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The Mediating Effect of Photo-taking Involvement on
Photo Sharing and Travel Engagement and Enjoyment

Yong-Yi Wang

< Abstract >

Previous research has found that taking photos during travel for the purpose of sharing with others via SNS (social
networking sites) induces self-presentational concerns and decreases consumer engagement and enjoyment. However,
they tended to use a narrow definition of consumer engagement and enjoyment. While some travelers are reluctant
photo takers, others place great importance on photo taking. Hence, immersion in taking and sharing photos as an
important aspect of the travel experience as a whole for the former travelers should be considered a positive form of
consumer engagement. To address these deficiencies, this research explores the possibility of taking photos can
increase consumer engagement and enjoyment by identifying three moderating factors of the causal relationships
between them: (1) the level of photo-taking involvement, (2) the existence of a photo-sharing task, and (3) the

photo-sharing opponents.

<Keywords >

Travel experience, Hospitality, Photo-taking involvement, SNS, Consumer engagement, Consumer enjoyment

Introduction

The activities of sightseeing and tasting local foods bring enjoyment to travelers. It has been found
that such enjoyment is heightened if the traveler is accompanied by companions (cf. Lambert, Gwinn,
Baumeister, Strachman, Washburn, Gable and Fincham 2013). Intuitively, the actual presence of a travel
companion may not be necessary. The sharing of sightseeing photos and travel stories via social
networking sites (SNS) may also serve to enhance travelers’ enjoyment (cf. Dehl, Zauberman, and Brasch
2016). Despite the potential positive effect of taking photos to share upon travel enjoyment, the latest
research found that taking photos with a goal to share induces self-presentational concern and generates
disutility, which decreases engagement and enjoyment in turn (Brasch, Zauberman, and Diehl 2018).

Previous studies tended to use a narrow definition of travel engagement and enjoyment limited to
sightseeing and local foods tasting experiences. However, in the real world, there are some travelers
regarding photo taking and sharing as more important and enjoyable than sightseeing and local foods
tasting activities and, as such they may be more inclined to engage in taking and sharing photos instead of
sightseeing and local foods tasting. Hence, immersion in taking and sharing photos as an important aspect
of the travel experience for those travelers should also be considered a positive form of engagement. The

engagement in taking and sharing photos with a positive feeling could enhance enjoyment of the travel



experience as a whole.

To bridge the gap between previous research and the actual behavior of travelers mentioned above,
this research explores the possibility of taking photos can increase consumer engagement and enjoyment
by identifying the moderating factors of the causal relationships between them.

We conduct three empirical studies to examine the following three moderating factors: (1) the level of
photo-taking involvement, (2) the existence of the photo-sharing task, and (3) the photo-sharing opponents.
And the results of these studies indicate that the photo-taking task decreases consumer engagement and
enjoyment only in the case of low-involvement. Taking photos increases consumer engagement and, in
turn, increases consumer enjoyment among consumers with a high level of photo-taking involvement.

Furthermore, we examine the effects of photo-sharing tasks. We compare consumers who take photos
and share them via SNS with those who take photos for self-viewing only in terms of the effects of the
photo-taking task on consumer engagement and enjoyment. Additionally, we compare consumers who take
photos and share them with close friends to those who take photos and share them only with
acquaintances.

By identifying the conditions under which the photo-taking task enhances/reduces consumer
engagement and enjoyment, this research provides important implications for practitioners regarding how

to manage photo-taking behavior to enhance the consumer experience.

Literature Review

Hedonic experience is a fundamental aspect of people’s lives and their well-being. One of the main
reasons for this is that the experiences are often shared with others and, thus, they contribute to the value
and happiness that people derive from their social relationships (Leary and Baumeister 2000). In recent
years, experience has been widely shared with others not only through written and verbal communication
but also through photos shared via SNS (cf. Diehl, et al. 2016). Therefore, a better understanding of factors
that can influence the enjoyment of experiences is important both to consumers who look for happiness
and to the companies that create and market such experiences (cf. Diehl et al. 2016).

Recently, the availability of phone with high-quality camera has transformed the way that people
share their experience with others. Photo sharing has become a daily and prevalent activity for millions of
people. Therefore, increasing numbers of studies have examined the effects of the photo-taking task on
consumer engagement in and enjoyment of the experience. Previous studies have contended that photo
taking increases engagement because it requires attention being directed toward the experience that the
person wishes to capture, and then it focuses attention on the positive aspects of the experience (Dehl et al.
2016). Early studies have also demonstrated that photo taking enhances enjoyment across a broad range of
experiences (e.g., bus tours, meals, museum visits), and they identified engagement as a relevant process

that influences whether photo taking increase or decrease enjoyment (Csikszentmihalyi 1997; Higgins



2006).

In contrast, the latest research has found that compared to taking photos to preserve one’s memories,
taking photos with the intention to share them with others is more than likely to trigger self-presentational
concern and thus decrease engagement in and enjoyment of positive experiences (Brasch et al. 2018).
However, previous research has tended to use a narrow definition of consumer engagement and enjoyment

limited to sightseeing and local foods tasting experiences.

Study 1: Photo-taking involvement as a moderating factor

Hypotheses

Study 1 was designed to examine the level of photo-taking involvement as a moderating factor.
Previous research has contended that photo taking decreases consumer engagement and enjoyment,
particularly in the case of consumers with the goal to share the photos via SNS. In the experiment,
participants were asked to watch a sightseeing video and take share-worthy photos by capturing scenes
from the video. The results showed that the levels of engagement and enjoyment perceived by those
participants with the goal to share the taken photo were lower than those perceived by those participants
who were taking photos only for self-viewing (Brasch et al. 2018). These findings can be explained based
on the Information Processing Theory (Bettman 1979) as follows, due to limitations on motivations and/or
abilities for processing information, engaging in taking photos consumes a considerable amount of the
competence for information processing for the travel experience as a whole. Thus, the participants in the
experiment reported that they enjoyed the sightseeing video less because the video-watching (virtual
sightseeing) task was interrupted by the photo-taking task. However, consumers in the real world rate the
whole travel experience including sightseeing and taking photos. Hence, the laboratory experiment
conducted by previous research has failed to measure accurately the degrees of consumer engagement and
enjoyment.

Some consumers in the real world are more involved in taking photos than in sightseeing. Such
highly-involved photo-taking consumers might find it difficult to engage in and enjoy the experience if
photo taking were prohibited. The difference between the participants in previous research and such
consumers lies in their level of photo-taking involvement, i.e., the level of importance that they give to
taking photos. If photo taking is regarded as less important and even troublesome, then it decreases
consumer engagement and enjoyment. In contrast, if photo taking is regarded as important and pleasurable,
then the task promotes consumer engagement and enjoyment. Thus, we have proposed Hypotheses 1a and
1b as follows:

H1: Unlike consumers who do not regard photo taking as an important aspect of experiences, consumers
who regard photo taking as important are more likely to (a) engage in and (b) enjoy the experience if they

face a photo-taking task than if they face no photo-taking task.



Methods

A total of sixty-five university students (55% female; Mage=21) at a university participated in the
experiment. Like previous research (Brasch et al. 2018), all participants were exposed to a three-minute
video of a walking tour through Rome and were asked to imagine that they were actually there,
participating in the tour. While they were watching the video, all participants were asked to take photos.

We used a 2 (photo-taking involvement: high vs. low) x 2 (photo-taking task: yes vs. no)
experimental design. Participants were randomly assigned to one of four groups as follows: (1) sixteen
participants were asked to imagine that they found it important in their life to take photos (involvement:
high) and, therefore, took photos during the experience (task: yes); (2) sixteen participants were asked to
imagine that they found it important in their life to take photos (involvement: high), but they were not able
to take photos during this particular experience; (3) sixteen participants were asked to imagine that they
did not regard photos taking as important in their life (involvement: low), but they were obliged to take
some photos because their “friends” expected them to do so; and (4) seventeen participants were asked to
imagine that they did not regard photos taking as important in their life (involvement: low), and they did
not take photos this time even if their “friends” expected them to do so.

Immediately after watching the video, participants were asked to answer two items on enjoyment and
two items on engagement. All items were utilized from previous research (Brasch et al. 2018). The results
of the manipulation check indicated that participants in Groups (1) and (2) regarded photo-taking as
important and joyful (M=6.51, SD=0.84), while participants in Groups (3) and (4) regarded photo-taking
as less important and troublesome (M=2.33, SD=0.69, =-21.99, p=0.01). In addition, all participants in
Groups (1) and (3) took ten pieces of photos in average and, thus, there were no participants to be

excluded from the sample data-set.

Results
The results of the analysis are shown in Fig. 1.

Figure 1. The Results of Study 1
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Engagement. Consistent with our predictions, a two-way ANOVA test revealed an interaction effect
of photo-taking involvement and the existence of the photo-taking direction to consumer engagement in
the travel experience as a whole (F=26.37, p<0.01). The simple main effect of the photo-taking task in the
case that the task was regarded as important was significant (F=67.72, p<0.01). Participants who regarded
the photo-taking task as important were more likely to engage in the travel experience if they faced the
photo-taking task than if there were no photo-taking task. The simple main effect of the photo-taking task
in case that the photo-taking task was not regarded as important was insignificant (F=1.17, p>0.01). Thus,
Hypothesis 1a is supported.

Enjoyment. There was the interaction effect of photo-taking involvement and the existence of the
photo-taking task not only on engagement, but also on enjoyment of the travel experience as a whole
(F=40.89, p<0.01). The simple main effect of the photo-taking task in the case that the task was regarded
as important was significant (F=16.7, p<0.01). Participants who regarded the photo-taking task as
important were more likely to enjoy the travel experience if they faced the photo-taking task than if there
were no photo-taking task. The simple main effect of photo-taking task in the case that photo taking is not

regarded as important was not significant (F=2.1, p>0.10). Thus, Hypothesis 1b is supported.

Study 2: Photo sharing as a photo taking goal

Hypotheses

Study 2 was designed to examine the existence of the photo-sharing task as a moderating factor.
Previous research has also argued that the extent to which the photo-taking task reduces consumer
engagement and enjoyment depends on whether the photo-taking goal is to share them via SNS or whether
they were intended only for self-viewing. According to Brasch et al. (2018), the photo-taking task is more
likely to decrease engagement and enjoyment when the photo-taking goal is to share than when it is they
are intended only or self-viewing.

However, as mentioned above, previous research has only assumed that consumers who regard photo
taking as a less important and a bothersome task would engage in and enjoy the experience less if the
photo-taking goal is to share. As for consumers who regard photo taking as important and pleasurable, the
levels of engagement and enjoyment would be high when there is a photo-taking task and the photo-taking

goal is to share them. Thus, we propose the following hypotheses.
H2: Unlike consumers who do not regard photo taking as an important aspect of experience, consumers
who regard photo taking as important are less likely to (a) engage in and (b) enjoy the experience if they

face a photo-sharing task than if they take photos solely for the purpose of self-viewing.

