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Abstract

With the digitalization of production and consumption environments, consumers are
no longer merely targets of marketing, but key players in creating value jointly with
companies by participating in various decision-making processes. Much virtual content
in particular, such as fashion shows, exhibitions, games, social activities, and shopping,
which fashion brands implement in virtual worlds, cannot be completed without
consumers’ active engagement and interaction. Thus, this study considers consumers’
participation in virtual content provided by fashion brands as value co-creation in
virtual worlds. This study aims to examine how consumer (i.e., consumer smartness)
and fashion firm (i.e., perceived intellectual capital) factors influence value co-creation
behavior intention in virtual worlds. Data were collected from 410 consumers in their
20s nationwide through an online survey, and a higher-order structural equation
modeling analysis was conducted to test the research model. The results showed that
both consumer smartness and perceived intellectual capital positively influenced
customer participation behavior and citizenship behavior intentions. Specifically,
perceived intellectual capital had a greater impact on value co-creation behavior in
the virtual world than consumer smartness. The findings provide empirical evidence
that the fashion firms’ intangible assets and consumers’ competence in the digital
shopping environment encourage their intentions to co-create value in virtual worlds.
Keywords: value co-creation(7}3]3-E2&), consumer smartness(2H|RF AOFEL]A),
intellectual capital(XJZIRFE), virtual world(7FA) 7))

I. Introduction
2599 AHRE= T o)A 7|49 dHFE ]l uiAIR 9] iAol ofdel, 71He] o
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3L Itk o= 7HA|
Z4 Z(Cossio-Silva,
Revilla-Camacho, Vega-Vazquez, & Palacios-
Florencio, 2016; Lee, Pan, Hsu, & Lee, 2019)2} AH]
2} 9F=Z(Assiouras, Skourtis, Giannopoulos, Buhalis,
& Koniordos, 2019; Clauss, Kesting, & Naskrent,
2019; Frasquet-Deltoro, Alarcén-del-Amo, & Lorenzo-
Romero, 2019; Rajan & Read, 2016)2 &2, 1174 A]
W35 9k (Assiouras et al, 2019)2} X|&ZAQ T5
Z< 9| & (Frasquet-Deltoro et al., 2019)°= 2], 7+
T2 e A2E A A ol ARt &
ARl Bl=YA SO 7149 &3 A
I AHAE] ) g 8 HEA 7
U= oA 7H3-5%=0] ¢
AS & 4 ok a2 AYste EE
oA ZHA S5 EE A A A
b of vl 27t = AbElEA (Kim,
Rha, & Lee, 2015)0|u} 2754 AH| A9 £ A3
(Park & Kim, 2020) 528 1 AF+9 1 HL7}
AgtAolct. 71dHe} AAE &5 MIolA vt
7F 7 BA Qe 2ot HAAlE Zokolil(Lee,
Kang, & Kang, 2016), Threadless.com Z<2 9]% A
F M I Y] AnjA; o] =y mEo] of 3]
AAAslal 919w, BURBURRYY H&MI} ZH2 o] &
229 T4 BAES0] A&H o= LA} HXF
FHEL AEST Yk AYoIA dgslAe 7
12 Q7 WA "asi
53], & A= 3D TL 7INte g ARATE &
49| oprlelE F3 & 5te 7HEEtoll, S4E
A, ASAA, FolZ24 3 A HErH A (Smart et
al., 2007)9] & RF< 7HIAI Al (virtual worlds)of A
o] 7H3-sHE0 FEstaAr ot 22, 22 1
ABRESO] AAH o 7PIAAR Este] A
£, AA, £33, 28 HEHE, AY 53 22 A
SH=E AFsHL 7Hdotol |y} NFTS st Ql
o} s BET} ohofst EREE @ B2 UM
A= &R =2l ojet 4oahg &, 71
354F P50l flol= ¢dE & gl dAE A
aH|goltk. B3l T Al Z1doAE 159
A Aoy 7)&, HAEd 59 AXAES ERdle A
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EolH, ARAIAl = HAE AH[RFEA Q] o]
8AEE= A2 AH3HAo|tt

