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Abstract

The purpose of this study is to summarize recent research on new product development (NPD)
and to examine the direction of future research on NPD. In recent years, product development has
also become more diversified due to the formation and disappearance of new markets, the
increasing commoditization of products, and the emergence of new technological infrastructures
such as ICT and crowdsourcing. In addition, NPD research is also in a situation where new
research is emerging along with the progress of research in related areas, such as open innovation
and customer participation. On the other hand, research on NPD has become increasingly
fragmented into themes related to NPD as research progresses, making it more difficult to grasp
the overall picture of NPD research, although review articles on NPD have been written. Not
many review articles have been written in a way that goes beyond the individual themes of NPD
research. However, even though it is impossible to look at NPD research as a whole, this study
believe that by daring to conduct an exhaustive review of recent NPD research, rather than
individual issues, and by understanding the types of discussions that have taken place in recent
NPD research, this study can identify areas that require further discussion. Based on the above,
the purpose of this study is to comprehensively examine and organize the topics and issues that
have been dealt with in recent NPD research, point out the topics that have not been adequately
dealt with in previous research, and indicate the direction of future research.

This study found that (1) half of the previous studies this study reviewed dealt with the topic of
collaboration in NPD, (2) existing studies on NPD assume that the purpose of NPD is to gain
competitive advantage through differentiation, but the formation of the market itself through NPD
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has not been discussed However, it became clear that there has been no discussion of the
formation of the market itself through NPD. While the formation and disappearance of new
markets has become a common phenomenon in recent years as the competitive environment
changes more and more rapidly, the formation of new markets through NPD may also be
discussed as a new research area of NPD. However, the formation of new markets through NPD
could be discussed as a new research area of NPD. This study examined the possibility of
discussing the formation of new markets through NPD by using market category studies.

Keywords: New product development, Collaboration, Consumer participation, Consumer
involvement, New market formation, Market category

1. 1XC®IZ

AFZED BEIE, FHridihBA%E (new product development: NPD)(Z 42 UT4EDAFSE %2 9
HL79 2T, ABOMZEDOH I SOV THRETZ1T5 2 & Th 5, NPDIZEET L%
13, 1960FRICBHAG SN TLRE, ~—7 T 1 L TWIFERA =2 a URFZE, BB R
WFFEHHRRIFZE 72 & SAR 72T 7 1 —F I BAFZEAM T4 C & 7=(Clark and Fujimoto,
1991; Christensen, 1997; Hienerth et al., 2013), 7=, Zi1% TONPDAFZETIX, NPD% K
N EROZEFRSS, NPDT RE A, ICTREDA 7 T DI b~DFE, BB %
TOZDOHMMDaZ R —a il ZORiA T, BIEFEO FHHIE) m LR 5,
BRRE DIRLDRBEL 2T O OE IR T —~ e T CTE T,

FHIITEEL, B2 i ORI, /O3 F7 4 7 A{LDOERSD, ICTRZ T v
R = 7 e Wo T BT B A 7 7 OB LIz L BB O 2R L bt A
TW5, F72. A—7 A /~—3 3 (Chesbrough, 2003) %2 /1(Chang and Taylor,
2016)72 &£, BIERRII IS DHFFEDOHERIZHONPDIIZE b HT et FEs A £ T< 240K
BiZd D, —J7 TNPDIZEE T 2 A B LA OME R I Z O INPDIZ BT 5 77—~ Offi s bAs
#Zx, NPDRFFEO2IRG AR T 5 Z ENLV#EL < 72> T %, Brown and Eisenhardt
(1995)<°Cooper(2019)72 &, NPDIZBIT % L B 2 —fa L b EMLTITN D DD, NPDHF
TROERDOT —~ ZHZ D TO LV E 2 —@mXnE»ND Z & 13E <3720, Lol
NPDIFZE A A RIEST Z L IIARFARETH HIC LT, fEROFmA TIER <, Bix TEFE
DONPDHIFEIZ BT 2 MEFER 2 BRET 24TV TEDONPDHIIZE TIR & D X 5 Zeikim M Thoi
TWLDONEIRT 52 LT, SORIERPLERBERPILNLERDEEZBN

106



Imai, Marina

%, LLEAEEE 2 T, A TR, IHEONPDAFZE TN TN D R By 7 R0Z D
BRI LEHE L 9 2T, ZRE TOMETITHoIicflibin T b e v 7
AR L. A%ROBIED Itk E T 2 LR E T D,

WIEELIE T, SFATIIFED BARIZ 3 21T > T AN, sz Jel D 44U, 20164F
DRESAERIONPDIFZEAR L B 2 —3 5 Z L T LMD Z E1E, (DBRRIOGE eo7
AT D HDNPDIZRIT D a TR L —y a T 5T —~ 2o T3 Th 5 &
W) Z L (QNPDOBEFIFZETIE, NPDD BIJE LCHAERNEE D S UL 05
DNEE SN T2, NPDZEE U772 ithZ Db OO OV TIE, iEmod Thit T
RNZ ERHALE IR ot BHRBEOEANET ETHL A5 P THTSGOASN
BITEFE LS RN D85 L 7> TWDAY, NPDA I Ui DR S #i7- 72NPD D
eI & L Caliam CE D AREMER B D, ARFETIEL, i 7 T UM Z T4 2
& TNPDZ 18 U7 B DR & e 2 T2 O D RIREMEIZ DUV TR L T 5,

FRLOWFZE BRI T, AFRSCCTIUL T O X ) IZi#Ema i 5, £9, AFRICE
WTITAEDNPDIFZE L LT L E 2 — 2 SCEROBE D FIMAIZ OV TR L, 2016475
20204F- DS TATI 1L 7-NPDIFFE 2 X G FE M R 2 it L. 2 OS54 ONPDAFZE T
EDL DT =~ PO TWH N EREIT 5, 2D LT, NPDUIEIZH T 2z e
il LA HZOWED PRI DWW Tl 1™ Do

2. IEEDONPDHFZE DSt

21 X DFRIRTGE

AEITIZ, ITHFEONPDIFZE LTS 5, SEATHIFEORFNI SN, AWFIE TR DXt
5 & HNPDIIEDIEIRIGIEZRTTT D, AWIED BRI, JTHONPDHFFEO B[] 2
FENTHHRE L, S HRLMEOH MM ZRT 5 2 LildH D, £DTsH, NPDHFSEIZEH
T 58D B D EEREMFECIB N T ED X 2 eikimd M ThiL TV D 1 E it d 5,

ABFSE TIENPDIZ BT 2 FHE AR AHERE &2 DL T O FIE TR L. £ OMEEIZ I S
NTWBFILD 9 HNPDIZ DWW TE L - T 5 STk E AR TOMGT OISR E LT
BIR U7, BRI FIRIZLL T O®mY Th 5, £7, EBSCO Business Source Ultimate?
T HN—RZBN T, 20164E702 520205 DI AT SISO 9 B Z A PV
lproduct development] & L< (X [NPDJ &9 STFRA S TV DRSEORFBEEIT I, KW
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C. [lproduct development] & L <iZ TNPDJ &9 3TFH A T D L OIEREA10
AU EOFNHEED 5 B, BEFIZET OHEETH VD . 2 O Dimpact factor35% 4
R DMEEZIN U=, ZOfER, Industrial marketing management, Journal of product
innovation management?255% ABFSEIZ 351 ZNPDIZBIT 2 HE e PR & LT3R L
72 TOLET, ZOBEZHBWNTH A FUZ Tproduct development] & L <% INPDJ &\