Methods



Study 2 was designed to examine the existence of the photo-sharing task as a moderating factor. We
used a 2 (photo-taking involvement: high vs. low) x 2 (photo-sharing task: yes vs. no) experimental design.
A total of one hundred fifty six university students (55% female: Mage = 21) were randomly assigned to
one of four groups, (1) thirty-nine students were asked to imagine that they found it important in their life
to take photos (involvement: high) and, therefore, took photos during the experience and share them via
SNS (task: yes); (2) thirty-nine students were asked to imagine that they found it important in their life to
take photos (involvement: high) and took photos during the experience for self-viewing but not to share
them with their “friends” via SNS (task: no); (3) thirty-nine students were asked to imagine that they did
not regard photo taking as important in their life (involvement: low), but they took and shared some photos
because their “friends” expected them to do so (task: yes); and (4) thirty-nine students were asked to
imagine that they did not regard photo taking as important in their life (involvement: low), and they took
some photos, but they did not share them even if their “friends” expected them to do so.

The participants received the same photo-taking involvement instructions as in Study 1. Those
participants in the no-photo-sharing groups were asked to take photos using their cellphone camera for the
self-viewing purpose, while those participants in the photo-sharing group received instructions to take
photos using their cellphone camera and imagine that they were taking the photos for sharing via SNS.

The results of the manipulation check indicated that participants in Groups (1) and (2) regarded photo
taking as important and joyful (M=6.71, SD=0.84), while participants in Groups (3) and (4) regarded photo
taking as less important and troublesome (M=2.5, SD=0.35, =-19, p=0.01). In addition, all participants in
Groups (1) and (3) took ten pieces of photos in average and thus, there were no participants to be excluded

from the sample data.

Results
The results of the analysis are shown in Fig. 2.

Figure 2. The Results of Study 2
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Engagement. Consistent with our predictions, a two-way ANOVA test revealed an interaction effect
of photo-taking involvement and the existence of the photo-taking direction to consumer engagement in
the travel experience as a whole (F=16.12, p<0.01). The simple main effect of the photo-sharing task in the
case that photo taking was regarded as important was significant (F=21.1, p<0.01). Participants who
regarded photo taking as important were more likely to engage in the travel experience if they took photos
only for self-viewing than if they faced a photo-sharing task. The simple main effect of the photo-taking
task in the case that the photo-taking task was not regarded as important was insignificant (F=1.12,
p>0.01). Thus, Hypothesis 2a is supported.

Enjoyment. A two-way ANOVA test revealed an interaction effect of photo-taking involvement and
the existence of the photo-sharing task to consumer engagement in the travel experience as a whole
(F=14.51, p<0.01). The simple main effect of the photo-sharing task in the case that the task was regarded
as important was significant (F=30.96, p<0.01). Participants who regarded the photo-taking task as
important were more likely to enjoy the travel experience as a whole if they took photos only for
self-viewing than if they faced the photo-sharing task. The simple main effect of the photo-sharing task in
the case that the photo-taking task was not regarded as important was insignificant (F=1.2, p>0.01). Thus,

Hypothesis 2b is supported.

Study 3: Photo-taking involvement and photo-sharing audience

Hypotheses

Study 3 was designed to examine the opponents of photo-sharing audience as a moderating factor.
Based on the Impression Management Theory (Baumeister and Jones 1978; Leary, Nezlek, Downs,
Radford-Davenport, Martin and McMullen 1994), consumers are less likely to manage their impressions if
the opponents of photo-sharing audience are made up of close friends because close friends have already
formed impressions of the consumers. In contrast, consumers are more likely to manage their impressions
if the opponents of photo-sharing audience are made up of acquaintances because impression management
is more effective in this context. Given that impression management is important for the consumer, it can
affect the level of engagement in the travel experience and, thus, the level of enjoyment (Leary et al.
1994).
Thus, we proposed the following hypothesis:
H3: Both consumers who do not regard photo taking as an important aspect of experiences and consumers
who regard photo taking as important are more likely to (a) engage in and (b) enjoy the experience if they

should share the photos with close friends than if they should share them with acquaintances via SNS.

Methods

We used a 2 (photo-taking involvement: high vs. low) x 2 (audience of photo-sharing: close friends



vs. acquaintances) experimental design. A total of one hundred and fifty six university students (55%
female: Mage = 21) were randomly assigned to one of four groups, as follows (1) thirty-nine students were
asked to imagine that they found it important in their life to take photos (involvement: high) and, therefore,
took photos during the experience and shared them with close friends (photo-sharing audience: close
friends); (2) thirty-nine students were asked to imagine that they found it important in their life to take
photos (involvement: high) and took photos during the experience and shared them with all of their
“friends” via SNS (audience: acquaintances); (3) thirty-nine students were asked to imagine that they did
not regard photo taking as important in their life (involvement: low), but they took and shared some photos
with their “close friends” because their “close friends” expected them to do so (audience: close friends);
and (4) thirty-nine students were asked to imagine that they did not regard photo taking as important in
their life (involvement: low), but they took photos and shared them with all of their “friends” via SNS
because their “friends” expected them to do so (audience: acquaintances). Participants also received the
same photo-taking involvement instructions as in Study 1 and Study 2.

The results of the manipulation check indicated that participants in Groups (1) and (2) regarded photo
taking as important and joyful (M=6.72, SD=0.73), while participants in Groups (3) and (4) regarded photo
taking as less important and troublesome (M=2.4, SD=0.35, =-19, p=0.01). In addition, all participants in
all of the Groups took ten pieces of photos in average and thus, there were no participants to be excluded

from the sample data.

Results
The results of the analysis are shown in Fig. 3.

Figure 3. The Results of Study 3
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Engagement. A two-way ANOVA revealed an interaction effect of photo-taking involvement and the
photo-sharing task on engagement in the travel experience as a whole (F=12.13, p<0.01). The simple main
effect of photo-sharing in the case that taking photos was regarded as important was significant (F=5.12,
p<0.05). Participants who regarded photo taking as important were more likely to engage in the travel
experience if they shared the photos via SNS with close friends than if they shared them with
acquaintances. The simple main effect of photo-sharing task in case that photo taking was regarded as
unimportant was also significant (F=7.81, p<0.01). Thus, hypothesis 3a is supported.

Enjoyment. There was also an interaction effect of photo-taking involvement and the photo-sharing
task on enjoyment of the travel experience as a whole (F=35.19, p<0.01). The simple main effect of
photo-sharing task in the case that taking photos was regarded as important was significant (F=16.71,
p<0.01). Participants who regarded taking photos as important were more likely to enjoy the travel
experience if they shared the photos with close friends than if they shared them with acquaintances via
SNS. The simple main effect of photo-sharing task in the case that taking photos was regarded as

unimportant was also significant (F=12.43, p<0.01). Thus, Hypothesis 3b is supported.

General Discussion

Theoretical Contributions and Managerial Implications

This paper proposed and tested a set of hypotheses describing both positive and negative relationships
between the photo-taking task and consumer engagement and enjoyment with the following factors as
moderators of the relationships: (1) the level of photo-taking involvement, (2) presence of a photo-sharing
task, and (3) the photo-sharing audience. The results of our experiments showed that, in agreement with
previous studies, taking photos had a negative impact on engagement in and enjoyment of the travel
experience if the consumer had low involvement in taking photos or, in other words, he/she regarded
taking photos as a bothersome obligation. However, if the consumer was highly involved in taking photos
during the experiences, taking photos had positive impacts on consumer engagement and enjoyment.
Moreover, positive impacts of taking photos on engagement and enjoyment was increased by photo
sharing, particularly by photo sharing with close friends as opposed to acquaintances.

Previous research has implied that travel agencies and travel destination managers should be
concerned that travelers’ photo-taking behavior might decrease engagement in and enjoyment of the travel
experience with the burgeoning popularity of SNS. However, based on the findings of the present study,
this is true only for travelers with a low level of involvement in taking photos. Travel agencies and travel
destination managers should provide travelers who are highly involved in photo taking during their travel
experiences with more opportunities for taking better photos, e.g., by suggesting the best places for taking
photos. With regard to travelers with a low level of involvement in taking photos, ways to make it easier

for them to perform their “duty” to take photos should be provided (e.g., providing a “safe haven” zone



where taking photos is prohibited) so that these travelers can concentrate on activities such as sightseeing
and tasting local foods. Additionally, travel marketers should encourage travelers to be more involved in
taking photos by sharing their photos, particularly with their family and close friends to increase consumer

engagement and enjoyment.
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The Role of Actor Engagement
in Experience Value Co-creation

w K H

< 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”. This article
shifted the focus of marketing thinking from goods to service, with this new transcending view being called
Service-dominant logic (S-D logic). Despite the wide study of S-D logic over the past 10 years, empirical studies in this
field have been neither systematic nor comprehensive.

Regarding the limited empirical research on S-D logic, Vargo and Lusch (2017) noted that this is primarily because
researchers in the area have always confused the aggregation and abstraction levels. Thus, in order to move forward, it
would be useful for researchers to zoom in and out across levels of abstraction, so that the next frontier of this area
becomes the microfoundation of S-D logic, that is the construct 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.

<Keywords >

Service-dominant logic, Experience value co-creation, Actor engagement, Micro-foundation, Service ecosystem

1. Introduction

1. 1. Background

The behaviors and cognitions of human beings are always guided by a specific institutional logic
(Thornton and Ocasio 2008). In the marketing world, this kind of institutional logic is referred to as
goods-dominant logic (G-D logic). From the G-D logic perspective, goods are operand resources and end
products, manufacturers are responsible for altering their form, place, time and possession, the customer is
the recipient of goods, and value is mainly determined by the manufacturers (Vargo and Lusch 2004). This
type of logic is also sometimes termed “old enterprise logic” or “manufacturing logic”, or product
orientation or marketing myopia (Vargo and Lusch, 2008, p. 25). However, as has often been the case

throughout history, although institutional logic can provide us with a guideline, it can also restrict our
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understanding and the advancement of scientific knowledge (Vargo and Lusch 2014). G-D logic, as
mentioned before, is one such problematic logic that has persisted for 200 years.

Overturning this situation, Lusch and Vargo (2004) published the groundbreaking article “Evolving to
a New Dominant Logic for Marketing”. This article shifted the focus of marketing thought from goods to
service, with the new transcending view being termed Service-dominant logic (S-D logic), defined as “a
lens, a mindset, an act for a unified understanding of the purpose and nature of organizations, markets, and
society” (Bolton et al. 2009; Vargo and Lusch 2008).