2 AFE 7HAIANALY AvAr AP ET A
135S 7HS58E 522 olsfistaL ol thgt
Feaclo A LAt 7914 aolit 71dE QoS
G214 B A0, 264 AH 891 2
Wz ABtEUAZ, 79 9918 AzE Wi
o] AHAEo g dHsto] 19| M FTEHE
ool tigt o]E9 AHE HAFTATE B &R
A} St} AH[RF AUFE YA (consumer smartness)
= 9T A A dol dAE AHEA
A Tt A4S ¥t @d AHREY A4
o|al thFA Rl EAS FT 7idolth(Ahn, 2020a,
2020b). 7HAIAZE AREARE FRE AAIRE Bl
EU4A7IE "HAE w7l F3tolghs oA ARgAR
Oxg AH|AFE 755 4E P51 B0l 3l
202 agg % Uk 71999 A=A E(ntellectual
capital)}> A4, AH, AAZ, A, 249 7]&
g, 393} 22 AR} (intellectual materials)S 3T
3ol B3] A|ARFo|th(Edvinsson & Malone,
1997; Kannan & Aulbur, 2004; Mubarik, Bontis,
Mubarik, & Mahmood, 2022). o|&{¢t A HAE 7
W 99 By o B A1) RS FET 5 3
= A AQ M AFAEO 2 A (Kannan & Aulbur,
2004; Khalique & Pablos, 2015), AH|R}= o] & A}Al
I JEAgetke 7Ide Brkeke Sa% 847 A
71 4= 2 Zloltk. wEbA] AHAF FFo A 9] s
7199 AFAE JA] 7HA] B 5EE FE5S Feste
8% aQlo] F AoE A wEtA & A4
AHAF 1A gRldt 71hA 890S $FT 1Ae
AR P F55}0], o] T Q3lo] 7HJA|A oA 9] 7}
A EFEYE 2wl EA JFS vA=AE B
JOo=M, MEL HAE AHEHoA Y] 4HA §

o
3 o

[e]

re

B2 olsfe 4 i BHEA, AnA 7|22 AT
A e,

Il. Literature Review

1. Value co-creation in virtual worlds
A} 207t et FREE 454 v}

AP FNE L 54 #EAIA 554 55 A2A
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29| AHR A3 AR Qlsf AL 7P A
AT Aelekn FEote ANBERE B0z ¥
Skl Qlth(Prahalad & Ramaswamy, 2004). Ranjan
and Read(2016)= 7H5&3FEC] 270= 554
AH(co-production)°|L} GF=3K customization)of| §H
F oL}, AH|Q} 7R AP AE (value delivery chain)
2 11 /o] FEEUAS AFsHHA AF AH|
2 U4l BAGAY DA BYE st
T T} A8 AFR IO A EE&EE AFRT}

2| (value-in-use) & 7t F5FEY F 714 4 F2
2 AABF ). ESE Yi and Gong(2013)2 117 714]
TENE W5 BN AT o PEU 1A
Y5 (customer participation behavior)¥} 4% 0] %]
L 9o 719o] T AIAE AT LAY
gk 9 P59 T AATIY S (customer citizenship
behavior) 0.2 &5}t Ranjan and Read(2016)9]
FEANT A8 A ot 710l ok 2]
Ao] Fo44 W Tk Y A0 119, Vi and
Gong(2013)2] T AZOIWET TANIYEL BT
Qe] BTG BAOAL 204 AT FEL
FHo8 714 Ao & ATE 2¥49] 35 o
Zo] 28 931 Qo2 2 Yi and Gong(2013)9]
TARAYER TANNPES ANTERE B

T 00

A, RAFAYEL NTEHE) A Folst
L YEoR RPN ARBe, AAYE, AU
o HBAE 5o PEOoE THAKYI & Gong
2013). 5, BAZ0] FEFET olo] et A5
Age 2 olais] S5 ARE WAL TEHE

g Sjulgich APAAN A 04 B
o) oelulelo] Folshr] 9ls) B ARG AT
BHSl WA sk RS Agsa, 292
437 SAel 7P AAE BIBAL 7P ofo
48351 5 gEE P5EL SPstl, B
Belgole] FHN 235 Bz S5 5
S, oA APAAIAS TAHAREOR B

(nt
(Ulo ri’.‘Z v

I‘

wAgolT

ge 2l A5e mAe @ 9 B%
(Assiouras et al., 2019), Yi and Gong(2013) 117
ol mew =3 #2 9 Z7] g5 So7 LA
I ARbetE &, AAEC] AFoly AHA 5
NS 4= U= F-88 ofeld & A SHAY, &
of tisf &eja, o2 A ASA 7Aool Z o of
o 3HACE AFst, 2o WA thE AAE
< =91, A E AFoly AuA7t AlFEHA o
Hete o] & wolsols P5S 9uldtth olE 7MY
AlAe] A-&std, 2H=E Aok fjid Bt
Al A=A 2AL st Edl=9] o] AAFHL}
SAY A2 2554 Yotk o] F olsfstal A
e €AY HE o] 8AES 5 59 AEE
Fsolzt & 4 Atk