D LFBRAS TOVDERLOHP T, RERAFIEZAT > TV D RSE AR OMFRISR & L
TIEE LTz, ZOFIEZR TERSNRSUIBOAR L 2D,

UL, FEEOFIETER L STROMETH S, FTRTIE, 77— AL TWH L
A E LD TRILLTND, ZORNLGND T EIE 36KD 5 LYHDI8R DG
2. NPDIZHIT 2 RENIORIERRE LDa TR L —r a VT LT —~%&H-> T
WHZETHD, DE V. NPDIZEBIT DI ORIEREGRE L Oa TR L— a 43

FROMERE D20164FE D H 2020 R IZ BT 2L kIR b T —~ Th ol b nx b, £D2W,
WKEITIE, ARENINORIERGRE LD TR L — 3 & 2RI OV T EERIC
Bard 5, UL, ZORNC, 27K b— a3 BT DAL C20164E LRS54
C FRCHES I TR SN TN D T <IN T, LR CIL IR L TH <,

FTRETONDLOIE, 2Iy AV - 22N L—va BT D0TH D, ¥
BROREMOa Iy hA Y MINPDOEAZALAT 2HEKNE LTHEHBSNATE
(Schmidt and Calantone, 2002), L7>L. NPDIZEITHEHEED I v R A MIT AL
L—ya VEMHTIRLERIR Iy P A MREEL 2D T ry =7 MIxT HIESR
HIWrzflE LNPD 7 0y =7 FORMAZSI SR I T Z &b H D, NPDHIEIZEBWT, =
Iy hAV R - =R L— 3 COFERIFL90FRE 10 HITOIVAD 7203, T4 B
AN ZEDNE R SN TS, NPDIZKITHa Iy AL B« AT L— 9 /{2O0
TIE, 2016FELAREDSERIICE, 7= 7 M YFEF ORI O ORFRe, HMETo
BEZFTOBNEDORR, £7o7 vy hr RTOS — FF—/S—DITENC BT 05803
1T T\ 5,

WD T N—T1E, NPDTF—L xR e LI ThH D, 7ry =l b - FT—LA0H
AT« T —A%fIHx, NPDT T 27 hEHED TN L) AX A NTE L ORFET
TN TRV, NPDIFFEICE W T HNPDF — A IIIZE B LIZAFEIL 2 E T£<
TN TE T, ITHFETH, NPDF— AT L ERDONPD/ T 4 —<  ADEIT
BRI D ERZEDED HAL TV D, 20164FLARETIE, SR, o — L DFbryEEEME, 7
Ry by RIZBIT L7 Ly v v — & OBETHIEM O T D,

wED 7 N—T1%, CADRICT, By 775 —%&Wo7z, NPDIZD S Y —/LDiEH]
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EEOMRIET DT —~Th D, ZOT—<IZOWTIIZELOBELEND LV b,
eI OB | E o L o TV ENTE 2T —~72 L2, NPDIZBIT D
ICTDIEH 72 S 1320004 LR RAFRM VL EN TE 72T —~Th H D, 20164-LIRETIX,
By 77 =5 MRICBIDITrA e T 1 T UXNEROZER E & oBE T
FeED BTN S, RIETIEL, NPDICBIT B & Da TR L—v g BT 5058
[ZOW T ERIITRR E1T 5,

<Table 1> NPD studies since 2016

article | year ‘ method data theme
collaboration
Gonzalez- multiole mechanisms to facilitate the
2016 p 141 industrial firms in Spain | integration of purchasing and
Zapatero et al. regression . L
marketing functions in NPD
Beverland 2016 interview 71 designers and marketers in | collaboration between marketing and
etal. Australia and New Zealand design(intrafirm)
. conditions under which
sequential cross-functional collaboration and
Bendig et al. | 2018 multiple 331 firms in Germany L P
reqression competition have a positive impact
9 on NPD performance
timing of involvement of suppliers
with complementary technical
Laursen & . . . . knowledge in the NPD process and
Andersen 2016 | experiment | Unilever and its suppliers the impact of task ambiguity related
to NPD on buyer-supplier
interactions
ualitative interactions among various
d . 125 collaborative NPD contracting functions and the impact
Hofman et al. | 2017 | comparative . . .
analvsis projects of contracting functions on the
Y performance of NPD projects
248 partnerships formed by
104 European and U.S. . .
event study, . P . . the role of past project setbacks in
. biotechnology firms listed on - .
Hu et al. 2017 multiple . creating value for alliance-based
reqression eight stock exchanges over an NPD broiects
g eight-year period from 1996 proj
to 2003
. the relationship between
Pemartin et al.| 2018 | path analysis 207. collaborative NPD communication and NPD outcomes
projects . .
in collaborative NPD
qualitative NPD's success factors and pathways
Hemonnet- . . .
Gouiot et al 2019 | comparative | 9 NPD cases to success in marketing and external
) ' analysis designer relationships
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Structural
Bouncken Equation 471 NPD alliances of the determinants of the VCCE in
2020 . . . . -
etal. Modeling high-tech firms dyadic NPD alliances
(SEM)
. . ] .| customer involvement process in
La Locca Italian railroad firms and their .
2016 | case study . NPD process and role of sales in
et al. suppliers .
customer involvement
the process by which the ability to
167 electronics firms in interact effectively with customers in
Chenetal. | 2017 SEM Taiwan product development affects NPD
performance
264 members of the Product | contribution of customer involvement
Cui &Wu | 2017 SEM Development and as information sources and as
Management Association co-developers in NPD
89 ideas successfully passed | the impact of the expertise of ideators
Zhuetal. | 2017 | tobit regression through the ideation and in different domains on .NPl'D
development phases and were | outcomes and the coordinating effect
launched in the marketplace | of co-creators' inputs
mechanisms for knowledge
Eslamietal. | 2018 | case study collaborative NPD project integration through collaboration
with customers in NPD process
. . technology-based start-up companies
Laage- Oxeon, a university spin-off 9y-ba b comp
2018 | case study . collaborate with customers in product
Hellman et al. in Sweden
development
managers and executives in- . .
g ; differences between crowdsourcing
. . volved in NPD process and . -
Zahay etal. | 2018 interview ; . with customers and crowdsourcing
with crowdsourcing efforts at . .
. . with insiders in NPD
five B2B firms
98 French parents with at .
. comparison between lead users and
. - least one child under three .
Hamdi- logistic emergent-nature consumers in
. 2019 . years of age and who N .
Kidar et al. regression - . developing innovative product
indicated using baby - care CONCEDts
products at least once a week P
moderated the impact of the institutional
Wangetal. | 2019 multiple 238 high-tech firms in China | environment on customer
regression participation in emerging markets
escalation of commitment
. gatekeepers' thinking styles in NPD
experiment, . - . . .
Eliens etal. | 2018 logistic 184 experienced gatekeepers | projects and their relationship to
' gisti in the Dutch aviation industry | escalation of commitment at the front
regression
end
experiment 280 participants from two the relationship between anticipated
Sarngee et al. | 2019 pSEM " | major state universities, 20 regret, which refers to regret felt over

experienced NPD

future outcomes, and escalation of
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professionals operating in
high-technology, B2B
markets

