bth= 74 A (affective) %
] 7]—6]—1:1] o] a}zﬂ- A 4‘_] A
AFUEHAA F83 9&& 3t
E}5t T Chan and Li, 2010]. Marsden[2011]
ToAME, ZAA APQAE0 £8el H
Ho] A LTS FIHAA, ARH R
FUE O B Ee] Bop SdstA 3

g X oo = opd
o

[t

o e £
N

¢

I
o
Y

Eorr A2 2o Eo0 HUom oA O o b o
o

A Aohal stATh ob&d, Park[2011]9] B
T AM UEYT AIEE YR & A7
A= A A, HgA o] & Fdel 7 1A
o BAE v AsA7Ie ASE il
AT aofﬁéﬂroﬂﬁﬁ olg)g ATE3
2g Zo| st Ao B A

e, F8&4e 17%‘71*04 ool Fojvd IF

= 7NAA e AL

S &2 et o83 Adgs,
B2C &4 U E A AEE TR HF
&, Park[2011]¢] AFEAATFANAE F&A0
71g-anAF 7k AA A fFofrd FFE 7
A7 ¥e ACE eyt o2 01%011 o 3,

HRIEL B3 G840 Hli B2C &4 Y E
Y3 MEAE o] g3tE FH olF = 0}‘4"3]1]

oAy 7|

oz YFS

2011].
0|24, B2C nfol A2 E27] M A
cE Z74%Jﬂr 22 A4, A=A THAE
31 9= A 847 =938 938 )
< 2 A7 AFEHE FAHA LA
npA o 2, 91 E (input) 7 ME(output)% Z
EZ 08 3t Watson 219 #5794 A3

Ul
=

A gy, 2A5-f71 4R % zdo X F a5t
= 1T7]2ﬂ SAE B 7Y 45E4E
}E 53 ARkt JJ:L ExactTarget[2011] I
xS EQE/H ol AR VN PG EARE A

I

i
Au
2
rXi
p

i
49l g3 Wl m, Ar7} gl A
$4 ABER A, o9 AAAAY
£82 AEFHA
wm A WAz 2 AT
gz @4 F sy
8 MEAZ Az

ox fr 4y tlo o> Hu lo 1 >
émo:?‘:',x\‘l_‘ﬁ,l‘ﬂ
_‘_“O'l"mlo—%
o
om P
S x B
il R
mlm”—"#n
fu ™S R (m
¥ yo B
029 _u
) +
g
o

_£
é_é, _I_:
ofr

}744 AT & aa— 3%,
Sl5o] OHOW% A

o
1—4_4
lrrl

pavs
o

°r e
o
g,
o 2L
o Mu
U >
o
ofo
in,
o X
it
M
rﬂ
[e3
o
&
i
[e]
o

= MK EE N U

m&j:f‘zrlo\,m

-
i

Ad= 719 =0l k=l
A AEA e E Se) 01%% FUeA F
g gAE Agetal o

_%

‘6‘

B A= BC nlo| A2 ER27) MH|2o)A 1
Aol g9l e mAYSE olsfstaal, A=5-f71

A-MS(SOR) RS A gate] Awn Azn

HAFo|t), 71&874 2 ZdoA B2C nlo]a g
B2 F8 X} S)LZ= FHIAH2 HEA
S AASE T, 2Rl oy {1714 (0)

dA N E ABAY o] &AANA A Yz,
ALA A A A 71x]¢l, 84, EAS
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a8 Aol

X

= I¢E AT oF=d, o5 A
Hold 240 HFRGAR ANE 1A%
Pl vA = FF A3 A EUY. 57,
SHAR AAE B2C vlelAZERZT] AH| A
o] uAZAY ] AFLAEZS Hel, =
U o1 2Q B2C nfo| 2B 27 Mulx B A}
=749 AHFE T £F ZdddS 24
< B3l ol dAFow &<l
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of we} tho] AFEo] FYHIAYE, T2 o] &
71T 22 AAANE A = 3hE of
o] &Y= Ut} o] 9= B Z, B2C 714
EQ A Ao]EY mlo| A2 EE 7 3 05
;Ho] Oﬂ:rL7} XJE/\]iEﬂ lﬂo]:o]]/qL =13
AR olt}, o]ef], B AF A& 7]?3-”11}7&
Aol FE3sto], B2C vlo] A2 B2 9 ITH &
of FEate] FHIAE 2~ HE49 Gl tisl
EAHoZ AAZXY AFE A=dHth
=4, & dFdME AF-F71A-H-SE
Hgate], nlo]lARERT 9] FHIFHE 2 %
o] A=deE ), AHAY o] AT
F714 GAE AA, oHIE/Z2 R T
o Zd-edH 2E 1LY FF
FE B2C 7]4t wlo]ma2E27 WAYS
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~