o|g} e THFTHE Fe 2Teloly g
WA 2 JMA E7E| A= o|FojZ k. Wu, Huang,
Tsai, and Lin(2017)2 7tA]&354&0] LIQlH Tt
ZERlolA #85k717F § kil 75 A, SNS
9] JZ 4RIl FE AAY HE %wor% &2 A
%Z]——%—_O,] 7(437(-1 oﬂL :_1_7_714/\] o o7 Ao }—
ofof et IAEFEH FLA 89l —4 FFY
2359t} Ramaswamy and Ozcan(2016)2 AEFHA
wol7] 59 AFE 3l 221 BElE AFYES}
22 YA QJAACIAHE EHEA 9] 712353
=0 dizt ¢4 ZAINIE AASHAT ET,
Gursoy, Malodia, and Dhir(2022)= HEFHAE ALE-
A7} A% ARE BEAEY & Y= AE B3
o2 RojeluA 179 458 Hrel £
2h TElPRgRoro] 28 4 Sl vl 7HA "R H|
EFHA AHE AQteh7| = sl

£ Aol tF= ZHIAIA GAI AREAS] o]
glol= ZFHE sh= 7H7F AFE 4 /7] whizol B
e AREALO ZHA| S EAE0] 4A Q] eolzt
gt 4= Qth E3], Yl BT Eo| AFste ot
7 HEREl = AREARY] ZeTt 2|49 e T
o, 11 7H7F ZEEH. ol AF2Ql A7HAtelA
4 tEURA 70| A4S Aol At A
= 7199 3522 4T & A2H(Yi & Gong,
2013), o] oA 179 7|&} X4 o] FRHE
Aol JFS F7] wEo|th(Vargo & Lusch, 2010;
Cossio-Silva et al., 2016). TEtA B A7 7HAA

=

OO
rjﬂ & o

mlo T

2
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ol AFBAe] AAIZE Foloh AUL Avle}
W 7o) A BEHE BEOR sopsigon,
3, AEHlEE S 1% Aund 5T 2
Soto] 4EA8-e Xt 1Al Y5} 21
Bolu} b2 ALgAete] HTAES EFFHe A
dgsos FRsIA ek

o L m |m

2, Influence factor of value co-creation

27 AFERE BE M 22 2917 7]
Q% B4 7914 20108 THELL Az Aol
[R10 2= REF AH|JFoIY AH|7HX|(Park, Kim,
& An, 2018; Yoon, 2016), A2 F919]4](Back &
Han, 2016), A8|A} ZA9)Ad7} A (Kang & Kang,
2016), AH|A} o|EFF9](Lee, Yoon, & Mun, 2015),
M2 S 7|EAE0] gt EvtE(Filler &
Bilgram, 2017) 5-9] 4H|&} EA4Jo] Z3tHTh EJt
7194 Q1o 2= Mu|A FHA(Park et al., 2018),
719 ©o]u]X]|(Yoon & Oh, 2014), A1 4J(Yoon, 2016),
A Zte v ZYARd FAA(Lee et al., 2019) 59
71doll gt Q14lo] mRtE T ZHIAIAZE Z1dolA
= Aoy MZA 59 AAAES vl A
oz, AF&ANAlE HAE AB[AIEA Q] o] 8
TEHE FEYS 1LEote, 2 AFE 7HIAACIA
9] 7HFEHERFEY APHFE AHR}F AntEY
AE /i gRle g, 7199 AHAEE 7|94 8
2oz morstant gk

3. Individual factor: Consumer smartness

AH]Rp AUHEY A (smartness)2 4B A7 Tedt
Fohe] S Yol tAY Avlggel B4 P
A2A M E TE AR, 5 L WA E o #

A SHOoR au4 FPe Hejcke) A ol2o|
1 ZAE 51 JtiKim, Ahn, & Fourney, 2014).
Avlg ATtEY AL EﬂiE AR, AE /A

Iy

>

tjoFst 9 _/’\_og'é‘t EH /\H]Z]——_,] E/\]X-]O]

GE4e S48 FUE Adol. ol Adl 94
X% (opinion leadership),
oA Y 2B A|(marketing literacy), A}7|=Z(self-
disclosure), E9YF=(dissatisfaction), 7]&% AHwg

(technology sophistication) 52 THAFZ Q4AE0]