commitment

impact of differences in thought
worlds across departments on

experiment, | 460 highly experienced NPD . . .
. . decision-making behavior and
Weeth etal. | 2019 multiple managers from marketing and . .
reqression R&D propensity for escalation of
d commitment among NPD decision
makers
NPD team
453 innovation and product
development professionals the relationship between social
Shaner etal. | 2016 SEM from North America, Europe, | cohesion and NPD performance
and Asia
Andrionoulos 5 NPD consulting firms The NPD team's response to tensions
ot :I 2018 | case study headquartered in the United at the front end of new product
' States development
Moderating effect of social cohesion
Carbonel & . . .
. 140 NPD project conducted of NPD teams on the relationship
Rodriguez- | 2019 SEM o .
by Spanish firms between team boundary panning and
Escudero L
NPD competitive advantage
238 members of 64 NPD Impact of reward structure (extrinsic
Malek et al. | 2020 SEM teams in the high-tech P
. rewards) on NPD team performance
industry
Using tools in NPD
Leveraging big data as a capability
Johnson et al. | 2017 | path analysis | 261 managers for successful innovation in dynamic
markets
The effect of IT and non-IT
. organizational antecedents on NPD
Mauee;rglo efer 2017 SEM é(i?rnl:la:[:‘irrnnzragers n IT capabilities and competencies, and
' the relationship between these and
NPD performance
. . The changing land f digital
Marion & 2020 | case stud design and engineering firms tooelscinarlllglil’rlg)gasg |tSsC ?r?]e th (I)?]I :
Fixson y in the United States . . P
innovation
others
a direct effect of decentralization in
strategy-making on NPD portfolio
Carbgnel & 453 NPD practitioners from plannlng,.anc.i a moderatmg eﬁe(?t of
Rodriguez- | 2016 SEM 25 countries decentralization in strategy-making
Escudero on the relationship between NPD

portfolio planning and NPD program
success
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2012 Product Development - -
- the roles of sustainability and social
multiple and Management Association media driven inbound open
Du et al. 2016 P (PDMA)’s Comparative . . be ,
regression innovation (SMOI) for a firm’s NPD
Performance Assessment erformance
Study(N=453) P
2012 Product Development
and Management Association | the impact of a globally managed
Dubiel etal. | 2016 SEM (PDMA)’s Comparative discovery phase on the company's
Performance Assessment overall NPD outcomes
Study(N=255)
2012 Product Development relatl.onsh.lp betvyeen flrms
- sustainability orientation(SO) and
and Management Association NPD performance, and mediatin
Claudy et al. | 2016 SEM (PDMA)’s Comparative P ' g
effect of market knowledge
Performance Assessment
_ competence on the SO-NPD
Study(N=343) . .
performance relationship
relationship between firm's strategic
moderated . . . .
. 364 NPD project managers in | orientation and NPD performance,
Mu et al. 2017 multiple . . . .
. Chinese companies and competencies of NPD project
regression
managers
. . changes in positioning of firms in
Mazzolaet al. | 2018 multlple panel data for 3121 firms interfirm networks and trends in new
regression from 2001 to 2010
product development
Cui & Xiao | 2019 multlp_le 451 firms in North America '_[he role c_>f market ar_1d tt_echnlcal
regression information generation in NPD
Liuetal. 2020 | case study 3 f|r_mS in the e-com_merce, Filrect and indirect interfirm learning
tourism and energy industry in NPD networks

22 NPDIZH[TAIATHRL—ar DI R AL

LR, NPDIZ

BIIAME LD TR L— g B TS T OV T BARRY

IR 21T 9. DA ORENCH 72> Tk, 18K ZMENTHM O a7 R —
vay, A= F—=LDaT R L —Tay, HEEODATRL— g0 H3D0D

T N—T50 ) ThHRErT 5.

221 ENTMM O IR L —v 3 v
FP. FA—E LT ENADIENPD T -t R ACENTHMOa TR L — 3
NIBET AW TH D, NPDIZEST 2 P O BIRICEI 3 2 JeATa St D 2 < D3PI

I TR L—3 g ROMERER
A%, NPDDRLIN
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1995), ~—7 7 4 7 LR&DCAE, B OERER A DUV TR D B T E
72(Khan and Mentzer, 1998; Swink and Song, 2007; Tsai and Hsu, 2014), 2, ~—77 «
> 7 LR&DDEERERE GOV T, 19504E 7 baimaThodL, ~—7 7 4 7 LR&DD
e & BEROBR, Ma OMEZER, MEORBEELEILE, RENNIEN 6 ZHE
T 5 ER e LICRET 252 < OB TONTE o, ZhUxi L, Z ORI TlE, NPD
BT o~—07T 1 7 ER&DUSIOHEFIDREERC, Fta LA DS O BEREIZ B
T OWFED TN TV D,

Gonzalez-Zapatero et al.(2016)1%, {RENBEMLT DFTEAKILT H720I2, SO
HEIRCRE I ~DIRIFEORED | Fl UK DEHME~—F7 T 1 /74[5?% LD
MEOHEBEMEOEE D 2 L7 LT, EEHM L ~—7 7 1 7 E & Ofth &t
T DA = ALOFERNEATo T, HHIE, [ SHEE S 721 #(information  shared
& understood) | [FH#E Su7-7kE(aligned decisions)| ZHEAREREA OMERKEFR & L ORL
7o DO ET, FATHISE 2 U ORI NIZEODOFA A I = X LGRS, WERT
S, ICT, A BT 4 7DMA, BEREDTHES AT L) 262 ODEHIZKIET
WEBONNEIT T2, A ORI Y TV E TS ORER, 2 b Ot
BAN=ANT, WH-~—F7 T 4V IRAEDOFERERER O NN AREST D201
IZERHDHZ LIRS,

F 72, Beverland et al.(2016) TiZ, NPDOERA DD~ —r7 4 T THA v
& DA DIEEIZ W TR ThNTZ, ZHE T, NPD (NPD) Oz 5~—7
TAYTETHA L DaTZRL—y g COEBEMHIFERINTE M, [, Zo=
TR —aNI~v—T 4 7T A o THEEM R (thought world) 2372 57-%
KOG TIRNZ LB RLTE L, =TT 47T A rDadRir—ia &t
T DD ORI, BVOEMOLEIEEEA 0 5 2 L TIEe < 7O,
TEERYZNPD DRI KT 2 KV OBR AR 28 U AA =% U T OFERITH 5 =
LI TS, ZhEZIF T, Beverland et al.(2016) Tk, A—A 7 U T &
Za—V—FV ROTHA F—b~—F X —~DIOA X Ea—% b i, ~—F
T4 T ETHA UM, NPDOSRA W LS 572012, HFO#AE & K 5 IS
%K@ﬁbf“é#%@%i/Fﬁ%Lrﬁﬁﬂ%Lrﬁﬂﬁjéﬂ\?tyxf~#yf
DEHEZE T T, HMIIREOEROMEAZED HT 2 &N TEH 2 L 2B 6N
L?‘:O

ZETOMIETIE, NPDICBIT LEMEO=a 7R L—a YT LD 7
23, NPDIZIT B HBMM O BIRIZ AT 1 Tid7Zavy, Bendig et al.(2018)i%., NPDIZHIT
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BHERFM D 2 —~3F ¢ 2 =3 >(coopetition) DRI, S F Y Wl & BFMNERHZAE T TV D
BRICHEE LTz, RENOEMM O a2 —=T 1 ¥ 3 NZOWTUIT TR BRI
TEY, a—XT 4 v aPBREORT 43— AL TEKRKTHD Z EBEREN
T& 7z, ZAuTxt L TBendig et al.(2018)i%. NPDOIRIZISVNT, a—TF 1 5D
BRSOV GFENLIZ D72 DD, Fo, a—_XT 4 aDERT 5 —< 2 AD
BMRICE 2 b5 2 DR EIRIC DWW TR 21T o 7o, 513, N Y Okkx 12pE2ESy
B ORFEBIHORET —F &b £12, MM EPERER D 32— T 4 g v DN
T A= ADBEMN AN T H AR LT, E6IT, NTU—v =T U T hERE
BT 2 32— T ¢ 23 o SRR & OBUREZ T D Z L borS T,