This paradigm shift came to present a threat to the traditional models of value creation through its
extension of increased power to consumers, thus enabling them to take an increasingly active role in the
value creation process. In contrast, however, traditional value creation theory treats marketing as a
value-adding activity (Porter 1985) and producer; that is, the firm is the true creator of value. However,
based on S-D logic, the outcome is not that important; instead, what is important is the value-creating
process itself whereby different actors (e.g. suppliers, business partners, allies and customers) work
together to co-create value. For example, it is not possible for the value of a car to be created solely by a
car manufacturer; indeed, if the consumer does not know how to drive a car and has no car-related
knowledge or skill, then a car has no meaning for the consumer aside from being a lump of metal. Hence,
based on S-D logic, the value is co-created through the integration of multiple resources provided by both
the manufacturer and consumer, with this notion forming the basis of value co-creation. Value co-creation
is a joint, concurrent, peer-like process of producing a new value, both materially and symbolically
(Galvagno and Dalli 2014). Moreover, in 2016, Vargo and Lusch proposed a new definition of S-D logic,
emphasizing that the process is “one of resource-integrating, reciprocal-service providing actors
cocreating value through holistic, meaning-laden experiences in nested and overlapping service
ecosystems” (Vargo and Lusch 2016, p. 7).

Despite a number of researchers having indirectly included the meaning of “co-creation” in their
publications over a long period of time, “cocreation” was initially used as a term only in 2000, when it was
introduced by Prahalad and Ramaswamy. They proposed a transformation of the role played by the

customer, from being “a passive audience” to “an active player” (Prahald and Ramaswamy 2000).

1. 2. Theoretical foundations

With the development of value co-creation study, researchers proposed that the value creation process
can be viewed not only as taking place during the manufacturing process but also within the consumption
process. Thus, the research on value co-creation can be divided into “co-production and co-creation of
value”, which make up the two principal components of value co-creation.

The first type of value co-creation is called co-production and is a process where the customer

participates in the manufacturing process of the core offering; examples include co-design and shared
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inventiveness. The value co-created in this process is mainly cognitive perceived value, which typically
serves as a benefit to three actors. Firstly, for the manufacturer, this co-created value may take the form of
increasing profits (Chan et al. 2010), a strong brand image and word-of-mouth communication (Payne et al.
2008), the quick response of suppliers (Wilhelm and Kohlbacher 2011) and the core competence of the
company (Prahalad and Ramaswamy 2004). Next, for the employees of the company, the co-created value
can be seen as increased efficiency in the workplace and some degree of economic return (Chan et al.
2010). Finally, for consumers, this value relates mainly to the satisfaction of their needs, which can be
regarded as perceived value (Prahalad and Ramaswamy 2004).

The second component is called co-creation of value and occurs throughout the entire customer
journey; in other words, it is derived through value-in-use or value-in-context (Lusch and Vargo 2006).

Co-creation of value is defined as the collaborative creation of value through the interaction of
different actors; fundamentally, customers and the firm (Gronroos 2012; Ramaswamy 2011; Wu and Fang
2010). It reflects the fact that value is derived from personalized experiences instead of being embedded in
the offering. It thus differs from the co-production process in that, with this kind of value co-creation, what
is co-created is mainly experience value (Prahalad and Ramaswamy 2004; Schau 2009). Furthermore,
Mukherjee and Venkatesh (2008) point out that the core of the experience value is fantasy and fun. To this
end, the co-creation of value can also be termed experience value co-creation. One classic example that
illustrates this theory is the concept underpinning the LEGO group. This is reflected in the content of their
website’s home page, which states: “Creative and engaging play has been at the heart of the LEGO group
since 1932, and our brand values are multiple which are imagination, creativity, fun, learning, caring and
quality.” Thus, through these words, we can see that LEGO think of themselves not only as a manufacturer
of plastic building bricks but also as a company that works to co-create an excellent experience with their
consumers.

Moreover, when it comes to the empirical study of these two areas, it is interesting to note that the
number of empirical studies on co-production greatly exceeds that for experience value co-creation. The
most likely reason for this is the inadequacy of S-D logic. This is because co-production is still prone to
follow the meaning of G-D logic, whereas based on S-D logic, value can only be created by the customer
through value-in-use, and firms need to find a way of accessing customers in order to obtain that value

(Gronroos 2006; Lusch and Vargo 2006; Saarijarvi et al. 2013).

1. 3. Research aims

The aims of this study are as follows: (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 taking place on a C2C e-commerce platform.
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2. Literature review

2. 1. Research gap in value co-creation

While most of the focus of existing literature has been on the interaction between the company, or its
employees, with the customer (Tsiros and Parasuraman 2006), marketers and researchers should also be
aware that interactions among customers can have profound effects on the customer experience (Baron,
Harris, and Davies 1996; Martin 1996; Martin and Pranter 1989). Even though marketers have realized the
importance of building strong bonds between customers (e.g., the influence of a purchase pal, Woodside
and Sims 1976), researchers and marketers ignored the call for creating relationships between customers
and have focused primarily on creating relationships with customers. Customers can affect one another
either directly or indirectly (Baker 1987; Bitner 1992). For example, crowding or standing too close to
others can create anxiety (Bateson and Hui 1986; Fisher and Byrne 1975; Hall 1966).

On the other hand, customers can also affect other customers directly by the different roles that each
customer may assume. For example, some customers are disruptive (e.g., talking loudly during a movie)
while some may assist fellow customers by playing the role of an advisor, with the other customers
assuming the role of advisers. McGrath and Otnes (1995) developed a typology of roles that strangers can
play in a retail environment. They identified specific roles such as the help seeker, helper, competitor, and
complainer, among others. The positive and negative effects of customer-to-customer interactions have
been empirically documented for the tourism industry (Wu 2007).

Thus, based on the view of Brodie et al. (2011), Storbacka et al. (2016, p3009) extend consumer
engagement to actor engagement. They define actor engagement as “both the disposition of actors to
engage, and the activity of engaging in an interactive process of resource integration within the
institutional context provided by a service ecosystem”.

Therefore, this study will put the focus on actor engagement and examine the role of actor

engagement in experience value co-creation.

2. 2. Service ecosystem

A service ecosystem is defined as a ‘relatively self-contained, self-adjusting system of
resource-integrating actors connected by shared institutional arrangements and mutual value creation
through service exchange” (Vargo and Lusch 2016, p. 11). According to the service ecosystems
perspective, value creation emerges through the act of exchange at three different levels: a micro level
where two actors exchange in the context of a dyad; a meso level where three actors, not all connected
with each other, exchange in the context of a triad; and a macro level, where numerous actors all exchange

directly or indirectly with each other in the context of a complex network (Chandler and Vargo 2011;
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Vargo and Akaka 2012). These three levels should not be understood separately, but rather simultaneously
through the concept of a “meta layer” that provides insight into how these three levels of interaction relate
and evolve (Chandler and Vargo 2011). Alternatively, a service ecosystem perspective conceptualizes what
value is and how it is co-created by joint efforts among firms, customers, and other actors (e.g., suppliers,
government agencies, nonprofit organizations) (Vargo and Lusch 2008).

Service ecosystem view draws attention to multiple levels of interaction as drivers of value creation
(Akaka, Vargo and Lusch 2013). Moreover, a service-ecosystem perspective draws on a dynamic systems
approach to study the interaction and exchange of service among various actors. It emphasizes the role of
institutions in governing interactions of several actors that participate in value creation (Williamson 2000).

Importantly, S-D logic promotes an extended contextual perspective, which includes social and
cultural contexts within which value is created (Akaka, Vargo and Schau 2015). The discussion on service
ecosystem mainly focuses on how phenomenological value emerges through interaction and application of

resources within systems of service-for-service exchange.

3. Conceptual framework and hypothesis development

3. 1 Conceptual framework

Based on the prior literature, the conceptual framework for the experience and engagement construct
is established. The framework specifies the relationships between these two constructs, with the platform
also having an impact as an environmental element. The following section justifies the relationships by
reference to the literature review.

Experience is important in business practice because to some degree every economic offering is
experienced (Van Doorn 2006). Moreover, Desmet and Hekkert (2007) also stated that “all actions and
processes that are involved, such as physical actions and perceptual and cognitive processes (e.g.
perceiving, exploring, using, remembering, comparing, and understanding), will contribute to the
experience”.

Furthermore, engagement is a multidimensional and hierarchical concept, which means “a
psychological state that occurs by virtue of interactive, co-creative customer experience with a focal
agent/object (e.g., a brand) in focal service relationships. It exists as a dynamic, iterative process within
service relationships that co-create value. It is a multidimensional concept subject to a context and/or
stakeholder-specific expression of relevant cognitive, emotional and/or behavioral dimensions” (Brodie et
al. 2011, p. 260). In this paper, we adopt the view of consumer engagement as a psychological construct
and treat it as a cognitive process which has an impact on consumer behavioral outcomes and thus impacts
the experience of consumers.

Multiple studies have already proved the existence of a relationship between engagement and
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behavioral outcomes (Algesheimer et al. 2005; Cheung et al. 2014; Lehmann et al. 2013). First, in an
experiment on retail shopping, Gonclaves (2009) found that increased engagement leads to increased
willingness to pay in a shopping situation. In their study of consumer use of Facebook brand pages, De
Vries and Carlson (2014) found engagement impacts brand loyalty, that is, the intention to say positive
things about the brand.

Moreover, Desmet and Hekkert (2007) confirm that contrary to popular belief, “emotion is the result
of a cognitive process, though often automatic and unconscious”. Thus, we propose that the engagement
between multiple actors can provide experience value to each actor. In other words, depending on the level
of engagement that an actor exhibits, the value that he or she derives from his or her experiences is
different. In the conceptual framework, the experience value is hypothesized to result from the

engagement that emerges from the interaction between actors.

3. 2. Platform as an environment variable

In addition, the experience is always influenced by the context; that is, the environment in which the
interaction takes place. Frow et al. (2015) pointed out that effective co-creation is dependent on the
existence of a platform on which actors are able to engage. Digital applications, such as websites, mobile
applications, and social media, are the preferred engagement platforms. In this study, we treated the C2C
e-commerce platform as the engagement platform where the engagement takes place. Wang and Liao
(2008) conducted an empirical study by questionnaire with 119 users of G2C (government-to-citizen)
eGovernment systems in Taiwan, seeking to measure the success of such systems from the citizen’s
perspective. The empirical results show that the digital system plays a significant role as an environment
actor. The prior literature also shows that the quality of website design has an indirect influence on
behavioral intention through mediating variables such as attitude (Dedeke 2016; Pallud and Straub 2014).
Therefore, this study proposes that the quality of engagement platforms may also influence actors’

engagement.