& A1 A4 (innovativeness),

rO
e
o,

-5 27

ZSETH Ahn, 2020a, 2020b). 9] AEEH-L Q9
AHY 5] et JFHS, FALLE M= AEol
U BT SAEA o 540 GG
AHefstE = % f% & EotH, nHAY FE A= 7Y
9] upAI” oY Fal 7]&e] H&3h] o] HEOIE
= Qe 952 «1‘11 gttt A7 g2 qAEEH
1Z Egil= e ZolH, B2
7|1& XﬂwOM LPAA-O] EREESto] Al 5
= AEE, 7Ied JuTE duolayt
A Y £3L A% 71eZ 55 &E5te 58
< 9JU|Rtt:. Ahn(2020b)> AH[AF ATFEUA 3
of mat 2l 4 AH|AEE FHS e AT
Bl B[R AREYATVE & Hdo] JEE A7)
Qs BRHE A|EY ERIE HEsHAY BHiE
W AENA Eolskal, BT} Algshe Fa Al
& AR&o| ofojtjo] WA Fof HFHO R o
she, 7140l A sHAAE AAst= 5 BHELRS] &
Aol glo]l dAHA] FE79lS delstgie}. et 1

F

E2 JEu A4 %,% E21, 248vH9] 59 &
¢S S5 Bl A5 os 3Rse BEA
l E4E UETh olf% B2 &8RP 7Y
Ho] FzAgo] ASHor Fojaial, g AER
= s FEF Ade SHATe AHolA A
o LAARPELE & 5 JJoBR 42HRd
AUEYAE TS S3E BT w2 #¥0] 3le
AoR Aldd 4= Slrt. 7HIAIAl 0] ARBAE &
8 AARE el EUATE HAE WA 33t

(Hadi, Melumad, & Park, 2023)Zr= Foj|A] AME-A[7}
Aoy gAg g E3tE 48 7L Ue=A
7t 7V3AIACIA 9 TS5 RE DT Aol FF=

= 0= AT 4 Qo] o 22 AFEAE Al
Algte}

ATEA 1. 282 AvtEYACGRAZ Qe 8
g BACee FAXFEHEDE o
2o e FEob

4. Firm factor: Intellectual capital
A A AL (intellectual capital)o]|gt 7|Ho] &5 &
ol ot o]&T 4= QL HE By AR TS

YA o)1 trHAQl /g 0. & (Rossi & Magni,

fr o
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2017), A9, 24 Z2A|A 9 o]sjARe] A
£ HIB O R ste 4F9 71«4 A4lo|th(Hussinki,
Ritala, Vanhala, & Kianto, 2017). X|ZX}& 9] 1AL
Qo] wre} ABIAE, 7S, FHAE 52 &
A71E B$E QIATH(Chahal & Bakshi, 2015;
Cho, Kim, & Yoon, 2020; Khalique, Nassie, & Isa,
2011, QUHOR QIAGE, TEAE, BALHL
Al 71A] HER RSt} QA AE (human capital)S
AFE S5t o =30l He FH9Y 49, 7=,
714 wohe % ¥ |t Mubarik et al,
2022). FFRAREE QAAARRO] 75T 4 UEE AH
She Qlmet pxEA 7de) 2ATA, Z2AA, T
oF Hols, Az Fol vald A4E guan
(Kannan & Aulbur, 2004; Khalique et al., 2011). 374
AR AARE R EY7|E 5t EUY, §Y
AA 5 A R FRRLEO] ARSlA A ERE of
Y, Ju 9 HHS9r 22 94A5S IS
(Agostini, Nosella, & Soranzo, 2017; Kannan &
Aulbur, 2004).

oleie 4USL 7Yl A ST HusAL
o o e S HET 5 9t 23 Hek
HZAAHKannan & Aulbur, 2004; Khalique & Pablos,
201502 oAt A /1At BAE
o] BAoIA AFHEo] thEolt AFERES TS
719 ATHHsu & Wang, 2012; Kim, 2012), A& A
YK(Na, Chung, & Kim, 2018), &34 &3 AJ(Mubarik
et al., 2022), &A% <IF(Subramaniam & Youndt,
2005), FAlgP5olyt AT (An & Lee, 2019; Kim &
Chung, 2008), TYH] A H=£Le} 2 o] 7}
54 (Longo & Mura, 2011), A]4]79&5(Cho et al.,
2020)T} A|A]o]ZA(Chen, Shih, & Yang, 2009) 53}
ol e ALE YE o]2[jl o] f&2 Hth
o] AR AF= 71 BHOIA 714 UE BAA
£ g =AY, o= AR T
A A1ZHE 7149 A AR TREILA She 24 Yo
UEeAL QlT). Izvercian, Seran, and Buciuman(2013)
o ABHEe A A a4F0] 1A TRz
WShA 4EAe 94 ndz Bgss H4S B
3= MEd 2PS A6t Vitamanescu,
Alexandru, Cristea, Radu, and Chirica(2018)= 2}
A 284S o A2k A ARl vol 2AE