222 = F—LDaFRL—a v

wiE, V77 A LRI E 2 LA S— =L Da TR —va &2
9 U7=NPDIZBET BHF%E CT&H 5, Chesbrough(2003)iZ L 54— A J _— g D
Hd Y. NPDIZBWTHIN O S— b F—LaF R —a 0 &1795 Z &%, NPDIZEBT
L LWEEROTEE L CHER S CE7Z(Emden et al., 2006), EEEZ, SMNTEFR~OT
7B ADA[RE L 72 % Z & (Hille- brand and Biemans, 2004)<°, NPDIZBiH 5 U A7 L= R
3R S5 (Calia et al, 2006)7: &, MG/ N— R —bDa TR L —v g U EE LTS
NPDIFZAEZEIT L » THERFIELHRINTWD, LL, FRHZHS O A= F—L&
DaZRL—a 3O L X HEEH I TEH Y (Emden et al., 2006), NPDAFZEIZH
THAN= =L Da TR —ra a2 TE TR, A= —L&Da TR
L—a U EBUIENPDEZ WIS R Y A v M 20NIBET D kk & Zeimm i idim ST
X7z, IFTIE, ERR M v 7 2472 Z OBEROHFFEIZ W T BRI BT <,
%9, Laursen and Andersen(2016) Tix., NPDOHIHERETOH 7 F A ¥ —DEI 512
DWTHIFEZIT 272, NPDAAT O ARZED B 2 Bt DA IC BT D 1HHM A 152 720
(2. MFER R B O 2 FF OV 7T A ¥ —ZNPDOYIMIBEICB G S5 Z & —
EHNZATON TN DA, T ORRRIIFIEIC L > TR > TWD, ZHUZK L, Laursen
and Andersen(2016) Ti&, NPD¥ A 7 |Z¥51} 2 K RBIFRODOMELL X (causal ambiguity)23, /3
A=V TTAY—OHAEFERIZED K D IfgBin 52 200 % et Lic, 1613, A
WEIRDBEBR SRS, Y=L VT T4 Y —DFEMERICED X D ICHEBEE 52 D0 %8
LI LH70I2, 2=V —NEIFET, RARBMROBER S DRV R 535D R 54
TIAY—Z AT Zigat L, BUERIIIE LT o 7o, ZORE, KRR OBERK S
W, FHEAERRTIOY 7 A ¥ —o&EHR L EROBE, 77 X —08 B LHEEHRO
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NRE— FHEFERBORROER L EROBEICHEL 52X TWD I ENRH LN
ot

KIZ, Hofman et al.(2017) Cl, & LD a TR L —r g U EFEINPDT B Y =7 RO
TRV "NT g U ASDORR & IR ERIE OM EAEH OB OV TRET AT o
7o ZTRL—2 a3 BEINPDT R 27 P T, 707 MRIRO T /NF 0 AN
MIRE L 72 D703, BETERFZE CIREAONRF O N S o ZERENER SN C& 7=, UL, BE
FFFEClE. BB OB O BRI OV TI S REERN b T I o7, =
FUZxf L CHofman et al.(2017) ClE, 2> 7 4 Falb—r a7 7a—F k30T, £
KIZ BRI DEREDO IR E LTI A T2 9 2T, BARDKID I S F o ARERER OFH EAE N
L. TORERLE LTONPDT B Y =7 hA~DRBIZOW TR iR 21T 72, Z OHF
Z2ClE, 1250 FEINPD 7 BV =7 FOY UV Extgl L, Bip s RSB T 2 8%
) EOMSRERM OF AAERNCBEIT 5 08T 21T o 72, T OfER., RO > DOFERE(FTIFEE
HE. FNROMPECRGERERE. BELR/RIENT A DOIRGERERE) 27kl L7z, 20 O LEKI DO
BEIX, EFEINPDZ B Y 27 MZBWCEWT B Y 2 RT3 —< V AZERT D0
DEBEREETH D 2 LAVRINTZH, RIUTIES U TRERREZ M T 20 E N H D Z
EHRLTWS,

F£7-2. Hu et al.(2017) Tid, BEDT T4 72 ZHESINPDF 1= 7~ OO
BRICEHR LTt R B 2 e oTc, 7747 LV ARIZHESINPDT By =7 M EATHHT,
TaYxy SOWITEE  ORENRERT D, AT TIEEEANPDORGERZ: & O F
HEZ RV BX 2R ICBA LTI O SN TE A, iEDONPDOHAT 3 H1 72 72NPD
T IAT A K DMERRERE NG 2 2580 TRET S TR, £ 2T, Hu
et al.(2017)Tlk, 774 7V AIZEESINPDT 1Y =7 FOffEAIEICSW T, EBED
TuYxl s OWPN R TEEIOBRG Z1T o7z, HDHIX. 7T U o ZEERICHED Y
T, WEOHITIZHOWNT, NPDT' Y =7 kO FEHIMEAE OIS 72RRN B R
T4 TRV T I BT 58, NPD7 Y27 ORISR TH D Z & 24T
%o Flo. ZOMEAEIROESIIT T4 T VAN I NI BRI T 5 L&
TR L=, ED LT, 1996472520034 % TOSEMIZ8 O DOFEAIS N EH LT\ 5
KK DA T 7 ) m o — (2310445032481 D 2 L &L L Tatia B 270 -
7oo ORI, NPDOD Lt TR TH HRFSRE DG 1E. NPDO Tt LR TH 5
MOBRIEEL Y b, BEDONPDZ B V=7 hOHES X 0 iy vlEAEh R 2 F> =
L DR ST,

Pemartin et al.(2018) Tik, fiF L DaFHR L — 3 %59 UIZNPDIZEITH, =
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Ra=b—varObHh I ENPDDORSE E DBRIZ OV TR 21T o7, RO =
FRL—va B a o= —v g COEEMHITER S CE72NPDIZET
23 a=—varOATHIRTIE, a7 R L —variiBifbala=r—va

=KL TIRATEY, £z, aia=br—varpadifl—arx229 Uk
NPDDREFAT ED L DB A G 2 NI OWTHIHE 72 REFIZR. 5Ty, 2
(Zxt L, Pemartin et al.(2018) ik, £, 2R L —raiiBilbaia=r—av
% . M (frequency). FE2ME(formality), #HA 7 ¢ — K73+ 7 (reciprocal feedback), &
P(rationality) & W 5 5IRTE CHONTINTHEZ 22k Uiz, F7o. B S I3BIRMER— A DA &
BIRAN— 2 DR Z GO, EENRERN—AD/L—  LEEZ I & U7 M8
HI7RBARIER— A DNV — R E W I2ODEENL— P DIFELRR LIz, £DET,
Pemartin et al.(2018) 1T FH113ED NPD =2 7K L—r a7 ay =7 k207 fFoH 7
N HWT, BERRA R TH, AT 4 — RNy 7 OFEME & SRS, RO NE
ETHE - AT Y2 — VOBSFIZENENEELREE 2RI LTWD 2 & 2RI b