3. 3 Analysis subject: C2C e-commerce platform

A C2C e-commerce platform is an Internet-based consumer-to-consumer marketplace that allows
ordinary consumers to trade new and second-hand goods. As such, a C2C e-commerce platform is akin to
other C2C marketplaces such as village markets and garage sales (Belk et al. 1988; Lastovicka and
Fernandez 2005; Sherry 1990). Buyers and sellers are typically ordinary consumers, rather than
professional sellers running (Tang and Forster 2007). Recently, however, C2C e-commerce platform has
also come to accommodate business-to-consumer (B2C) selling alongside C2C selling (Chu 2013). These

websites utilize the ubiquity and convenience of the Internet to bring together millions of buyers and
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sellers, and millions of goods for sale, in one virtual place (Tang & Forster, 2007). In so doing, they
achieve economies of scale and enormous geographical coverage not possible in traditional C2C markets

(Chu, 2013). For example, the Mercari covers all of Japan even America.

Figure 3.1 Conceptual model
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Sources : Desmet and Hekkert (2007); Brodie et al. (2011)

3. 4. Development of hypothesis

Based on the characteristics of Mercari which has two important actors: buyers and sellers. This study
developed two hypothesis models, one is standing on the buyers’ side and one is standing on the sellers’
side. Moreover, based on the conceptual framework this study proposed before that consumer who is
highly engaged with the seller or the platform (C2C e-commerce platform) are likely to interact with them
more frequently, thus affect their final experience value. Therefore, the following hypothesis is proposed:

Hypothesis 1a: Actors’ engagement affects their experience value.
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Figure 3.2 Hypothesis model standing on the buyers' side
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Table 3.1 Hypothesis standing on the buyers' side

H1 Quality of platform has a positive effect on engagement between buyers and platform.

H2 | Quality of platform has a positive effect on engagement between sellers and buyers.

H3 | Engagement between sellers and buyers has a positive effect on engagement between sellers
and platform.

H4 | Engagement between sellers and buyers has a positive effect on the experience value of
buyers.

H5 | Engagement between users and the platform has a positive effect on the experience value of

buyers.

Figure 3.3 Hypothesis model standing on the sellers' side
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Table 3.2 Hypothesis standing on the sellers' side

H1 Quality of platform has a positive effect on engagement between sellers and platform.

H2 Quality of platform has a positive effect on engagement between sellers and buyers.

H3 Engagement between sellers and buyers has a positive effect on engagement between
sellers and platform.

H4 Engagement between sellers and buyers has a positive effect on the experience value
of sellers.

H5 Engagement between users and the platform has a positive effect on the experience

value of sellers.

4. Empirical research on C2C e-commerce platform

4. 1. Online data collection

In order to test our hypotheses, an online survey was designed and the participants were asked to fill

out the survey based on their own usage experience of the C2C e-commerce platform. The survey was

posted from July 1 to July 5, 2018. After one week of the survey period, a total of 400 respondents filled

out the survey. Of these 400 respondents, 200 are the sellers and another 200 are buyers. Moreover, a

profile of this sample is as follows. Table 5.1 indicates that the sample represents both genders, a wide

variety of ages, ethnicities, regions of Japan, household incomes and years of experience using C2C

e-commerce platforms.

Figure 4.1 Gender of sample
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Figure 4.2 Age of sample
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Table 4.1 Region of sample

Percentage Number
Region of Japan Tokyo 24.5% 98
Kanagawa 7.8% 31
Osaka 7.5% 30
Chiba 5.8% 23
Aichi 5.8% 23
Saitama 5.3% 21
Hokkaido 5% 20
Hyogo 4.8% 19
Fukuoka 4% 16
Kyoto 3.3% 13
Nara 1.8% 7

The participants first answered questions related to their experience of the previous usage on C2C
e-commerce platform and frequency of buying and selling. And we divided the participants into “buyers”
and “sellers” through their answers. For buyers, they were asked to evaluate the quality of C2C
e-commerce platform which they used most first, then the engagement between them and the sellers and
the engagement between them and the C2C e-commerce platform. Finally, the buyers were asked to

evaluate their experience regarding the C2C interactions. For sellers, they were also asked to evaluate the
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quality of C2C e-commerce platform which they used most first, then the engagement between them and
their customers and the engagement between them and the C2C e-commerce platform. Finally, the sellers

were asked to evaluate their experience regarding the C2C interactions as well.

All the variables were measured on a 5-point Likert scale, the lowest perception being scored with 1,

and the items included in the survey were adapted from prior research.

Figure 4.3 Usage of platform
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4. 2. Hypothesis model standing on the buyers’ side

We tested the structural relationships existing between the concepts using SEM. First, in order to
guarantee measurement reliability and validity, the covariance and correlation of all the multi-item
constructs in our framework were provided (see Table 5. 2 and 5. 3). The results indicate that the data fit
our conceptual model acceptably: ¥= 46.19; ¥°/df= 0.94; GFI=0.94; AGFI=0.89; RMR=0.05;
RMSEA=0.05; CFI=0.86; AIC=133.46.

First, we find that the quality of platform has a positive effect on engagement between buyers and
platform (H1; f1=.38; p<0.01) and engagement between sellers and buyers (H2; $2=.51; p<0.01), so H1
and H2 are verified. Regarding the engagement factor, results demonstrate that engagement between
sellers and buyers directly influence the engagement between buyers and platform (H3; $3=.39; p<0.01).
H3 is verified. About the relationship between engagement factor and experience factor, which is decided
by the types of engagement. Respectively, the engagement between sellers and buyers has a positive effect
on the experience value of the buyers (HS; f5=.27; p<0.01), the engagement between buyers and platform

has no effect on the experience value of buyers (H4; B4=.077; p>0.1).

In sum, the results obtained demonstrate that the actor engagement styles play a significant role in

engagement platforms.
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EV3
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Figure 4.4 Structural model of buyers
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Table 4.3 Structural model of buyers
No. Hypothesis Estimate
H1 | Quality of platform has a positive effect on engagement between buyers | 0.38%**
and platform.
supported
H2 | Quality of platform has a positive effect on engagement between sellers | 0.51%**
and buyers.
supported
H3 | Engagement between sellers and buyers has a positive effect on | 0.39%**
engagement between buyers and platform.
supported
H4 | Engagement between sellers and buyers has a positive effect on the | 0.27***
experience value of buyers.
supported
H5 | Engagement between buyers and platform has a positive effect on the | 0.77
experience value of sellers.
Rejected
Significance level «<0.01 ***; «<0.05%*
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4. 3. Hypothesis model standing on sellers’ side

We tested the structural relationships existing between the concepts using SEM. The results indicate
that the data fit our conceptual model acceptably: ¥’=97.939; x¥df= 1.99; GFI=0.920; AGFI=0.87;
RMR=0.07, RMSEA=0.07; CFI=0.92; AIC=155.94.

First, we find that the quality of platform has a positive effect on engagement between sellers and
platform (H1; B1=.493; p<0.01) and engagement between sellers and buyers (H2; f2=.770; p<0.01), so H1
and H2 are verified. Regarding the engagement factor, results demonstrate that engagement between
sellers and buyers directly influence the engagement between sellers and platform (H3; $3=.331; p<0.01).
H3 is verified. About the relationship between engagement factor and experience factor, we can find that,
in sellers” model, no matter what actor engagement style, the engagement factor has a significant positive
effect on the experience factor. Respectively, the engagement between sellers and buyers has a positive
effect on the experience value of the sellers (HS; f5=.424; p<0.01), the engagement between sellers and

platform has no effect on the experience value of the sellers (H4; f4=.126; p<0.01).

Table 4.4 Correlation of sellers’ model

EV3 EV2 EVl CE1l CEl12 CE13 CE21 CE22 CE23 Pl P2
EV3 1. 000
EV2 | .702 1. 000
EV1 . 423 . 426 1.000
CE11 | . 427 .427 . 403 1.000
CE12 | . 379 . 448  .340  .601 1.000
CE12 | . 477 . 525 .359 .615  .674 1. 000
CE21 | .632 . 585 .548  .342  .316 . 412 1.000

CE22 | . 541 L4171 . 522 . 315 . 239 . 395 . 682 1. 000
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CE23 | . 568 . 565 . 558 . 373 . 364 . 430 . 690 . 685 1.000

P1 . 385 . 288 . 408 . 311 . 221 . 272 . 381 L334 447
P2 . 367 . 285 . 352 . 332 . 198 .211 . 332 . 312 . 361
P3 . 416 . 341 . 362 . 400 . 248 . 325 . 348 . 329 . 334

Figure 4.5 Structural model of sellers
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Table 4.5 Structural model of sellers
No. Hypothesis Estimate
H1 Quality of platform has a positive effect on engagement between | 0.32%**
sellers and platform.
supported
H2 Quality of platform has a positive effect on engagement between | 0.39%**
sellers and buyers.
supported
H3 Engagement between sellers and buyers has a positive effect on | 0.56%**
engagement between sellers and platform.

35



supported

H4 Engagement between sellers and buyers has a positive effect on the | 0.88%**

experience value of sellers.

supported
H5 Engagement between buyers and platform has a positive effect on the | 0.06***
experience value of sellers.
supported

Significance level «<0.01 ***; «<0.05%*

4. 4. Conclusions

The present research studies the relationship between engagement and experience in engagement
platforms as an important stage in the co-creation of value process. Our results have shown that the quality
of the engagement platform has a positive effect on actor engagement. Then we can find that active
engagement with part of the actors can increase the experience value. However, engagement with some
specific actors may not has influence at all.

Firstly, it has been demonstrated that improving the engagement platforms which as an important
environment actor, is an important way of promoting engagement between actors. About the quality of the
platform, there are mainly three dimensions, respectively information quality, system quality and service
quality of platforms (Wang and Liao 2008). If the firm can ensure these qualities, such as when the
customer has a problem, the platform shows a sincere interest in solving it (i. e. service quality) or the
platform provides the precise information that customer need (i. e. information quality), then customers
will see themselves as important actors in their relationship with the firm and develops meaningful
experiences.

Secondly, our study shows the importance of the engagement in actor co-creation processes and
verified the importance of actor engagement which is mainly the interactions between actors in fostering
co-creation experiences, not only as a means of obtaining intangible resources but also can enhance
customer cooperation. Exchanging ideas, communications, getting support from other customers can
create a fabulous experience for each actor. Consequently, engagement and experience becomes an
essential context for involving customers in co-creation processes, and this involvement will positively

influence future customer behavior.
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5. Implications and limitations

5. 1. Discussions: The influence of engagement styles

The study finds the engagement style of an actor to be an important factor that will influence how
actors perceive the experience value outcomes. Prior and Marcos-Cuevas (2016) conducted a case study in
the aerospace industry, proposing nine possible styles of actor engagement that influence the actor’s
experience. For the purpose of this study, the researcher selected two of those nine styles, namely the actor

who has an explicit goal and active behavior, and the actor who has an explicit goal and passive behavior.