o°“

g, AAAHA AHE s deZ B2C A4
HES T AMujxe #dd ]
PP Ao Hole 43
ATEY Itel 2 F .
AR, A, B2C vlo]aZE 27 AH]| 2 Ao
AN AAZ dojux e z
Aoz HFatal, o5 HAFHoE HAZFHATh
A A B2C nfo]|a 2B 2] AulA AYAEL 1)
Aoz g AEHe #F I8y Ad2ES
5% AAERE 53, B2C vlolaz2EE2T A
oA dojua Qe uAFAYP R, oWE/Z
ZRA o, gew 7)d3de] d&S Hey
AL, o}, o] 5 Lraoﬂ g 2e =473
2 (measurement item)ol] 3 A A FA i
1, AZEMS 53 AR AFHT o
T Y, 719 28 VEYIAN =Y 71 B
FUE S #dd AF7A Foiste] A
£ £ JdS AoE JYe] B}

fa

AJ A S Agsl & Aok $4, A
Hot 1A ke BACNA rRo|ARERT
29 ZHE AAskA, A SHAM = AF
|2kl sjmitt F7bska Tk 1
A F2 gH agAolyg 4
Az o a3s 7HAHGgFE AdAd
’%-_]E‘L"é‘ﬂ] &o] 1 Sle AAolth ol d A
g &olA B2C mholARERT] MHIZE T3
Ago] AAZ 7|l U oWE/Z2 R
, HEd, 71eds 22 uARAYAE
LH?iU} ole g AAFAYHE 71d-2nA
7}A| % Z (value co-creation)E & F Al
e ARRAEA 1T F e g2
T7F AlEska 9l
, B ATFE Tl 71%101]71] ‘o1 DAl (how)’
A7bell i3k Awie] & Al 0}7 ATt
AA B2C wlo|a2E 27 AMuHl A9 92 A
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€ o8 & F &7 e AL 8T F AbEAE Al B 24 WARTE dEH
Aoltt. A& E0f, & A7 AH}E EdiE & e Aol Jed, B d7AEe] AEede 9
HEH, B2C lo] AR ERT] AH 2 oA 1L a ZEF HMAAS 2RqHMAAR BFFE &
7 of EH?fP ALE st S %] OHE/ZR HEO] e Ao AdHn HIE, A5 AE

EA o, vEn, aga 7dsdst 2 1A TEA TEEYY AFBAE AST F e
oGl T2 2dde FHRAT. o2 PLS SAMZIAE A&Fo2N A8
A3dds A B2 ZIdEc] uAe 554 ARE Hagst (AT, F59f dFodM e ¢4
A FolE AR ARe BEsd, & AT d SHAM Et g HES Frsto 7
o 23%E Edz oA%9A FsioF axHAt o o]&& dart o

{0

s AAAA A9A AR AFAL 9

o

g, B AFolA A= (stimulus) LA E vfo

ArE27Y FHIAHZ JEATRS 1HES
6.2 i710| stH et &% o110 M| v, melazEar] Mulse XS T
o, 3 EH4ES ATLALERE 1Y E F
B AT dAHOEE, $A4 282l Aol Atk oJAH, FF AFoAE By HEd 7| &
2 395 2AZ dolHE £ANATE ¥ &, 844 EHES 19T GU SEL A
2 AAY 5 AT oA F A%, FEEAOF  getel, ATE FADTYE B ov Q= A
(common method bias) &AI7} HAE 4 Stk ol &E 4 9 oz #odEAhg
olg|dt BAE WAL FELEHUFES HEA Bo8, 7| AFREH vud A5-f7]
UFEEANA HESFEE st ob&d, nAW A-wE B A FasA FEE AL f7]
“(marker variable)E AH-83}% 1, FHEA A A Aot & AFodAME 7714 A=, &)
(r =02) 09l 7}7h& A2 Yyttt o83 A 48] o] A YIIAE VIO R Sk, &4, &
HE EUE FFFELR olve & 7oA A, A 22 483, #53 191 A3 F
A GRe A e Ao B 4 ot 2ed, e g WsE Adeln 4% 2ASYT
ojg g =l Bt FF AFMEs I a8y, 484, A=A, AEA kA ddd
G2 2AE B3 HolEHsREGE 93 o B d7E] X‘EN»]ML, ol A=A o
£ F% volEafe] sgETHH, B 4AF &g Hsol Ao ghrh mEkA, FE A
Al EAe] o] Fojd S AR JgET oA TrFgk Wgso] gk Ago] o] Fojxth
obed, B AFRdoA HAZ HEEY F W, SHEA oo iEnt ofue, 7| Aol A ‘ol d
g 18 o, dE AE S/ ga H2 HE T A’ 71 BAE AFYE & ddl o A9
AROZE AANT F Utk MEF7F a2 o g Boh FAHA £FAS ATE 7 s A
2%, @4 B2C mlola2 827 S o] &dte o= 7lgEt
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(¥-2 2) Cross-loading Table

