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The Mediating Effect of Photo—taking Involvement on Photo Sharing and Travel

Engagement and Enjoyment

Yong—Yi Wang
ABSTRACT

Previous studies have found that taking photos during travel for the purpose of sharing with others via SNS (social
networking sites) induces self-presentational concerns and generates disutility. However, they tended to use a narrow
definition of travel engagement and enjoyment. While some travelers are reluctant photo takers, others place more
importance on photo-taking than sightseeing. Hence, immersion in taking and sharing photos as an important aspect of
the travel experience for some travelers should be considered a positive form of engagement. To address these
deficiencies, the present research examined three factors that moderate the relationships between photo taking and
consumer engagement and enjoyment: (1) the level of photo-taking involvement, (2) the existence of a photo-sharing
task, and (3) the photo-sharing opponents.

Participants were exposed to a three-minute travel video and were asked to answer questions designed to measure
their engagement and enjoyment levels. Two-way analysis of variance (ANOVA) and simple effect tests were used to
analyze the dataset. The results of three empirical studies showed that the photo-taking task decreased consumer
engagement and enjoyment only if the consumer regards photo taking as bothersome. The photo-taking task increased
consumer engagement and enjoyment if the consumer was highly involved in photo taking even to a greater degree
than being involved in sightseeing. Additionally, consumers who were highly involved in photo taking were more likely
to engage in and enjoy the experience if it was for photo-sharing task than if they were taking photos only for self-
viewing. Moreover, the effect of the photo-taking task on consumer engagement and enjoyment was higher if they were

sharing the photos via SNS with close friends than if they were sharing them with acquaintances.
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Cosmetics Consumption & Consumer Well-being
2 By
ABSTRACT

The study aims to investigate the relationship between consumers’ cosmetics consumption and their well-being.
It might help consumers to become the better desired selves to overcome the difficulties encountered in their life through
cosmetics consumption. It is said that marketing has huge impact on consumer well-being since it directly affects
satisfaction in the consumer life domain (experiences related to marketplace) and indirectly in other life domains such
as work, family, finance, leisure, and health (Sirgy et al. 2007). As the conceptualizations and measures of consumer

well-being are in great variety, it intends to apply the most appropriate one for this study.
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The Role of Actor Engagement in Experience Value Co—creation
&
ABSTRACT

This research investigates the role played by engagement in the experience value co-creation process. The
importance of value co-creation first rose to prominence among researchers and practitioners in 2004, with the
publication by Vargo and Lusch of an article entitled “Evolving to a New Dominant Logic for Marketing”. Despite
the wide study of value co-creation over the past 10 years, empirical studies in this field have been neither systematic
nor comprehensive.

Thus, in order to move forward, it would be useful for researchers to use the construct engagement which is the
microfoundation of value co-creation. Moreover, researchers have further proposed that the previously strict roles of
producer vs. consumer are fleeting and that all entities in the service system can be seen as “actors”. Based on this view,
Storbacka et al. (2016) extended consumer engagement to actor engagement.

Therefore, this study has two main research aims: (1) to develop a framework that conceptualizes actor engagement
as a microfoundation of experience value co-creation, and (2) to use this framework to identify the actor engagement

that takes place in a C2C e-commerce platform.

References
Storbacka, K., R. J. Brodie, T. Béhmann, P. P. Maglio, and S. Nenonen (2016), “Actor Engagement as a
Microfoundation for Value Co-creation,” Journal of Business Research, Vol. 69, No. 8, pp. 3008-3017.
Vargo, S. L. and R. F. Lusch (2004), “Evolving to A New Dominant Logic for Marketing,” Journal of Marketing,
Vol. 68, No. 1, pp. 1-17.
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