Table 5.1 Actor engagement styles

Actor does not reveal purchase goals, Actor assumes primary
Active behavior  assumes some responsibility for fulfilment; responsibility for fulfilment;
requires minimal support requires minimal support
Actor does not reveal purchase goals; Actor declares their purchase
Passive behavior expects supplier to “deliver” goal; expects supplier to
“deliver”

Source: Prior and Marcos-Cuevas (2016)

In this study, compared to the actor platform (C2C e-commerce applications), the sellers have
relatively active behaviors, while the buyers, as actors, also display active behaviors. For example, the
buyers and sellers often engage in lengthy conversations as part of their negotiations over the price and
details of the items. However, the two parties differ in terms of their respective goals. While sellers have
the more explicit goal of selling their items, the majority of buyers freely scan the home page and should
their negotiation with the seller fail, they then have the option to end the transaction. Therefore, in this
research, we treat the sellers as the actors with explicit goals and active behaviors, the buyers are the
actors with implicit goals and active behaviors.

This helps to explain the outcome of the study in that, for the buyers’ model, the engagement between
the buyers and the platform does not affect their experience, but from the sellers’ point of view, their

engagement with the platform does affect their experience because they have explicit goals.

5. 2. Implications for research and managerial practice

This research has aimed to develop a more manageable framework for understanding experience value

co-creation within service ecosystems and has verified the importance of construct engagement in the
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marketing field. In addition to the identified research issues, the paper makes four specific contributions to
S-D logic and especially to the literature on engagement.

Firstly, Chapter 2 identified several gaps in the literature on S-D logic; thus, for experience value
co-creation and engagement, value co-creation is abstract and difficult to observe empirically. Hence, by
introducing the construct engagement, this research facilitates the microfoundation movement in the study
of S-D logic. Secondly, most existing studies on engagement have tended to focus on the engagement
between the firm and customers while ignoring the engagement between multiple actors. Therefore, this
research uses the construct actor engagement and expands the conceptual research on customer
engagement to create a more comprehensive understanding of the interaction between multiple actors in a
service ecosystem. Next, by reviewing the empirical studies conducted in the engagement field, we find
there to have been sufficient research investigating only antecedents or consequences, while only limited
research has sought to consider engagement as both an antecedent variable and consequence variable
simultaneously. This study investigated engagement in the role of both antecedent variable and
consequence variable, thereby enriching the study of engagement.

Finally, this research verified that the actor engagement styles, which are resource integration patterns,
can influence the relationship between actor engagement and the final experience value of these customers.
This, therefore, provides a fundamental structure for a focal firm wanting to better understand and manage
effective value co-creation. The effectiveness of engagement styles is likely to vary between the different
actors’ own behaviors, thus indicating the need for a deeper understanding of each actor and their

characteristics.

5. 3. Limitations

Firstly, although the experience variable has many independent dimensions (cognitive, emotional...),
this study considered and measured it as a complete concept and thus ignored the differences between the
separate dimensions. A further limitation of the study was the order of the construct experience and
engagement. Prior literature about engagement has pointed out that it is actually a cyclical process wherein,
if engagement levels rise, the consumer will seek further experiences through the on-going use of the
market offering, and this on-going use will continually influence the engagement. Finally, this study has
only analyzed the engagement between three specific actors of the flea market app (i.e. seller, buyer, and

platform). However, this leaves many other actors that are still to be further explored.
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Appendix: Measurement scales

Variables Ttems
Quality of platform Information A1l: The platform provides the precise information you need.
quality (A)
Wang and Liao (2008) A2: The platform provides sufficient information.

A3: The platform provides up-to-date information.

System B1: The platform is user-friendly.
quality (B)

B2: The platform is easy to use.

B3: The platform has an excellent function.

Service C1: Platform shows a sincere interest in solving your problems

quality (C)

C2: You feel safe in your transactions with the platform.

C3: The platform gives you individual attention.

Engagement between CE21: I pay a lot of attention to anything about specific buyers/sellers.

sellers and buyers

CE22: I spend a lot of my discretionary time to communicate with specific buyers/sellers.
Vivek et al (2014)

CE23: My days would not be the same without these specific buyers/sellers

Engagement between CE11: I am proud of using this flea market app.

users and platform

CE12: Time flies when I am using this flea market app.
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Cheung et al (2011)

CE13: I try my hardest to perform well on this flea market app.

Experience value

Verleye K. (2015)

EV1: It was a nice experience.

EV2: T am able to connect with other people.

EV3: 1 got a compensation according to the effort I made.
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EA - RH - RGERITTB RO 4L, FIHSERITIIRLE (G5, 2019) 272D THDH, Fl
RAENRT FRy 7 RH% T 2R EEEREBN &I1TER Y, P&C BHORANE®IZ, EICAK
RETEHRMEICL > TRIEIN DD AFESHITL IR, F 7 FAGE B O R OEE %
EHLTHWS Z L DR WEDBEARS b EHR IRV, WZXIZa A hwRX T A M T
FEAHEROBEA - 28 - RO 3 MERTHARDONE L5,

3.2 TR MRV AL MBI DIEALTE R OF]FHFREE & e B

UTD2o0HENL, 2 A MR VAL NTOEREZRDHHALELEE LTI A R~ RT R
Y NMCBT DIEAMRE RO TRIARRE] & TR \ERT 5, #1120 EENMTH D, DeLone
and McLean (1992; 2003) 2 XL, 1HHM I AT LTI MEHT AT 20T 205 ik
TP L OREBR/FHFICB LT TREL LT, FARELHEED 2 OB EICHVHLR T
T, HHRORMEE LFIAFORMICE Y v 73S 5 X 9 ARPL T, BRI EN I # s 2
T A TH>THTOAHAMEITENE W) BEE#R, S, BREEROMHRESHEEZIET S
ZENEERINTE T, B THA SN2 WH D WV EORNRE RS 2T A%, R
9 ENTHEBEICEM LA RO THD, LER> TREFBHO 1 >Th 2 FEMERICE N T
HbINDIEATHZLIFEETHA 9, D[EHEMOMEILFIEL L CORBETIZR, Lo
LY ICHA SRR SN 5 0MTAET 5 (Hall, 2010) W HHERbH 5, EEICFEMERO %
TS 2 < ER A Y T TE 727 (Schoute, 2007; Foster and Swenson, 1997 72 &), ABC k5
WAAOMREICIEN S L Z ELEMINTRBY, ORI REMEN AL EM# LTV D
DPH BN EIET R0,

F218, Kx LHEODDIERFENERD ZEDNBESNDI DO TH D, FIAERE L MEE
ERIERLS —EOMBBERLRD ON LN, BRE VAT LR TIEE 25 2 2B HERIIR e
52 EMNRENTWVWS (DeLone and McLean, 1992; 2003), % 726 2 X E FH &2 FIH L
XTIk Tk, FIAREOARTORETIEIR+0TH D, TODFEMIRE THIRT
DY, FAMERICE LTS, FIRRE L MREE L BERTIHEEFLNT L -8 Lan D &4
EEINDT2D, HxERETILERD D,

3.3 BUEERMBE L 2 A b~ X T AL MBI 2 FMGEROF AR - T2 £ o BRI

INFETOFEREREEZ, aA MRV AL NTEREND 3 5O LB RIT & FEAMIEHROF A
FREE - MR OBURMEIC O W TR T 5, TRALBERITICE LT, FMEROFHEER
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L OV R E O &R BRMESRE S LD, AT T, FBUMEROBMA G L mD 5 2
LT, RSB CORHEZRTEANRE I N TS (Brierley, 2008; Merchant and Shields,
1993; %, 2019), JFEORAE DT %I 2 BB ERPZHEM TE 2N EROBFEICEN 202
ED G, FUMEROF AWM R L ITRO RS EE SN D, EBERENS  HBREOR VS
FHEHIZ, FIAEFOBBREZIET S (Chewning and Harrell, 1990) 7¢ &, fEEMEHFIHSC
iR & OROPRIENIBE SN D,

ARG ERICIZEI LT b, R E d ORI AR I X O 2 & O i & 2 72 BREIIEE SN D,

(54722 BRI IZSR 72 D)54M ) OFFEO@ Y, FIFE O Z 2 718 CC bl 722 A g )& 4t
LEEMTH S NOHERMINTE L, B O L 822 2 FAREROF AR, @k
HH - Avva - OFMERZBEYIRZ A I 7 CTHET D ZENZOR WM EEIZEND

(Chenhall and Morris, 1986; Pizzini, 2006; #Fi1%7>, 2000),

— 7 CHEAMERICE, RMEROWMEE & OHIERBERICH D 2 EBRBESND, IEfEME
DME < BUE B O SR & TRt U 72 B0l oo UL F ISR HE O RERIC S22 2 FHITL < RE S
N THY (Abernethy et al., 2001), i & XBBRNEY, FFEMEICE L THH XX ITH
MOBERZZ T TRELT, EEEMAOHAEICL VRSN IEAXRFURFERIL, FEMESCR
FEFTREMEAMENZ &S, FUEERA~DEHITIET T2 & Vo L RBAGEIL S H V (Myers et al.,
2017), iR L OBREABESIND,

—F/ T, EARSBERCEFHABREICEL X, 2oBERETEWES XS, BAMERTE I
ZOEZDOEY HFROBEICEHDLZKILTH Y, MOMERITTE A THROFA LLT S &0
BAGRASHE N, Fle RIS 8 0 EREE DK FIZ X 2 REBIS O X B OKE L OR—8ux, JEf
HHRA~OFRERE~LENRD, LNPLIRA M3V Ay MaET P&C BIUTIE, FUHHE R HEHE
& B D Z L B %< (Drury, 2015), FIAEITFEMICKT 5 FMEE D 2, Bl 2 EMHME
REBIEOMEZBHML TV LTY, BT 2WESE D20 FUBTERZFIH LRV &
HELIZ<W, BlEoEm LY LT ORGHE R~ T 5,