M LT,

Hemonnet-Goujot et al.(2019) TlZ, NPD7 ¥ A |ZBIF H~—rT 1 v 7 LA OT
A F—LDEURICIER LTS, NPDZRRRIZBITA~—4T 4 v 7T, F—L
DaATZRL—va OEEHIIRD LN TEY, HFROFELEDO LN TS, L
L. =77 4 27 ETHAT—ORRICET D EATHIED L <13, T TITHRE L
Beverland et al.(2016)D L 512, HANDTHA F— L OBMREHRFI L7zt D THY | #14+
DTYAF—,~—0T 1 7 LOEROBFIIHSIATONTE LT, ST A
F = OBRICBIT DRI DOEMFITETZH ST/ TR, i LT,
Hemonnet-Goujot et al.(2019) Tix, &K, {LHEMZERIZIBIT 59D — AR ST 4 % IL

WZNEGHT. 72 D NTERIE T Z21TH 28T, ~— T 4 v 7 e o7 A F—
& DRRICIIT D, NPDDRRENEIR] & I~ DE IOV TRET 21T o 72, 04T Dl
Re. FATHIZE CTREN TV DNPDD N ER OMERIINZ . 7 WA > DOREFMEDIFIR,
THPAF—=DT T Faly bAV M THAFT—0EETHNPDAT =8 &V 535
DI ER AP BN LT, o, 7Y A =25 HNPDAT — L OHN %
WEE, THA T~ —rT 4 VM E OB, THAF—DT T K=
Ty RAYEIRENZ EBNPDOEINTEL Z &, THA COFEMPEDOPIRIZE > T
NPD DRI ~DIE 3 F72 2 AlRetEni v 5 Z L &R LTz,

%12, Bouncken et al.(2020) TiZ. NPDD=ODT T A T v ZABNEHIN AT 512
DOBERNZDOW TR ZIT o7z, T 74 T 2 AL, AT D550 ST 2 il » ek
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TRFETHL EROOLNDIHEIZL DRI LREWREREZ 16T LB 6T
W, LML, ZOXIRREIZED XS IZE D00 DN T3 72 BE 23 T4 T
VW, Z ZTBouncken et al.(2020)i% A/ N—3 3 AZBhE L7AlfE A BLE L, 85T
DIDIZT TAT A 23— b =0T I MR AS F1 & LT, lfERIE - S5
fif(value creation capture equilibrium: VCCE)Z#E&b L7229 2 T, ZFHBUROT 74 7
AT HVCCEDRELERNZ DWW TRET ZAT 72, 5 I1XVCCEI B2 52 S HIA &
LTQ)T AT v R+ e hF— b Da—F (3 YO, (T FA T 2R+ 73—
R —DFEfPE R)HESREDNPDT 7 A 7 2 AT DRI EEIE A2 E LT

Z T, ATUEDOANA T I ARZEDONPDT T4 T ADT — Xt v MIFESNTHNTEIT-
2o SIMTOFEFR, NPDT 74 7 LV ACBNT/S— hF—L D a—F ¢ 3 9 U OMEN
BWEZEVCCENZENLT H L, Fio, TIAT v A= M —OMME I a—~7 ¢
v a U ORE L VCCEDBIRIZIEDOTEENR 2 b7 6F Z L ZH BT LT,

223BREDATHRL—va v

BBIZ, NPDICBIT DR L Da TR L —y a BT DRI SV TR 21T
9, NPDIZKITDHE & DT HR L—1 =3 VIFEEESIN(customer  participation)-<az B
H-(customer involvement) & W\ o 7 HEEDRSH WOV TE 2, TRt BV, B L D=
TRV — g ATOWTW S ToWEIE, AR CEARITHRETT 530k E LTy BT
T8 ARDFH LDy % HH TN D, BEDNPDRA J _— 3 O (A% T T
L ECBENRIZTEENCONWTIL, v—F T 4 7RA ) _—a VT %<0
WL CHEfiE S 41T X 7= (e.g. Chesbrough, 2003; Ramaswami et al., 2009; von Hippel, 1986),
Flo, BELOATRL—varE59 UT, BIENETITBERNREEE O =— X% 1
D RBEOFRFOFRRAE N L CHidin 2 BA% 2 2 & OFEE H $5HH TV S (Chang and
Taylor, 2016), L22L., 4 R—hF—LtDaT R —r g Lk BEEDa TR
L=y g AZHOWNTHZEOHL S b S THY . NPDRRINT D720l ED XD
IR L 2 TR — 3 VBT NS OWTIBITE bk L CHFZED D ST,
Flo. R TRRMICHETT 278, 290 RY =20 7D X5 8 LWFEEI LTo#
HEDATRL— g T HHZERR, FHIZHIZT TR SRR LWV O TETO
L DATHR L= a BT AR BITON TS, IR T, ZOSEHFOZEIC
DWTEARIZ TN,

F9. B L7ZNPDIZI T D% D& E % K 0 ILET 2RI OV THRET %, Cui
and Wu(2017) Ci&, 1H#IR & L CORAKEIS- (customer involvement as information sources:
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CIS) & 3L[RIBAFEH & L Co&RI - (customer involvement as co-developers: CIC) &5 2
DOFGHED AR B G- DL DRI AT T2 A it L=, NPDORRIZKT T 2R
BEGDOIFREIC SN, /R W BERHWTEZDOIICISTH Y . IHEEHNEA TN D
BEB G DOIERENRCIC L 725, 1272, BEHEOEBEIZOWT, T Cld=a sty
PRAZBFLNTORWIRBUCH Y . 7o, Fili ORI 2 CIS & CICOR R D Lk
0 CISECICA & bz Thivd Z L2 X 2% RAEFRE) IO W TG S Tk
Molz, ZAUZKI LT, Cui and Wu(2017)iZ. CISECICANPDDR R~ B L H 2 55
£, CIS & CICONPD DRI KT HENRDOLHEL, 72 5 ONZCIS & CICO LRI FIZEIT 5
B E T 5T W ODT o T226MED Y T /AT HAS S W OFE R, BTS2 B
L7578 NPD 77 o —F 28, REEREG- & FlfhOpRk & OBMRE TS 5 2 & &%
RUTz, BRMICIE, CISIZX W EBRAYANPD T 7 i —F % & - T AT EHlh
R H S Td DDl ﬂL,cm@ﬁ%iﬁ%%@ﬁwmm7mtx%%@kféﬁA
< 72 %, ¥£72, CISECICOIFENRIZOWTIIRBRIRER TH L Z L BH LN E -
77 BARRGIZIE. CISO L~ULMEWGAIZIECICIT R O B 26 L CIEDO R R 2 Ffo
M, CISHEWGAITIZEOMRITEETITRV, ZNHDORERIZE > T, 200K
HORREIIZENENER ORISR H Y, B DRPUTHE LT\ D Z VR ST,
WIZ, NPDICBIT D& L Da TR L—a »Dfike LT, LFO3MEDOMRILY T
7 R = T OIER R - 1258 517> Tb, NPDICBIT A2 TR L — a0 0)
B LTI U R =2 VEIERATHRENE L TD, NPDIZBITS27 70 Ry —
27 OTERICEET 0 TAFE T, MkICRIT 527 70 Ry —v v T OIERAFIES Y
TU R =2 U TIER ORI DWW TR EFE SV CE 72 (e.g. Whitla, 2009), 7 Z v
RY =2 ZIZoWTE, IR LUT THRET 2 & 9 22870 b vy 7 THIEM T
TW5,
Zhu et al.(2017)Tli&, R D7 T K =2 T~DBNMNT A 7 7 Al & BB D
%% THZ DB TR EITo T, DI, 777 RY—v o ZIZH-S<NPDT
. BRIIT AT T RIMOBERETIET A 7 7 i (ideaters) & 72 5 — 5, BEMBHAE D EL
BECIIBNT 547 % 2 7 |2 H[EfI1E# (cocreators) & LCA > 7y ha$RAET S L0 )
Bimdh 5 2 & &5, 797 RV —2 0 72BN DAL O 2 FEOKE %
HOZEIZRDN, ZNDDOEEIDHEICE X DB OV TIH LN STV
WV, ZZTZhu et al.(2017)TlE, 7 TV RV —3 v 7 ~OBNNEHFRHRROTRAE & HE
2y TAT THREEOEMAHGROER (v—F T 4 v 7 V=T V7)) BT Y
RY =3 U TS INPDDRRIZ G- 2588 L | T A 7 7 f2(E O F i ik & 2L[R)
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HEE DA 7y b E DA Z RN Lz, 770 RY— 27 ~N—2Z2DNPD
7T v N7 =L BR LN KB T — 2SS OSSR, ()7 A 7 7R
0)<?~—éff?/fl/ffODE?Fﬁ%D?ﬁck DY, TATTHREED =T U v 7 O
R TATT HREIIEWA L DIESLH>— 5T, 7A T T #RMEEO~—r 74 7D
%Wﬁﬁi\7477%&%@:/V:7J/7®%Wﬁﬁi0% L o5E FIZE#R
THZEERALMNI LTz, QAT A T TIOIAENTT A T TiREE DO~—>
T 7 OEMAGIL, BICHEFETEE ORI A 7y ML o THi S5 & %
SNTZRMT IV ZL DR EZENT 2 —FH T, = P=7 1 7 O/FMMEEROT
4?7@ﬁ% Lo ThRAMENT=T AT TN, EEHITEEO~—>T 4 7 EEORH
ATy MEoTHiR S D S-S O5E R L7 2 & 2R LT,