o] mAE Qe sk E3t, Rossi
and Magni(2017)= 70|tk BeelA] 5o 93 o
AR50l A4l BAE 9IRS

A3 4 Qi ABA R ek 3o AL
Bz3EA, oot 28|28 tgoR AHAHEol
AHAE] A EERE TE FolEE 5T 4

e WAL AFTA

olop 2ol 714d9) AHAEL AGRrLNA 7]
o 4 98] Belslok S AT A4 P B
£, 204 BHIA 47D AL, T B5S 92
31, £3] 719i7e] 4uago] Bodel M FE
% Yol 9B = 4 Aok bl B AvE 4
SN AZhE A AR 284S BETA T
o 714 Aokl AAAACIA HABAET AZ
s Zelzi 7)go] Hedt AMAAL BE, o)

A

831y Bad 14, Y24 59 WARE, A
e £8T 5 Y 7Y W Azt A 5o 7
248 So] uigslo] 4&E Aolth. AgAAC
=S SAel7] PoIAE ol8Re] Holrk W
ol WABAES] }HR] e Ll 2ol
AMFEREYS JEot WA Belo] 4L Ao
N 4 o] et e ATEAZ AN

ATEA 2. PAHRE] A2 AR
29)e AvAe AXETEHE BE
o] dFe FEA

ol& A5t (Fig. 1) Lt
. Methods

1. Data collection and analysis

B AL MAAS FUIRAT T2 A
=9 20t AHAE Yo R AR 78S 5
S 2022 3¢ 17QNA 21G7HA] 2291 HZFA
& Axstl A2E +ASAT AL F4E
A, ASAA, FolneA i} 22 oot HEh AL
3 FolA 7P AA AST & Ae FFoiH, o
HZAQ 7MAF MAZE Zepeto, Roblox, Gather.town,
Fortnite 5-°] JTh(Park & Kim, 2022). & 4= A
TG A8 s ZHIAA (e )0l sl &
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Consumer smartness

+ Opinion leadership
» Self-expression
+ Innovativeness
* Marketing literacy
» Dissatisfaction

Individual factor |

» Technology sophistication

=7 29
; Value co-creation intention
| Customer participation
« Information seeking
+ Information sharing

RQ1 + Responsible behavior

Perceived
Intellectual capital
» Human capital

» Relational capital
» Structural capital

Firm factor

—

+ Personal interaction

Citizenship behavior
» Feedback
« Advocacy
+ Helping
« Tolerance

RQ2

<Fig. 1> Research questions

T gdeb EL PEAAER 2 ol Agel
ATk 5 AqE YL Agstel ol FYOR

ot Afolnt B HERAL FolstESE skt

BRL AH|[R ATFEYUA 22834 Ahn, 2020a), A
7+ A AALE 22829} (Agostini et al., 2017; Chahal,
& Bakshi, 2015; Chou, Huang, & Lin, 2018; Hussinki
et al.,, 2017; Khalique & Pablos, 2015; Mubarik et al.,
2022; Subramaniam & Youndt, 2005), 7} X 53-54=
18%&H(Yi & Gong, 2013)7} AFLEAALG ] digt A
02 FAEUCH, AFFAAGES ATt HE
59 A HE2 SYsten & 41089 A
Jof) o] §315.0m, AMOS 23.0 ©]8% &
L IRAY FERYHAEY BHS B
33 wege) v AEd
mhebS #fsto] SPSS 26.09] 7=

(i

l

fo o
o
rlo

S

o A
fo ML
ro 4

ofl fr
1%

ol
F
o

-

off (O 2 o Hu

2. Respondents profiles

SEA 410 F oL 2147(52.2%), YL 196
H(47.8%)0.F o059 Wit AFL 25641901, 222
B(54.1%)2 AE&S HIRT A AFsh= AL
2 yehgth YL s (n=172, 42.0%), AHFA](n=
138, 33.7%), AEZ(n=35, 8.5%)2] &0 & YEtO
o, 7M€ AEL 200~4005F Y(n=142, 34.6%)7}
400~6005F U (n=86, 21.0%)°] 7} worth &g 4=