1 TR O RBLEE - XIRGEIEL, 2 A bR P A 2 MBI A RNEROF] HERE &
EORRIZH D |

R 2 TEAG G RO EASE - REUWE - UIRGEIL, 3 X FvRX VA MBI 5 FMFE RO
TR L IEOBIRICH B |

3.4 EAMEICHT HRESY « SRS E OFHEL R

ARFIETIE, EASE &R RO e B o BRI 2 RBUIWE & SUIRGE ORI R b
BET D, T2RbOLEREBRENR ENIZEEL TH, REMER L OIRGEE O SR & - Thig &
L DBIRIEIZR R D L WO BHRTH D, SeATHFIE CIIRE 7R B R FH 5 S0 IE MR D & W U A 3
X, 7L FEMERIC T 2R EICER LRV &EBRERM I TE 7% (Brierley, 2008;
Schoute, 2009; Shields, 1995), Z 9 L7-M@EICk L C, EfEMEEMOREERN ML — K - 471
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RolBRIT, UIX UITTEMMEZ I L TR M2 B S 2 FAIN R SN TN D, fil 2 1XH
BEERBOBELRY, BEO~X Y x —Ilb s TaA XV AV N EOBERP APV HE
RESVERLEST S (Hiromoto, 1988 ; Merchant and Shields, 1993), & 2 WMIIEMEMEDFRW
JFAMTEHRIZZ OEB LR L2 L BRAFIC & - THAEC B ANIIG U BEREE LV CHE,
2019) LWL EATHD, 29 LEr—ATIEOWTN G EMEZBIEICLTTYH, hofkts
BEIELZ & TRMEBOAHMELZHR L Tz, 2F 0 FUTHEROBE A SE (EfMHE) 13X,
FNET TIEFME RO R EIZIXERHE T, ORI I LD THEEIZER S Lo
T-BIRMENIAE TE 5, Bl A XFMIEROBIRN 302012 <, E2¥ A7 & OB E IR
WTHE, EHIEEEPERTEEBNTH> THMEEIITERRNTHAS, LIy, BT
DGR AT T D,

I 3 TRBUGE & SUIRE L, BAEMEE IR w3 A > MR 2 JFANE #H O 2 E 0B

RMEZ RS 2

4. WFZEHE

4.1 T—Z DIk

THNT v — MAL, MEEREON, FAEW NGO 243 THE2IRICHEE L -
(KF2), AthiZ 7 7 2F v 7 MERERICHEINDIREETHY, FICTTAF v 7 BIED
g - R EIT>TWVD, BHUIEFHSBERIIOBESNOIREETHY, EFHEPLE L
TR ORYE - IRENTPLEETH D,

WAL, THNOEETMB L OZOBEERMICHRET2r Y —vx Uy — (T4 V- RE
HY) LEORMZzx5 s Lz, 2k, FaioMER0#FAEICEW\WTE2TO THIZHB W CEAM
HROMES K ORMIEREZ b LI LS EEHELZITo CWD I ENBESNDI D TH D,
ETOTHIZBN TR Y —v 3 Vv —L EOBMENSINT 5 A RSHETHRMEHRDO L B2 —n
1T, A OAEERROHERL L OWRA OBEEIZMAITZFE LEW M Thiv Tz, Zh b Dk
frlx, EEOHEAIZB W TRM~OELE A - THEY, BEEICKHT 5 FEMMEICIS O TRBEAET
7-BRE, BRSNS, EFEMERIT, ARSESINEIZEFRNIC Excel B TR S
TW5,

BEWZEORIIZE L TIX, Afrhix, THRIMAN L TA—/L AL Lictk, BIEE»GERE
& 25T 5, B, REBEMEZRELTERA - BIL TV, 2Ly, BIZEO EF
ORI, RANK L OBERELZRBT 52 A< ER L, BT, AT, KEZBRO
=567 ERHT D,

Fo AL BHOV T TIE—HMOEMEE CENHERINZIZD CHBE, 5%HE), o
WOBRIE, ZhoDRBLHHlTo0ENHA D,
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KEK2 IHBR7U5— AEOHE

KRNI ESy S Y
At | PTH (EHN) 18 A 2018 411 A
X Ty (EW) 29 A
B # 2019 4F 2 A
Y T8 (EN) 18 A
4.2 ZBEORE
K%k 3 FEMRFLTOHER
. Pt SRS E STARHE
FERIE P REAE | BESE | \
RmE - SERM - BN
g |QAEEROTATI R PR 465 | 127 | 981 002 -010 ~138
g o | IR, WOAAREEEOEI 41| 106 | 794 204 -067 -019
e JEAGE I, T ORI FT N
i | OIS, O 424 | 1.09 | .664 -074 031 232
< JEA G S 2 A b O R AR AL
sy | BOIEHD SR 427 | 110 | .609 -153 185 223
. FRATHE 800 B 1, TR R A D
wigpp1 | EEEROKIS, 427 | 091 | -057 784 157 181
e © SR 8 D B i, FERE & Tl L <
Eapre o | TWERORAE, 5 375 | 116 | .007 -730 128 012
s | IEROREOTREEOTE ) 440 | 107 | 232 703 -.088 -.082
paper | PAETHOREORETEEAR B 405 | 11e | -136 519 226 -.061
e FABEHICIE, BEELTWDLT —4
eapr | TEERES ERS 405 | 1.03 044 -017 952 -.089
Iy JAG I, R NRO T — &
eatr | MR A 416 | 1.04 | 012 041 858 030
- A B, B 5 OXEFIC T BIE L
it | P DA 442 [ 133 | -003 122 -.065 899
g | RIEROBIA, BAOREERE | 429 | 133 082 -101 -.021 887
D
Cronbach’a .904 782 .899 .895

MR F-RIHIE « Fobik, [RlES
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JAME BB ORE L, AL L 7= E WA E 4 kot 7L (Wang and Strong, 1996) @
HE ZPHJE L7z Lee et al. (2002) % TiZ, ERIHEH MNFAMFEHR IR IS ITEEL, TRY
A= NAT—=ATHE L, 2095, FHMELZEEL Tz 1 HE B L ORI & L TEE
LTWE2IHBOFH SEAIIELTE, WINORFIZHLEHED i oiaizd, ZhzkilLe
12 HEH THRRMOR 750 Grblk - 7rn~vy 7 AEE) 217-o72 (KM% 3),

ZORER 4 DORTFAMH SNz, b3kl L7-E€7 /v (Wang and strong, 1996)
DEERTEBAWNRFER & 2 oTe, T2 USRS ERITTICE L TiE, etk B TR %
K23l Sz, SUIRGE - setkd L OSUIRGE - BIEMEE LT H ., 1, Zhit Wang
and Strong (1996) &£ F /&9 % & O TidR, FHET AT, W0z b &1 13 O FALFE%E
L7 BT, HEREEUL T bDE 4 DOWERITICANT ATAXTHENWI AT v T %
BATWD, 207, HMERICEMKT 2 TAFRFEIEHERE T D b o0, F—EFICE
EEDZLEILTLBRES TR,

ARFFE TRV L FMFE RS E 2R T 228 8INE 4 0EY Th D, W, EEicdhHiz-> T
FHEDOWREE L >THEY, SHOERT, LELRELET 5720102 TEHEE b &I
feL7e %z MnTind,

Fleary be— e LT, FIHEOSRFERLS OBt (¥ —42%), FALFHROA
FHEERE LTz, JRAMEROAFLEE, FIEHMNGEHEAF L TV D0 ERE S RHER
ICZTH > T a2 I —EHE LTS,

&4 REFEHREREEZERT DEH

&/ME &KIE FifE BERE
BEERE 1.75 6.50 4.02 0.84
REGRE 2.00 6.50 4.28 1.04
XAk E - BEl 1.00 7.00 4.35 1.26
XiRME - T2 1.50 6.00 4.11 0.98

5. iR

AWFFE TR LI EZRGET 72012, 2R b~ 3P A v MBI D JEMEHoF AREE
EURE LD 2 DORFALEKIZXI LT, 2 20T AEBEL, BEMERFSFTEITO.
ETNVLTE, EORTHLIEANE, RBWE, URSE - B, SORME - et £
Ay b —VERTHDLEER, TRt I —, FUlHROAFTES I —2BAT S, €
T2 T, BTV LICMATHEAME & RBWE, SURSE - B, SURME - 2e2MEoL
AAEHEHZ S 2 BT D,

EEUFHTOFERIZKE 5 1R Lz, Kt LIZH LT, E7 /0 la TIHEEIHSE R L ORS
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B - BE SSRGS RO MR & EOBRIEICH D 2 L MR L. (B4 HEKE 1%, 5%).
FARE®Y, EAMEE OBRIEIIER SN R o7, — 7 THREEZLERE TOARE LI R
D, SOURenE - SEEMEICE L CIRIEDBRIENHER SR o 1272, REE 1IFER ISR &
hictsEx L9,

H%5 ERFIMOMHER

R i I
EFV 1a ETIL 2a £V 1b EF /L 2b
. A E -.057 -.157 -.041 -.169
iI_ KB .275% 2577 B5T71** .502%*
7 SCARALET + B .490%* .555** .042 .078
* SRR -+ Se4aatk .049 .162 .303* .344*
A+ H -.149 .259°
2 HAE
A7 SR - B .170 .327*
& A SOk - 584 -.205 .044
L] TREEy 8 121 .205% 172
il 25
y 2EFI— -.057 -.053 .003
* AFFESI— .275% -.032 -.035
RIEFREK .583 .663 .686 718
B IR E AR S .519 .584 .628 .652
FfE 9.182%** 8.444%** 14.353*** 10.950%**

M/ TR X D HEE, REUTIEREL,  Tp<0.1, *p<0.05, **p<0.01, ***p<0.001
¥ Schoute (2009) HA#ZE(2, FIARE @ [RAHE I IV CTIRAR R # 2 B ICFIH L TW5S ],
MR RS RIS &7z - TIREBS A TV AR BITHE L TV\a) LWHHMERZ 7 8Y v
J— b R — L CRIE
BTG 3 ICBT 2MFT21TH., £V 2b TIX, JEMIEHROMEEICH LT, EAMELE
KHWEORZHEAEREOFEZ G EAKAE 10% TR, BEAWE & SCIRE E BAEE M 0D 22 AR I
DL BN AR CHRA LT, —FHT, EAEWE L URGE - 52RO ANEREOZEIIHR
INZenotz, LIano TR 3 bR ahiz L F 1 5,
BB 2 I L TRET 5, E7 /0 1b T, REBSER LOSUIRSE - B, 5L
RO L EOMRICHD Z L E2HR L %kﬁa*ﬁw@5%oﬁﬁﬁgk1W%g'

SEAMEICBI L CIE, EEMBERMEIIRR SN o200, BERo@y 50 2b TIEZHAE
AHEOEERGETHY, FENRBEBRIEIRE - RIS, LES - TRM 2 ITXRFS
niEsx89,

W, BTl 2a T, FRRICE L TUTET N la LIFIERBEORKREEZ R L TWAS Z LTz T,
RAEHEIIWT RO AR TR, I60RRIE, B WENFMEROFHBRE IR
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G 2700 ) (K ERORHE S BEANTH 5,
W, ARHEHBEOBIRICHT-D, FHEIO e L THMBERI O E21T 9 2 E N E LV, A
TIIEIE O A £, BIET 5,