F 72, Zahay et al.(2018) Clx, 7 7V KV —L U 7 HIERA L TWD <R v —DIRENN
5, 77U V=37 %29 LTNPDORR &I OW TR 21T o 72, MBI
770 RV =2 7 EER L TNPDETT> TV DB2BIED ~ 1 T ¢ —f il b
DA U HE2—ITHDNT, =P =RFEREINIE N EAHSNTET AT 71X
NPDDRHEALBRE T LD Z<HEH SN DB H 2 DITx L, (EEBR ENHEN LA
VIAVT A =T LEBUTHELNETATTIX, —IINPD T 28 AD T 7 U—7
oy hx=2 R (FFE) CHEHSNAZEEZRLTWHIE, Fo, 7TV RY—V U7 &
WIT A T T IR 28 OB L0 SBEF OB T A > OPEIRIZ D723 DA A3
o PN LT

Hamdi-Kidar et al.(2019) Ti%, U — K=—"—(lead users: LUs) & Hoffman et al.(2010)/%
AL 7AW E 4 (emergent-nature consumers: ENCs)iZ &5 & 2N Fogg 2 il = o+
7 S OBIRIZBWTEINL CW D O EHET L 7=, Hoffman et al.(2010)(Z otﬂb:f\ BIFEHITH
BT, WA T IR AAL A R = AOHETHRINT A0 ED L S IZERH
TELO0EEVWHK D TEDa=— 0 RN EFOHER L Lfﬁé%a S5,
Hoffman et al.(2010)|Z¢8iy72 8 2>~ R &2 Bi% 9% L CIZENCs23LUs X ¥ b
TWH Z & ZRL7c, ZHUTx L THamdi-Kidar et al.(2019) T/, Hoffman et al.(2010) %
HEHIAICHGET L, LUs & Fels L7ZENCs =2 v 7 R oA HIPE 2t Lz, REBRAOIFSE T
iE. 29U RY =L ST — 20 a7 N ESHME L, BINE N RETER LT
a7 N EMEEDFHET 5 & S Hoffman et al.(2010) 2 B L7231 v v MFRE, 7o
BN TU R =7« arXOBIEDMENNAER L7z = 2 7 F 242
L, ZTNE¥EROEMENTALT D LD Fikx & oo ARKGREZ Il LTz, o Dfb
H. Hoffman et al.(2010) & IZxHHRAIC, PEEMICR DA LR BT NOARKICHTZ->T
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1%, LUSHENCSO I /e —F— 10 N TV D 2 E B BN o7,

NPDIZIIT BEK & D TR L— 3 AZDN T, 20204E £ TOSER T b -5
IZOWTIE, Z20fh, BLFD X 5 2289803 Thiv T, 7, La Rocca et al.(2016)
I3, NPD7F ¥ 2B 2BEEGD T at 2, 725 NIBEEE GBI 5 EEDRE
IZOWTHFEA1T 572, NPD7 1t RIZEBIT HBEOBGIZOWTIL, MHEOERHE
ATNDD, RGO A Y » bV A7 TR E Y TIEATIE T, RS
H7aCRET T IRy AME LT ONIFEALETHY | BREGO~R T A K

BT 2 FEEHIR 5T s, ZHUTk L C, La Rocca et al.(2016) Cik, NPD”'&z& X

B DEEE S OUEN ST T VAR L, BRBEGICBT 28 EORENZ OV
ﬁﬁ%ﬂ‘bf:o SR I072 HNPDOFFUFIEOFER, B2BOSURTIE, & MmN Y7 F
A Y — LR, ML DAL 2 —T 2 —ADTLREE A S Z L 2R LT,

La Rocca et al.(2016) & [FERD BIREEGRIZ AW THFZE A 1T - TV 5 D h3Laage-Hellman
et al.(2018) Th D, ik, HfiRAY — T v s %G L LT, NPDIZEIT S
BEODATHRL— a3 AIDONTHRFTL T %, Laage-Hellman et al.(2018)/3La Rocca et
al.(2016) L [AARIZ, NPDIZEE BG4 5 7 vt 2D X 0 3B 08T O M BV % 1
L. HIFRDAZ— 7 v 7 REONPDICKIT HFE L DA TR L — 3 L/ \F— &l
L7z, MR DITRRBRAIIIIIEIZ I T, IREMAERE A 2 ST 2 7o ORI 2Pt L
TNWDAY =—T L OAX A A5 R L LT Ehloir & 3 Uiz, DFrofER, g
EDATRL—a DRI AL MIOWT, BHICHEEE S AL E M, 77
= a UABFORIR, a SR L — g 8 R =L LTOBIRE, BIIN D £ TOM
H7mtRA, AZ— T v TOIER Y N T—F 0 7 OEE], R L OINTARO T8O D
BPONZBRE L7e 22— N7 TOWNERAR L & W 5 5> Ol A B H 73T Lz,

Chen et al.(2017) i, DO BAEREREE & 2IRANFEAAER T 2 1H877) 23850 B
DN F—~ VA B 5.2 570 A kat LT-, Chen et al.(2017) T, G
BRE IR LU~ —7 T 4 U 7R L 9 20D TGEIEEE A, NPDOD/RT 4 —~ L AT
it D HHASEH B O RE N T DT T V2R L, 167THDOEBT L7 hr=
7 AEENDWEE UTe—IRT — & 00T LT-fES, M EVERER & BB A B — M)E@
fRiX, ~—77 1 v 7He) & TGEREAE ) DT L o TS S, FRESERE 4
DHFMEOBIRIZ, ~—F T 1 VTR Lo THOWIES N S D Z & &R Lf:o

