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Abstract The main objective of this study is to provide the behavioral model of co-creation by
customers and explorer influential factors of participation from the customer’s perspective. To achieve
the research goals, we employed grounded theory and conducted intensive interviews of 8 customers
who had writing product reviews experiences with Beauty Net. The study results indicate that the most
important influential factors of participation from the customer’s perspective are: (1) Co-creation
platform; (2) Co-creation policy; and (3) Individual characteristics.
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Table 1 General characteristics of the in—depth
interview participants

Partici vear
pant Age Gender Job Joined
Beautynet
A Thirties Female Office Worker 2008
B Twenties  Female  College Student 2009
C Twenties  Female  College Student 2010
D Twenties  Female Employment 2010
Preparation

E Twenties  Female Office Worker 2010
F Twenties  Female College Student 2008
G Thirties Female Office Worker 2009
H Thirties Female Housewife 2001
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Table 2 Categorization of concepts in Behavioral
model of co-creation by customers

Sub-Cate Paradi
Nao Concept gory Category gm
1 Business
Compensation
9 Business Businesses
Recognition o
3 Business Events &fé?:‘éﬁm
4 Recognition By
Others
. Others
5 Reputation Among
Others
Sharing Of o
6 Product Utilization Geasure
Experiences pine Causal
. Ostentatio Conditi
7 Ostentatiousness = ° ons
8 Liking Writing
Recording Of Character
9 Utilization Intrinsic
Experiences Motivation
Curiosity
Generated By -
10 Others’ Curiosity
Experiences
Sharing
1 Utilization Habit

Experiences Has
Become A Habit
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23

24

25

26

27

28

29

30
31
32

33
34
35

36
37
38
39

40
41

42

43
44

For Fun

Communication
With Others

The Degree Of
Internet Utilization

The Degree Of
Mobile Device
Utilization

It Utilization
Competence
Whether A
Customer Has
Digital Equipment
Or Not

Digital Content
Production
Competence
Blog Operation
Participation In
Beauty
Communities
Listing Texts
Writing
Professional
Content
Attachment Of
Photos

Video Production
And Attachment

Writing
Comments To
Others’ Notes

Businesses’
Co-Creation
Policies

Benefit
Discrimination
Businesses’ Fair
Evaluation

Culture Of
Communications
With Customers

Convenience Of
Company Platform

Openness Of
Company Platform

Platform Of Free
Atmosphere

Feedbacks By
Others

Making Friends

The Number Of
Visitors
Agreement
Refutation
Praise
Indifference
The Number Of
Hits

The Number Of
Replies

The Number Of
Recommendations

Notes
Replies

Pleasure
ICT
competenc
€ Personal El(;rlltex
Characteri Conditi
stics ons
Communit
o
Activities
Active
Sharing Of
Experience Mai
S Co—Creatio Phi}rrllo
n menon
Passive
Sharing Of
Experience
s
Business Business
Policies Policies
Interve
ning
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Business ons
Platform
Technologi
es
Business
Platform
The
Degree Of
Business
Platform
Activation
Reply
Reputation
Others’ Action/
Res .. Interac
esponses
Frequency 101
Feedback

45
46

47

49
50

51

52

53

55

57

60

61

62

63
64

65

66

67

63

69
70
71

72

74

5]

Pin
Cards

Invitation To
Events

Bm

Selection Of The
Best Notes
Changes In Grade

Contribution To
Product Quality
Improvement
Contribution To
Service
Improvement
Contribution To
Platform
Improvement
Influence On
Businesses

Influence On
Others

Ict Study

Study Of Beauty
Expertise
Purchase Of
Digital Equipment
Study Of Digital
Content
Production
Reference To
Others’ Best
Notes

Responses To
Others’ Responses

Non-Responses

To Others’
Responses

Heightened
Loyalty
Heightened
Responsibility
Active Experience
Sharing

Passive
Experience
Sharing
Obtaining Of
Loyal Customers

Attracting New
Customers

Distrust Toward
The Relevant
Companies

Product Boycott

Delivery Of
Negative
Experiences

Platform Leave
Failure To Obtain
Loyal Customers
Failure To
Attract New
Customers
Degradation Of
Brand Images

Compensat
ion

Participatio
n In
Business
Manageme
nt

Self-Satisf
action

Self-Devel
opment

Active
Responses

Passive
Responses

Customers

Businesses

Customers

Businesses

Business
Responses

Personal
Changes

Continuous
Participati
on

Cessation
Of
Participati
on

Results
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