6. &

pii

ARHFIEDAGERIL, HMARRBDOEEDNTILS IR S 7z, K 1 3B KO 2 225 1%, Al
RIZRD BB R T 2 BRI EERTE 5 (MK 6), JRiE RO RELLE B L Ok
BN, FIARRER L OWREOR T EBE L TW=olaxh LT, B4 G0 I e B o BB
, FIRARBEICIIREL QWi olz, DFE Y CHIEEEMEE (BASE) 2RO TH, KM
RIARGME PRSI N TORWIRY, JRMEEROFAITER &2, ZOfRIE, EMMEE
bR THETHEBFIOERM LI RITHRE L VAN TH D, AT TIE, EMERMORMEE b
L— R« A 7o BRI, LI UIXIEMENEREIC R 2 B3 #HE STz (Hiromoto,
1988 ; Merchant and Shields, 1993 ; &1, 2019) , AFFFEOFER 2 B £ 2 T, BEASLELIFIIZ,
REWERNREE & @ o 2 i, FAEROFIHIC S ABB 5=, RILER IR
BOHGPEREND LIRS D2 LR TE D,

W& 3 oL, JRAREROWEEICH LT, BAMBEIILERETIEIH LD, +o&khETidn
WEWS BRERIERTE 5, BTN EREZH T TE R EREEZ S OEA MEIL, 2T
EEDTHRANRDH Y, ZORBIIRFGESNRGE O ERITEKAET 5, MK, RMFHRO%
ffihfFgE & L T Dater and Gupta (1994) (2fR&E S DMK ORGEH L € 2 bR H S 2 1l
DOEMMEICET2MRITEERR R THY, TOEBEIKRE WV, L LARFEOREIL, Wi
W ET7 v aikit L, EREEz&EDL LThH, £Oan) R4 SRfMEDOZ 27 L oS
PERR - SR T, TOMRITHOR I EE2RLTVD, DIICEBITHEMNICL S
FRZRRAPEICERLE LA EE L S 2 L)

f

B0 f

c

3

BAZ 6 U i an B & SR oo R RREE « i L B o> PSR

EEAT 4 B

L
FIR SN ST IR B RSN
A SOURSH B IRAGTS:

N2 CABFFE CTHERE L7z 3 DOFELIE, ABC ORI ZRBERFH A OG- @A n A IZHB L
T L AN TH D, T D OFFERETI, BERRRGFIZEIGER L TH 2 02 RITH
FHITHY, HEFCHEH T B RZEREZL I BEMEEA R LTS, 21X Hoozee and Ngo

(2018) TiF, FUIFHRORBG 7' v 2B~ 2 ¥ — BB S5 2 LT, JRUTE #
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DEMPEDTBMPBEED ZENFEIESNTND, ZOMRE LT, Rit~OEICEY 2Ty
—OJFAGE WIS B m E D LI, REE BBSICBET 2P NIRE D Z L O RIE
DEERMBEIND ZERFT LN TV, IO EE x5 &, Rit - EH 7o ADOFTEN,
JEAR 1 ) > R BLAVE e SCIRELE D 1) ISR 5 723, RS O 2 2o AME ORI BN 5
LFRRT D EMMFHETH D,

7. BHVIZ

AWFFEOBIIL, T A MR A Y MUEH SN DRMEROREABIHT 52 L Tho T,
oD, FAMERGSEO 7 L—L T — 7 2L, FAMERIZ RO 625 R 2 MR ok
R REEZFREE Lz, AT, AERMHO~R Ty —2x R e LI THNT 77— M& %
FEfE L, BEME (BEKRIT) L3R MR P A2 MBS EGE SR R E I X O R E o
BfRMEZ M Lo, 2R, (1) KRB - ARGERCE, FMERORARE L EORGZRNEH
ST, BEMERITIEBERERER I N o722 &, (2) FAMEROmMEEICBE L TiX,
R CPRGERTOETHEEL TW=2 &, (8) [EAMERIT &l e oREMEICE L
T, X - IWRGERITCOFBEDR BRI NTZEEORANRH -T2, 2 b OREEE, Kl
BHROTERICH - TE, TBITHROPLTH - EMEEZS0REAWERT LD HRE - UK
B RTMEE SN D Z L oYM, EAMERITE, WMREOLESEITH DRy &MET
X7 nZ &l K E R L T,

AFIEOEERITEY TH D, #1112, FAMERSE 7 L—2A U =271kl 2 2 LT, FRIT
ALY ARG BILTW R o 7o RS OGS ESLHABRE~OX L, L &mWail %
b o THER L7z, [EMEPEICESE Y TTE BT L, AT IEMME % @ Fh L 7o iEn
RIV—AT—7 ZBRERL, SHEOFEBER LT, LD EREEST T, FEARE®ROF]
FARCT R IZ BN O3, R EICEE T2 EERA R Lo, 3 2 ICEMEDSORMEICER L
TEHEBICOVTHEEBARD bND, D ORISR SPHEESITERIL L %< D
MEOEEMELZEM L WO 2O ROMGIIEE CH 72, & 2 TIRMIF S M E IR L
TR 7 L— AU — 7%, FATHROMRAZEM T 5 Z L 2 ATERIC LTz, ZAUT &0 &5k
DR 3 OF AR BE O RS 5 2 DR BRRE N R 5 Z b0, MENREENbDL L d
W ODDOBBRENRERR S 57, H3ICTHOB T —< 32T v — LU TORBRZEILO L
Thod, AFETIE, WTNO L THRBEORMEBRICH LT, X ¥y —IC L ZDERM
BOBINTER DT, O L1E, FRAMECE RO EEBRELX, £ < OETHIESxISRE
LCEREEE - THLANVETCEATSTHY, BT — LAV XL THRHET HEE
PHERLTWVE D,

—FH T OPDORBRABFET D, ETIEF U TVOREETH D, RFETIE, RSED
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RV Y —ITERNCX T B EEBREH AT AD
HEHOHE

BB OB X

<#= K>

AFZED BHIIE, PMS OFEH, BL O~ V¥ —ODLHEMOMEICER L, MikickiT 2 EBEHY AT A
(Performance Management Systems; LAF, PMS &l%) OZhRIZOWTEERMICHLMMNZT I L TH D,
T, PMS OMEAMN~R VX —DLBEHT L RT X NEBA L, M7 -~ U AR E 52 58
REERBRF L7z, 2018 45 2 HIT T o e — XA &% b LI L2, B OBEORE, PMS oM ik
WL > THARIZRIT D PMS OB RN D AlfetE & R L7z, #RIC, PMS %18 U CHf Sh 2 1E o s iR
ERT LIPS OBHAFEEZ My 7 v X VA IR EDZLICEY, XUy —DODLHET R X
M@ &85 Z ERBE ST,

<F—U—F>
MRS, EBEHL AT LAOMEM, LI RU AL N, ST~ R, R

1. 1ZL®IZ

INETERBREH L AT L (Performance Management Systems; PMS) (2R3 2 #F58134c%
ISR TET, L LR biltdE, PMS ORICOWT, i, R OME b —EHLH 722
FELRIN TS, Bz, Hamel (2009) %, PMS O7E T B I3 LTl k4
HZTLES LS PMS OADHRIZOVWTEKR LTS, ZORICELT, BROMEICE
Wi, RV REA TR EHEE A ERICH L TE L SER WL O RS EHOFIENE
FLL, ZOH PMS 34 HMREEICENTTADLIZRLRNWLETIERLH D (eg.
Ghoshal 2005; Grant 2008; Johnson and Bréms 2000a,b) ,

75, PMS IZBTHMEDOREICHONT, artr I ARELATHARNVEDEHLD D

(Chenhall 2003, 2005; Franco-Santos et al. 2012), #lx X, PMS O{XFEMRT7 1L —L U —7
ELTHIHENDZEDEZNWNRT A L« 227 H— K (Balanced Scorecard; LA, BSC) (2
DN, BSC ODEERNEEOME T 4+ —~ o A& H ESEDL LV IHEBENRINTND—
T, N0 -BRMEEAER TEX o5t b H D (e.g. Davis and Albright 2004; Hoque
and James 2000; Ittner et al. 2003),

IR OHHFNTHONT, PMS OEMICHERTHZ LOEEMENTRSATWD, PMS I3
AT LOHEFFE AT LAOBEMR LD 2MUENRH D & END0, FATHRIZEIZE ORFHEITHE
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BHLTkY, EHHRAZFERL TWDHAICH S (Brazet al. 2011; Dossi and Patelli 2008; Henri
2006a; Koufteros et al. 2014), PMS O#EMIZHE B LIZHETIE, AT AZDHDDORERM
LA DNRITEDOEHFIEIZ L > THEIN D ATEREN T I TS (e.g. Chenhall et al.
2017; Jordan and Messner 2012; Smith and Bititci 2017; £ 2018), Z O O T,
AR A B 0 DR, FRARVIIE TR T 2 Y PMS O@EM GIEIC L > TR EFRS N
TWo, ZOXSRERICHIZ T, PMS OfkaHia &EM i & &AM X7, mflm4ER L
THIRPED LN TV D DRI BEICZ B P ARBE LA TV RN EDERbLH D

(Langfield-Smith 1997), %#ic PMS OEMICOWTIE, HFEEIC L » TEREEHE R TR0
PRENTEY, TNZNNRFE S IBHEICIX I STV 720 (Braz et al. 2011; Covaleski et al.
2003; Grafton et al. 2010; Langfield-Smith 1997; Smith and Bititci 2017), = ®D7=%, PMS ®
B EZOHPIZONTHBICHBLNE 2o TRV, £ 2 CARIFZETIE, PMS O#AH, BIW
TR Y —OLEMEICE R L, #MkCBIT D PMS ORI OV TEREMICHLMICT 2 2
LEREMET D,

2. SEATHIEOEEPE & HFIERRE DR E

(1) FEEEHE 2T LDEH

PMS OERIZOWT, A REFRE I L » TEDEFESDTEN R EIN TV D, Bl 21X Hopwood
(1972) 1%, ML~V ¥ —DFHRLZORRICOVTREHEFRE AW TS5 2 & Th
% EHB LTV 5, Bourne et al. (2000) %, ¥(EEH I AT AOEMREKEL 2250977
T—ANESHL, TREARO L IICHALTWD, NI U DI, MRS EICETEN
TWDh (BoviTanizin) ZRIEL, i+ 5, RIS, HMMREIEOETEZRIE, o8, b
LIEHERDT7 4 — RNy 7B o A1H#RE D L ICRIEZE DO L ONBEY TH o 7o & d hAEE
4% (Bourne et al. 2000, p. 758), |
fti )7 Chenhall (2003) i, ZERHEME, BLOPMS OEMBAOMHEIC LY, HfkcE 25 HE
DR DAREMNER S D EER L2, ZOHAIZ 20T Ittner et al. (2003) 1%, 2> 74> V=v
THERICHEO &, PMS O LI, AR O/ B AE & PMS O RN EOREY v
LTWAENTHDHELTND, Ittner 1%, ZDVU 7 OREZ Z SRR 2 5% HEER
ERLTWDHEL, PMSOEHHMIZ 4 DIZHEL TS, 2O K5 7% PMS OEMHHEMIZON
T, PMS OEHE BIziX, by 7+ X VA MRLEF~R Ty —72E) B Yoz’
PMS ZiEHT A0 LT 2058 55 (e.g. Artz et al. 2012; van Veen-Dirks 2010), Zi1 5
DOiFFE D, PMS O HMEZIEZ 5 2 & T, MRRICKIT 2 EBREHERS PMS OREA H =X
LAEMRIATAZ LN TEEHLEERLTWD, H7IZ van Veen-Dirks (2010) 1%, PMS oiEMHH MY
Z (1) ¥fEsMozonEMH, & (2) fMoRMELT57-D0EM L IZKFIL, ERENDE
FAEMICE ST, PMSOEMICE 2R (RicINH_EEKE) TR LTWD,