Eslami et al.(2018) Ci&, BB T nE RICBIFHBELDaTRL—va 2@l
ToFIRRATE S D A T = A LDV TR 21T o 7o, BEPHRICB T 2K L Da TR L —
arOHEEMIINE TE O THRS N TE R, BELDaTIRL—a s
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09 UTEHGRA A A T = AL OWTIE, HRfeE A 7 =X 0 LR BHFORR & D
BRIZBE 2 EMRFEN EITON TE L, ZOZ&iE, A—W—LEEKLDaT
R L— 3 o TA L L BIRBR ORI E N A~OREIZ BT D7 A1+ 43124 T C
o Z EEEWT D, ZHUTKE LEslami et al.(2018) TlX, HFEFIE TV =7 b
DFEM 72 —FFIRF RISV T, EHBICRBIT 2BELDaTIRL— 3 o
T, FRHLE D ED X I NATOND AN Uiz, 2T ORER, B3EITERR D5
WAREA I = A L REBE T 2B AOFTRHTHZENTELZ L, BT, &
D EIE, EELBEOHARRONE, WSRO 7 = — X0 L T\ 5
AREMER®H D Z L 2 LT LT,

Wang et al.(2019) Tix, NPDIZH(T DK DG OW T, FiBifigI W TR G-
& 329 A AEEOBEBREICxTT D HIE OB 0 2OV TRET L7z, NPDIZEIT S
DEIFAZ DWW TIATIFFEIZ B Ttk STV D203, BHTELTTES Ol EEBRBE O R0
BEINEATHBEOBEREICG Z DB N TIH LM STV, £I2T,
Wang et al.(2019) Tix, EHIEOARE & BEEBHEIC L DRRHRESCEIFHERE L W o 7o
S OREREA R 2 LTSI RHBRI 2RI EERIEREE & L, BRER I OHIEDENZ ED XL
DTHEIR U CRAK 2 BRI AIC IRV JA 2 BT COBIRGL DR T 4 —~ o A %] | &S
WD EGHT LT, 1, REO A T 7 223840 H 7 V2 VTt 217
W ER RO BRI & ADBIMRIZH 5 DIZx L, HigrOBSRE R 2078k L
BEIMEEOBURICH D Z L LN Lz, 51T, B RSN E O OA
DOBHRIL, FMEREEL Y BENBEOTNEHETH Y, BHOMERE EBESM &
DOEDOIEDERIZ, /S— M —DORBRPEEREHEIZEFH RoTND T EEZH BT
L7z,

3. T4 AR ay

31 mEDNPDIZE DERRE

Z ZE T, 201640520204 £ CTOERICATI SN, BE#ENPDET—~ & LT D
DA T o7, FRROBGERE 2 UL, ITEONPDIFFED EE T —~ 1%,
NPDIZI T DAHFEINSN D ED K 9 eFIFRRE L a TR L —2 3 U &2ITI D, RHNT
ZDATRL— a3 YEVDIATI NZET LM TH D LV Z D, D THER T
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X AN OFIFERRE I OWTIE, T A VMR e ~— T ¢ v 7P &
Wo 7o, NPDIZHTo - TERDEFNZ R THMAMOa IR —ra v obh ) a7
T AW TOILTE T2, o, MOV TIL, BESCY 774 v—%21Z LT
DA DOFIERRE L D, 74+ —~NAREDA T —~NRbDEFD 2 TR

L—2a O DTN EICHREF SN TE e, R, MBI OFIFREFEE IOV T,
ZZIWFEMTOH LW a TR L —ra v OFEE LTOY T RV —2 U IO,
770 R =2 o JICRS e a TR L — g ORI BT e b it CE T2,

IO XD, EFEONPDIIEIL, ~—F T 1 v ZWHIEOR RS0 72 SIS D 8T
T IR TEE AR, FEEORLBIR T 0w AR DT R A D AR TN D #FSE
NEHINTWD EWVWZ D, —FH T, ERlofEdhmzEE 2 uf, IrEONPDAFZE T
ITELEFFITHY IAD TOZRWEEIRIZOW T B IR 5 Z &N TE 5, LU, NPD%
W U7 72 i ORI BT 5098 Th %,

I, ZNETIZRWREEO — B AOBRY 28 U T, Fiic 2l Clrmis ot~
AT YRR SNDEBNIZ, 2D X D7, Fii-efihoRm s 8 i
LT ENDDEA I Dy 29 WDV oNTiE, ITHEDONPDAFZED A
B2 D ENEELV, BN, ITEONPDIFZEICR VT L, BEBRR 7 vk AR
LHBEZMLY — Fa—HF—Loa TR — a3 VIET 3T 05, £
7=, Narver et al.(2004)72 & OHiGER O HENPDO R CIL T CITfThiLTE 7, =
NOBESINLHHERONIETHIE SN TWD Z Lid, BULBIRICHT 2 BEF#EE O
BIE = — AHHBE D =— XDV IAHZTH Y, ZNHDO=—XEWVIALT, B
Aokt U TR e g, - — X &[T HZ L THDH, oL, WHTHIRT
DM, BEAMALICK L CENME s - R — B R EBFE L, TiGICERAT L L
I, FOEEH LWTGOEEIC D222 5 DI TIEZ2w, Fiize i OMRIc 27203 %
NPDIZOWTHRETT 2 72DI2iE, TGOS < GRBIC OV TRETEAT O WERH 5
23, ITAEONPDIFFETIZ, 2 9 W o Ie A FF S TeFFRIIATOIL TV D L IEE 2720,

Z 2T, UFCIEHBORZITN G, TiGORRSCELOFRERIC DUV TR, 25k
W7 7E % R L C & i 7 2 U RIS DUV TRET 21T 9

32 MiGATIUBRICE T ETHIEH R D HE

Wi T = U IZBT A8, 19804E(% & U & DB oy B & TER R 2 O T
Ner=73, 200041412, TR D EEDITEIC, HHOMEICEEL 5 2 25 A
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PENTAfE &V O TGS T 3 O /R Sz (Zuckerman, 1999), s h 7 = U #F
ZeCIEMiG AT T LW O BEED TS & AW B 53, Rosa et al.(1999) T,
W7 ) &2 RFED XD A E . WEFSHEE DL D7, BENEATD

Ui« —ERZELOH HA—F ¢ = Z(audience) DR TR St S D TS
VAT L] ELTERLTND,

TGOERITTS A7 T VRO THREBIICIRY ER TS FE Yy 7 Th
b, MGH TV ORI, ZOMHEITIVICELTND EARRIND A —F
EA—T 4 = AL OHEEAEHORE, GEPIROAITOND Z & THIER LD L7
0. LZET D, FLWiiEh T YRR ESnL & HEELA—T 1 = AL, 1B
¥ENZEOHTIVITBLTNDZ &, 7o b NTEEPRIET 2 /oY — AR ZEOH
AT VIR LT\ EEERTRE L 70D, S 62, BT TYRERIND Z &
T, ZOHT AVITET HME OGP 7 T VBT 2 70— B X &5l
THEECRIT 5 EENEY AT 55 (Glynn and Navis, 2013), #ilx1E, AEETIEIC
BT, 2= bW T T BRSNS Z & T, FordR°GM, Honda’s I =
NRUTBD AL R—¥L LTAH—F f T RS, O DR T 2 E D
W, BEXUTHRVETHRWI = A EW) i e Bifiil L THfESND K o122 D
(Rosa et al., 1999),