2 494 gt S (n=200, 48.8%)7} Tzt At
F(n=124, 30.2%)°] 77 At JFAE o=
i 10~205F A(n=138, 33.7%)& A&st= FF7t
74 worod, 109 ¥ ulukn=95, 23.2%), 20~30%F
A (=86, 20.9%)2] &=o|1, QeI wH}Y (=295,
72.0%)& B0l ARAES FAdote A MY &

okt
IV. Results and Discussion

1. Testing the validity of measurement

SHHF9] g F5Z fld &2 A&
AA5} 9 cH(Table 1). 15891 620fo]dlo 2 LA H
APl BPHIEL x’=2,588.416(df=1325, p=
.000, x*/df=1.954), NFI=.798, CFI=.888, RMSEA=
OBE §& 7Hstt 52 UL ZE 549
9] 8ISt o] t-gst= a2l F-2osHA
(t-value>1.96) HA=o] HFEFJo] EQl=or,
MFAZE T 750 o]4; 898 0|5t EXE W 7
oot AAAED AR HFE AT U
WA HE0] BAREER| g 481 o4 745 olst=
e 970 7He] A B Holslth B+t
EAREEA Y A2 ARBAAS g Hao]
A QAR BAXE HA,E AL YA 14
Ndzre] B EAEEAY Algdo] & AR

o
=
=
=
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30 AMPAACIAS FHIBEFEWE ool tlAE Fa BagolT
<Table 1> Result of measurement model testing (n=410)
Constructs Mea.surement SFL* SE t-value Co.n StTL.ICt AVE®
items reliability
op2 803 R i
Opinion Opl 762 061 16.449
leadership Op3 815 .058 17.896 871 628
Op4 788 056 17.158
Exl 748 - .
. Ex2 779 071 15.252
Expression Ex3 706 068 13.845 843 74
Ex4 795 076 15.566
Ino4 715 - -
4 Inol 734 064 13.926
Consumer | Innovativeness Ino2 754 069 14.285 842 573
smartness Ino3 820 076 15.457
. Mal 699 - -
N{;reliztcmg Ma2 650 101 11.205 761 517
y Ma3 799 100 12.847
Disl 655 - -
Dissatisfaction Dis2 810 .097 12.064 788 555
Dis3 762 092 11.873
Technol Sohl 689 R i
e}cl. I:.O Ot’.”y Sho2 803 098 13.419 801 574
sophistication Sho3 776 099 13.147
He2 678 R i
Hel 611 085 10.572
Human capital Hcs .661 .088 11.305 767 398
Hc6 625 081 10.783
Hc8 573 078 10.004
Cel 585 - -
Ce3 629 108 9.940
Intellectual Relational Cc4 540 .109 8.881 708 308
capital capital Rc3 .666 .100 10.339 ' ’
Red 706 100 10.738
Rc5 646 108 10.128
Scl 659 - -
Structural Sc2 663 098 11.480
o Tel 728 106 12.394 833 481
cap Te2 688 101 11.841
T4 727 105 12.383
Informatio Cv2 801 ) )
n O:E n Cvl 758 061 15.125 810 587
seekang Cv3 739 060 14.755
Customer Information Cv5 736 - -
participation - cv7 715 077 13.077 752 503
behavior sharing Cv9 676 069 12.400
Personal Cvl3 845 R i
imerrzcﬁon Cvl4 899 047 22.264 898 745
Cvls 845 048 20.627
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<Table 1> Continued

rO
e
o,

o
rlo

o

31

Constructs Mea.surement SFL* SE t-value Co.n StTL.ICt AVE®
items reliability
Ct4 .670 - -
Feedback Cce2 778 .070 12.992 750 .501
Ct3 671 .068 12.970
Customer Ct7 97 - -
citizenship Helping Ct8 812 .061 16.898 .839 .635
behavior Ct9 782 .061 16.236
Ctll .760 - -
Tolerance Ctl2 .835 .070 14.730 .809 .587
Ctl3 .698 .072 13.108

* Standardized factor loading, the first item for each construct was set to 1.
® Average extracted variance.

Ehut R EHl weigAo] B9tk Table 2). o}
2, 2712 A0 95% AT pE¥SE)O
02 pEegy e PEstel W) 4Y ofx