EN]J FEED IC 10 INT PC PART SUPP USE

Enj1 | 0913585 | 0.508536 | 0.232514 | 0.271705 | 0.639206 | 0.295365 | 0.370149 | 0.597983 | 0.443164

Enj2 | 0921507 | 0.481425 | 0.146537 | 0.256972 | 0.618657 | 0.248323 | 0.278444 | 0.572119 | 0.444891

Enj3 | 0933932 | 0.441363 | 0.194792 | 0.295061 | 0.688309 | 0.331645 | 0.385759 | 0.615795 | 0.497832

Feedl | 0.464516 | 0.926476 | 0.341583 | 0.207445 | 0.536508 | 0.245017 | 0.436512 | 0.607288 | 0.324796

Feed2 | 0.539406 | 0.965136 | 0.397466 | 0.139975 | 0.597191 | 0.255367 | 0.481129 | 0.728678 | 0.323888

Feed3 | 0.569397 | 0.957563 | 0.320485 | 0.179737 | 0.584078 | 0.254831 | 0.559001 | 0.730764 | 0.319397

IC1 | 0.269624 | 0.430954 | 0.773959 | 0.219131 | 0.514165 | 0.531017 | 0.335127 | 0.478211 | 0.276997

IC2 | 0123292 | 0.221772 | 0.865127 | 0.392584 | 0.146833 | 0.475172 | 0.107922 | 0.049898 | 0.218545

IC3 | 0.093509 | 0.216223 | 0.761587 | 0.318377 | 0.107477 | 0.350126 | 0.098611 | 0.113352 | 0.183943

101 | 0.288945 | 0.082856 | 0.278336 | 0.907461 | 0.168987 | 0.458477 | 0.047046 | 0.131766 | 0.323042

102 | 0.260664 | 0.213035 | 0.407698 | 0.946849 | 0.233198 | 0.517555 | 0.116652 | 0.209254 | 0.388739

103 | 0.280324 | 0.203967 | 0.433337 | 0.921353 | 0.227467 | 0.562432 | 0.143865 | 0.166382 | 0.369157

Intl | 0.552273 | 0.373082 | 0.278313 | 0.125677 | 0.824347 | 0.336111 | 0.311061 | 0.572574 | 0.518047

Int2 | 0.587407 | 0.486905 | 0.337525 | 0.286857 | 0.879437 | 0.337323 | 0.368978 | 0.560441 | 0.599833

Int3 | 0.618253 | 0.590559 | 0.279854 | 0.135121 | 0.908034 | 0.301849 | 0.433015 | 0.650048 | 0.509135

Int4 | 0.660029 | 0.598607 | 0.241344 | 0.234411 | 0.837634 | 0.267398 | 0.379864 | 0.713944 | 0.460301

PC1 | 0.160910 |0.1374675 | 0.446206 | 0.400413 | 0.222899 | 0.853738 | 0.150346 | 0.179934 | 0.059693

PC2 | 0.336433 | 0.320562 | 0.550739 | 0.495363 | 0.453165 | 0.814014 | 0.189754 | 0.289687 | 0.374286

PC3 | 0.286025 | 0.192515 | 0.466339 | 0.485932 | 0.200016 | 0.827958 | 0.149218 | 0.212623 | 0.246091

Partl | 0.356299 | 0.484324 | 0.223691 | 0.132984 | 0.430736 | 0.203109 | 0.969328 | 0.500397 | 0.213198

Part2 | 0.355098 | 0.505772 | 0.240881 | 0.102109 | 0.43732 | 0.203615 | 0.976034 | 0.522363 | 0.205298

Part3 | 0.381825 | 0.520945 | 0.203806 | 0.092938 | 0.397813 | 0.164672 | 0.957308 | 0.546783 | 0.182248

Supl | 0.611735 | 0.713145 | 0.225026 | 0.143718 | 0.693722 | 0.239991 | 0.526232 | 0.912025 | 0.317004

Sup2 | 0.578895 | 0.621956 | 0.266738 | 0.136937 | 0.667275 | 0.252473 | 0.460458 | 0.902768 | 0.405758

Sup3 | 0.588884 | 0.669974 | 0.247467 | 0.229343 | 0.647051 | 0.269882 | 0.501303 | 0.942873 | 0.374228

Usel | 0.307777 | 0.270096 | 0.259205 | 0.332015 | 0.481574 | 0.266922 | 0.231572 | 0.273634 | 0.835317

Use2 | 0.500129 | 0.335033 | 0.260055 | 0.342524 | 0.586355 | 0.267239 | 0.178395 | 0.418044 | 0.929677

Use3 | 0.533913 | 0.308678 | 0.276011 | 0.382519 | 0.551914 | 0.22435 | 0.155884 | 0.371008 | 0.935716
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