ZOWEHT T OIERIZOWT, Durand and  Khaire(2017)i%, AT 2 U DAL
. 73U o#iemergence)] & 17 2 OAlE(creation)] D - >D X A FIT550F
7o [HTFITYDHE Lt BHEORR T =) ORI IC B g T X 7
ZERR 72 ST S L, 20 L5 RSN TSGICENT 5 2 & T, BAEMICH
TG h 7 IV DAEEND Z L ZEWT 5, —FH T, 73V oflE X, BfFof
BT 3V NEHORER, BRIMICTS T TN OEELFRGHT L2 L 4@ 0
T, THOBERLEOTT#RE21T) 228w 5, TG T T VHRICENTH,
INFETEIMFINTE DX, # 73 OHBUCET 2850 CTh o7z, Ll i
7T 2 OBKZ2ANEICET e biThad TS (e.g. Glaser et al.,
2020),

ZOXOIZ, fiHAT FVHETIE, Tz LIUISINT D A o —fF e A —T «
TR EDOHBAERIZL > TEY BiF o, Wi 7T I BT 52 8T, filgh T
DY OBERCHEGE S T T VICE DRI D AR N ¥ LA —
TATUV AR THEINDBD L LTIZ BILTWD, ZOMiGH T I UIFEDm
RAEE 2T, LRI, #riliao 28 < NPDIZBS 25D rTRetE 2 it 5.
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3.3 HMZ DR MZEEINPD

D THER3AUE, Durand and Khaire(2017)\2 Liu, Wb 7 2 USRI it
BT I VIEROGRELE LTClX, LFD2oD % A TRNE 2 Hivd, Eiut, BHFEOmE s
T I Y ORI IS T E S AW —EADFAEZ X 50T & LTz H
AT AT ) OREE% TS ThT7 3V OB &, BRI EREDIEF 21
(73 DRG] Tholz, ZOidamaBiE 2T, ITFEONPDIFZEZ b NTA % OWFIE
DIFEMEZ DWW THET AT 9,

FT. T TITRATZ &9 ITTFEONPDIFFE TIE, Bl DA E < NPDA N L
THEEZRDONIOWT, FT 5 2 LT LV, FRCBES ISR T 5 b
vy 7 o CTETNPDIFZE CIE, BiRFA CIIB R L SN TV R VWERE D =— X & JLY
IAATEBLE BT 20 U CRERME S 2B - —E 20T ANBIES LT\, L
7>L., Durand and Khaire(2017) Dz s £ 2 UL, = 2 TR A S8 - —
2, EMbSh ] R TliEd o7& LT, BEFOHSE N7 2 OMsHA DN T
HFTEL60THL, b LIL BHFOHSEAT I OFHAA TIFEFE T 20
DTH-TL LTH, LIUTSEZRDOBAENTSG T TV IBEO—2D & S NTFITmE 72
WHEDTHD, £D72, Z 2 THHICERASNLHRL-CH I —E AT, Ul k-
THHBOER ZE L b DIZIT7e B9, NPDAE U= HifiB O 21T 9 72 DI2i3R 0
B FBEIT O MERHDH LB Z HILD,

T, #HHOERKZE S NPDIZOWTLED X D ITHRFHT AU NDTEA 9 5y, TH
Lh T VIO AZ B E 2 UL, HEORRIEEERELA—T s 2O
AERIC K> TRE Y, TiGOBEROLEIZ. Ti5h T 3 Y [EF O R0 5L
BT 2 8EMBONTNDL I EEERT D, DFEV ., D OSEMHACENEL
KNI B ST D 2 & T, #ietiha R4 2 &N CT& 5(Durand  and
Khaire, 2017), ITAEONPDIFFECIE, RN OFIERRE LD TR L — 3 BT
DR L ATOI TR, TiEI T 3 OFRICET 2iEm e E 2 U, Zo=
TRV — 3 V& UBEFEOTS S 7 2V A O RN ARl R e 2 R 1L
SH DIV IOV THEERY, RREBRAYICHGET 21T 95 2 & T, Hrifi D8 < NPD
BT 2B A OMNNCTH 2N TEDL EEZ BD,
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4, BHYIiZ

ATl EHEICITON-, NPDAFZEICOWTEI L= 9 2 T, 2D DD
LB, 25 NNCESBOWED FAPEICHOW TR 21T TE 7=, W TR
X, 20164FLARESAEM TITHOMN7ZNPDIFZEIL, =X v R AL b« = A L—3 3, NPD
F—L DL, ICTZ EOY —/VOMMIZET D587 EDMTho TEIeh, FERT—
~ELTHIFBNDDIF, BESY 774 v — Lo TN ORI ERIRE L DaZ
RL—va BT 250THY, NPDIZBWCHIFERBFRE LV TR L —ra v
T DN DOWTHIEDM TN TE T2 & W R D,

UL, ZHETHG L TE7NPDIFFETIE, IETENRR =— A DY iAA %8 T
T=ZERUE LI DT OV TR TE 523, NPDZD 9 U TG IF
RS BNIBET B EATO Z ENEE LY, Z OB LT B 72012, AR T
7 TV Z4EH L, NPDEFEOH 7726520 FiatEo—o> L LT, NPD&IE LT
BRI BT DAFSEAAT 5 WIREIE A TEHRE L 7=,

INETHTo TCEAREOERE LU, UTO2REREMTLZENTED, £
T I THOI T EENPDIFIE A MEFENICEEBE L 72 2 L 3BT b s, NPDWFSEIL,
=TT AV TWGERA ) N— 2 a R, R ERIR AT ESCHEART IR R & AR AR RIS
T —F NI TOILTNDN, ZD0H 5> 7T —~<mb L. E@sor—~%
B X 7-NPDAFSE DB A A2 4R35 Z E LD o7z, ZAUSK LT, AFFEIZRBWT,
BLBARIC BT DT E O R 2 A CEEBE L 72 Z & C, IMFEED LI R FE v 70T
7 —F THEPITONLTWDDNEH LNCT 5 2 EN T, RFFISEFEONFE CIE
BHRRIZIND BV TRV D Al REME 2 R4 5 2 E A TE 72,

RIZ, FTEDONPDHIFEIZ IR W TRIE I Hat ST b ey 7 & LT, NPD%
W U7t OTER A e Lo Sy b1 Hivd, BEFONPDIFE T, 2Rk S 7= i
OEANE BETHRIEZH D OO, 27T TS 2 fiGoRkzii+25 2 LixT
X7, ABFETIE, EREO X 5 ZaNPDIFEOREE A BARMIR LT- 9 2 C, TG T
YO E VT, NPDAE C-BEF 0t 0 7 2 ) OFR, T2 b bEEFEDT
Y517 3V DS EPEAROTHIEE L RZ2E S DY #4175 2 & ¢, NPDZ i
U7 #itiB ORK2 R &\ D Ak OZE D S5 a2 R LT,

FROE D BRANIEDOER AWM T HZ LIXTE DN, — L RT LN TE
%, PEE LTET ONDOE, AT OMEBEEICE L TTh D, AL TIIEE
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RS L LT, ERED2FE4BIN L | AHESITHR S AV D AR ONPDIFZEIZ DU T
AEAT o T2y, MOFIRHESI OV T ORZSL & LT, BRtast Lz b oo
ZiE, REERIEIEC, ~—F 7 o VIR OfER Co R E MRS b B Eh T
Do LIziio T, ABEITHRORE ORI REINTHZ & T, LY EfRBIRATO
NPDIFFED AR OYREATH Z ENAMGEE 72D LB X Hivd,
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