<Table 2> Correlation and square root of AVE

S AR} 39l 7MY w2 EEAE Hole
AAAE, BAAZY A" AFFEE AL 2
T}, QAAET BARE(T10~.766), QHAET} 7

=

Construct| 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15
1 0.79
2 0.69 | 0.76
3 0.79 | 0.69 | 0.76
4 0.49 | 0.65 | 0.58 | 0.72
5 0.43 | 0.39 | 0.41 | 0.46 | 0.74
6 0.35 | 0.33 | 0.51 | 047 | 0.37 | 0.76
7 0.32 | 0.37 | 0.41 | 0.31 | 0.18 | 0.31 | 0.63
8 0.31 | 0.32 | 043 | 0.38 | 0.28 | 0.52 | 0.74 | 0.63
9 0.27 | 0.21 | 0.35 | 0.33 | 0.33 | 0.59 | 0.64 | 0.71 | 0.69
10. 0.34 | 0.36 | 0.47 | 0.24 | 0.36 | 045 | 0.49 | 0.59 | 0.63 | 0.77
11. 0.45 | 0.54 | 0.62 | 0.39 | 0.40 | 047 | 0.52 | 0.66 | 0.56 | 0.43 | 0.71
12. 0.15 | 0.07 | 0.14 | 0.24 | 0.22 | 0.53 | 0.33 | 0.55 | 0.59 | 0.71 | 0.43 | 0.86
13. 0.45 | 0.50 | 0.62 | 0.49 | 0.36 | 0.62 | 0.57 | 0.66 | 0.62 | 0.69 | 0.71 | 0.52 | 0.71
14. 0.46 | 0.53 | 0.56 | 0.46 | 0.39 | 0.52 | 0.53 | 0.59 | 049 | 045 | 0.69 | 0.45 | 0.74 | 0.80
15. 0.35 | 0.35 | 0.40 | 0.34 | 0.10 | 0.21 | 0.57 | 0.42 | 0.25 | 0.00 | 0.45 | 0.10 | 0.39 | 0.49 | 0.77

The diagonal represents the square root of AVE while the off-diagonal presents the Inter-constructs correlation.
self-expression, 3. innovativeness, 4. marketing literacy, 5. dissatisfaction, 6. technology
sophistication, 7. human capital, 8. relational capital, 9. structural capital, 10. information seeking, 11. information
sharing, 12. personal interaction, 13. feedback, 14. helping, 15. tolerance.

1. opinion leadership, 2.
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ZAFE(.612~.658), TAAET; TZAE(.690~.734),
UAAEY HHZR(.635~.691), BAREY} mj=w)
(:631~.685)°] 95% AlZ]Ft7to] 10] EJHEA] QFo} 7}
TA7NEzre] Wl do] hE EQIth(Anderson &
Gerbing, 1988).

2 d7E 264 QY B3 79E B4S B
ARt 1A QIR ES FE5ho] THIA|A EAolA
A BRERlo] 7S ERE ko oEA FF=
A= AL gedls 2ol FFojng, QA
ol ShAl ol2fgt 1A IFR7 AYTAE Eelst
7] Yol 1a; FR1A QARA-E ST} AH|R}
AUtEYA, A7t AR, AR Y s et
IAANGYE Jro] 482108 FTAEH IR
g9] AFTE £2=2,999.992(df=1,409, p=.000, x*/df=
2.129), NFI=.765, CFI=.859, RMSEA=.0530.2 3]&
7Fedt 22 eI o= 15820 13 891 =
Foll BIsiA tha AFE7F olA| 7]+ shANE, 1%
89l o] A2 40 ¥} QQ107 WYL Ted}
AA & o gEep] R olse ¥ & rks
2 o] Bz Rebelw, /)%

[‘Oll

2

E
=
(&)
2
=
=2
>
o R
S **,90

A= >

Opinion
leadership

Self-
expression X

Innovative- 895.s,
ness

Consumer

wAgolT

o)A Aula AvtEUX, 7199] AHAE} 7}
A3EHE WEol BE thAHl g oR wors
AA 1 Qdrke HolH 1R PR Hghslie
AL Bl 5 ot

2, Testing the research model

A2t A AR AvAF ARTEYA, 7HX]3-5%
< 99 JAH{HAE AFsH] &l 1AL A2
7Y g4 BAS AT Ay, BFHFEE 4=
3,018.703, df=1,410, p=.000, x*/df-2.141, NFI=.764,
CFI=.858, RMSEA=.05302 48753t $&0]%] 0
o, AAE TP A2 BF FAHCE {5t
AUch(Fig. 2). FAHOE AH[RF ARfEYALE= 114
g5 9 (=253, p<.000, C.R.=4.250)2} 1174
A YS9 (f=.448, p<.000, C.R.=47.322)°]|, X2
H AFAEE AZAYE % (=.773, p<.000,
CR=8269)2} TAAHPS 9L (p=.629, p<.000,
C.R=8.098)°] §oJ3t YF& F++= AR UKt
E35], AZtE AHREL HAFHo R 7HAF5HE

o] 71 A IFE F= 2ol eH, 7HE

N

Information
seeking

7 %,
¥

) smartness

Marketing e
<
§

literacy

2
Dissatisfaction )&

.569 X

Technology
Sophistication

.‘5;3 4
Ox. \To
G

Human
capital

7

"
Cbcb
e

Perceived

Structural 197

.629***

Customer TS haring 8
participation 868 Responsible
intention "5‘5\7 behavior

Personal
interaction

Feedback &
Advocacy

#

Citizenship

behavior 025

intellectual
capital

capital

Relational i
capital

®
S

"*p<,001

intention

(3
N
&

Tolerance

<Fig. 2> Result of research model testing
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Appendix 1. Measures

Consumer smartness

Opinion leadership

Op2 People that I know pick their purchases based on my suggestion about fashion goods.

Op!l Other people come to me for advice about shopping fashion goods.

Op3 1 often influence people’s opinions about shopping fashion goods.

Op4 Other people often change mind by my saying when they are shopping fashion goods.

Self-expression

Ex1 1 often disclose my attitude or opinion online.

Ex2 1 actively reveal my hobby online.

Ex3 I usually talk about my job or schoolwork.

Ex4 1 feel comfortable to provide information about my personality online.

Innovativeness

Ino4 Generally, I am not hesitant to try out a new fashion item or brand.

Inol If I heard about a new fashion goods or brand, I would look for ways to shop it.

Ino2 1 like to experiment with a new fashion goods or brand.

Ino3 Generally, I am among the first in my circle of friends to accept a new fashion item
or brand when it appears.

Marketing literacy

Mal When viewing advertising, I can identify the techniques being used to persuade me to
buy.

Ma2 I am familiar with marketing jargon.

Ma3 I am really good at cutting through to the truth behind the over-claiming in advertisements.

Disl I am dissatisfied with the existing online system or service for apparel shopping.
Dis2 I have already had problems with my shopping that could not be solved with the brands

Dissatisfaction o . .
or retailers’ conventional offerings.
Dis3 In my opinion, there are still unresolved problems with shopping fashion goods.
Sohl Using high-tech shopping devices or apps would make it easier to do my shopping.
Technol . . . .
s(f;hir:t)i(?zifon Sho2 Learning to use high-tech shopping devices or apps would be easy for me.

Sho3 Overall, 1 believe that high-tech shopping devices or apps would be easy to use.

Perceived intellectual

capital

Human capital

Hc2 Their employees have a high level of expertise.

Hcl Their employees are highly skilled at their jobs.

HcS5 Their employees’ overall satisfaction with this brand is high.

Hc6 Staff are happy to work in this brand.

Hc8 Their employees are devoted towards work.

Relational capital

Ccl This brand may have higher levels of customer loyalty compared to competitors.

Cc3 Their customers have loyalty toward this brand.

Cc4 When new business comes into the market, their customers always select this brand.

Rc3 This brand and its external stakeholders frequently collaborate to solve problems.
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Relational capital

Rc4 Suppliers are important for the improvement and the development of new products and
new processes.

Rc5 This brand collaborates extensively with external parties (e.g. customers and suppliers) to
develop new solutions.

Structural capital

Scl This brand uses patents and licenses as a way to store knowledge.

Sc2 This brand embeds much of its knowledge and information in structures, systems, and
processes.

Tcl Latest IT software is embedded.

Tc2 IT contributes to the service quality.

Tc4 This brand uses latest and high-tech equipment and technology to remain competitive.

Value co-creation intention (Participation behavior intention)

Information seeking

Cv2 I will search for information on where the virtual experience provided by this brand is
located.

Cvl I will ask others for information on what this brand’s virtual experience offers.

Cv3 1 will pay attention to how others behave to use the virtual experience provided by this
brand well.

Information sharing

Cv5 1 will give this brand proper information.

Cv7 1 will answer all the virtual experience-related questions.

Cv9 1 will adequately complete all the expected behaviors in the virtual world.

Personal interaction

Cv13 I will be kind to the employee of this brand in the virtual world.

Cvl4 1 will be polite to the employee of this brand in the virtual world.

Cvl5 I will be courteous to the employee of this brand in the virtual world.

Value co-creation intention (Citizenship behavior intention)

Ct4 1 will say positive things about this brand and the virtual experience to others.

Ct2 When I am satisfied with my virtual experience with this brand, I comment about it.

Feedback

Ct3 When I experience a problem in the virtual world, I will let the employee know about

it.

Ct7 I will assist other customers if they need my help in the virtual world.
Helping Ct8 I will help other customers if they seem to have problems in the virtual world.

Ct9 1 will teach other customers to use the service correctly in the virtual world.

Ctll If service is not delivered as expected, I would be willing to put up with it.

Ct12 If the brand makes a mistake during virtual experience, I would be willing to be patient.
Tolerance

Ct13 If I have to wait longer than I normally expected to get access to this brand’s virtual
world, I will be willing to adapt.
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