ZD XD Fe & B9MIECEM B AN 2, Simons (2000) 1 PMS OEM 7 1 & XI5\ T
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BHORBLEZ 4o0ar ba—/ - L 3— (Simons 1995)] ® 5 HL2Wi = e —)L
(diagnostic control) &4 > %7 75 47 + 2> hu—/L (interactive control) %V THilL
TW%, Simons IZ XiuiX, PMS OiEM &1, &iH1E#HD 7 2 — (accounting information flow)
ThY, EROWESTM, 74— KNy 707w 20WEORKIZED L H I L TERFHE®RM
AVHR TS0 TH D EV D, Henri (2006a) b FRIEEIC, EH Y v —oMlifix PMS OiERIC
BWTXEEZRME CTH D &M L TV D, 1% T Ferreira and Otley (2009) <° Grafton et al.
(2010) 1%, SFHEROFMHFIEE TOMEIZL D 2 br—/LEBIC X > T PMS OMEHIEH
HEnNsE LTS, ZDOHIZOWT Ferreira and Otley (2009)i%, [£EHEROFAGIEE Z
nicksar bua—A BN PMS OB THD (p.274)] L L, 2 FEHROFHEZE L2 br—
IVER EEROFA T EE PMS OEMAE LTIRATWS, FRZ, 0L 5 R HETERICEY
HEWRNBIEENTVWDEDON, TOGBEI AW UZay ba— VO HENEERTHY, £
NOZRA DT LBMKITEIT D PMS OMRE 0T T HRICHBETH L EERL TN D,
LDz &he PMS OFEM LI, BICEMAESTHM, 74—y 7, ®E, sillkEo
EEZETOTIERL, ZOEHICEWTERICETIERNEDOLIITHNLRTNDDINT
HHENVZEO, LLARG, BITHEICEWT, FENREICT2EHBETNENOFA
F, EZNELDICHLEDLLT, ENENROTICHNTNWD 7 L—AU —7 ORER, B
OWERBERICITEHRH LA b Z 2 Azl o, ENENE A L2 RIZIEE A LRV, ZZ T,
ABFIE TIHETHRICB N THWONRTWAS 7 L — AT — 27 L Z OIS, MEEREIc->NT
RERRFTT D,

(2) ATy —DOLBEHYT L RT A b~DFHEH

PMS Z@EM T 25 2 & TH b SN DHRITMAR DM FERE O8] LD Z7e b3, JEM B R 7220 R
RHEBEERBOLHNAE~OEELREREZLL ORITHEICL > TRENTWVD
(Franco-Santos et al. 2012), F7=, > ha—/L « v X5 AL FEER L O BN 72 BRI
BETDHZLEr I ATIERNEWV ) EEL ENTWD (e.g. Chenhall 2003; Hall 2008), %
ZTCAMETIEIPMS #EMT 5 Z LICL 5 RIZTONVT, v X Vv —DLEHT NI A |,
BLORX Ty — DB T HHEERNDONRT —~ L ATICER LN T, DAEEREEICBT
% PMS OEM &£ DMRICHOWTRRIC I T 2, K, TEORERE CIIHBmR R
BHIEEEZRVWE ) RRENTHBA R~ R A L PFREORLEERFRINTNDD
(Ghoshal 2005; Grant 2008; Hamel 2009), <% ¥+ — O .LERRIE I % B8 L2 BT 5
ENEEL VR D,

<3V % — OLEABIEIC OV T, RS TILIEFEAHIIRICB O TER SR TV S (e.g.
Hall 2008) X% —DLEPT /XU X2 MZOWTHET 5, DHET L RD 2 M,
KT 2 NHEBIE S T ICOWTHREEB ORMICET 5 4 2R CAEWEK, ARk, BCR
TR, ) Ik -> TEEND (Spreitzer 1995), 26 4 RN FH WIS, v 32V v —IIWN
FEICEE ST o TE Y, MR T 287 Bk HIfFES425 (Thomas and Velthouse
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1990), Hall (2008) ([ZLhiE, =32V ¥ —DDLHEAT L RU A2 MIAFERN PMS ICX->THE
HHND, WEH) PMS IZX > TRV ¥ —ITHH OIEFE OFERITK T 2 15 W& MR 5
HILENTEDLEDOTHD ERIND,

PMS &~V v —OODHEAAITE & ORRIEIC SV TGS L72F3E T, PMS O&ERH (O518)
DOFEIZ L > TEENRRLR A AREME S BRI T3 (Hall 2008), £7-, PMS OEMICER L
TR HBNT S, PMS 2D b O DR FERMERLHMHRE KB O LA ~D A DA PMS O
EA (5 OMEICLsTHiESNE L2 ERRBEN TS (e.g. Chenhall et al. 2017;
Jordan and Messner 2012; Smith and Bititci 2017), Z 35 DHFFETIL, EHEHENWEHE O
WINCBEICEET 52 LT, 4 Mear ba— by, WEHEOTF X~ 3 VEED
% ATREME AR LTV %, #FIC Smith and Bititei (2017) TiX, WEBHEOHMEM L ED D &9
2 PMS Z#EMT 25 2L THEHHEOETTF N—vay, BLOART A=~ AREEDL LRRES
TS, LarL7enss, PMS o &R B O.OB R, BEBRIEIC OV TE &M AT
SWTREBEFRAZ RT LD AT E A L7,

IEXY, KFETIEUTOY Y —F « 72 XF 3 VEHET D,

RQl. ED X 57 PMS OEAN~ XY ¥+ — DL T L T X MIEET D00
RQ2.PMS DiEM, ~ XV ¥ —DLBEIZ L U AU, M7 r—~ 23 ED L D 2%
25D

3. WHEF A

(1) T—ZOWHE

AWFFETIE, 2018 £ 2 HITHARESEGIET —#0IC L35 L T\ 5 3¢ o0 ER R R (LA
1,837 £ (AN) 2% L CHEIC CHEMMEZE 210 Lc, EZEDORMNEL FEFERNEMLE
ELZEMmIE, BRZEONFIZHOWT, EFHE LHERE L ORI OX v v 73 & 5 Al Reltk
BV, F7- PMS OEHRLZ O RITHE E ORMIAKAFET 572 (Jordan and Messner
2012), HEREOBBRELIRADMLENRDH DD TH D, BREOEEIIE, T uxs H24to
T D REFRT —FN—R el ZZM LT (4), MR AZNEIZEEIT 146 (7.9%) TH D,

(2) EHORE

ARFIECIE, AIEIZRWV TR L2 B T RICB W CHIH STV 2R R ORI ETE B % M
FIDEFERNCRETT 5, 2T, 28 1 HICE W OR LIZBITIIR (e.g. Artz et al. 20123
Grafton et al. 2010; Henri 2006; Hopwood 1972; Ittner et al. 2003; Simons 2000; van
Veen-Dirks 2010) #FIc5E L L, by 7 - vX VAV IR PMS 2D LS5 HMT, EOX
IMFREIIBNT, LORIICHEMALTWDINIZOWT, FF20BEBEZHEELRE (RF 1D, =
NH20HA DD bRIFFRER L7z 6 HA 2R FH 14 HBIZOW T, BRI F o 217 - 72,
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ZORER, 3 SOETFAIH SNz, ENERORFIZOWTHEEMRL, KT 1% [t
BRREOOOERINE (USEL) ), WT 2 % Tt ~okmft (USEN) ), K1 3
Z [FHEFRFHOWEME (USEM) | & L7,

M#E 1. PMS OEMICES S RRNATFLHTRER

Min Max Mean SD USE I USEI USEII

by 7 e =R VA ME, 2R E R

EaTDE, BEOT—F LT 520 1 7 5.30 1.53 .880 -.082 -.076
WCEBEHY AT A& EHA L TVD

by e w3V AL MIEEEFH AT A

THWTHERMOERICHT HHEERE 1 7 5.75 1.34 .868 -.255 177
K% E LTV 5

AR SO S N & ¢ R Rt s 0 pA N

M RO RE LORERE) kDD 1 7 5.55 1.36 .644 213 .002

DI ERBEH L AT A REHA LTV

Fy 7 e =3P AV MIFEHN O TR

WETE BV N & PR3 5 T2 D IC EME H 1 7 5.48  1.45 .642 131 -.025
AT AEEHA LTS

My 7 e =F VAV NE, T—X &R

W (RRERD2) FREIC T 5 BRI EE

ITHOTOICEBE AT A EEH LTV

%

7 e =3 VAV MIEBEEBEY AT L

T FEA OTED) BT 58S E GV 1 7 6.08 1.15 .516 .237 .084
HHERT AT OIGEH LTS

by e ~wxT A0 MY, EEEHE AT

L& UT, EIKIZBIT D RiEERFLI

FERENOEZRZMITSED, HDHNEE

¥ SHTN i S Y el st

by 7 e =T A L ME, EEEEY AT

LEEUT, i@ MEcs L TEE 1 7 5.26  1.43  -.071 .803 .096
HALOEBZ AT S WD

by 7 e =T A L ME, EEEEY AT

LZiE U T, fioFERA L oM, A 1 7 484 151  -.093 .799 .055
RS ED

oy 7 e =3 VA MIEBEEY AT A

il U C S HAL IS ARG & B S 1 7 5.63 1.27 .165 .454 .286
W5

EEEH AT A EERT L TRERE

L OSHOEFHEHAITR T DL Mg 1 7 573 1.33  -.142 -.144 .986
275

(EEHL AT AEEHTOETT—X

RLHEHIOEE, T/ ary s TT UKD 1 7 5.54 1.24 .047 131 .684
VN T AR 22 BB O H AR A FTRELC T D

by e w3V A MIEEEFHY AT A

&3l U CHEERAIIEE O 7 Mk, 1EXMH

1 7 4.18 1.60 .539 .359 197

1 7 5.10 1.43 .043 .906 133

1 7 553 1.30 .220 118 .603
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iERSE D
by 7 e =3P A MIEBEHY AT A

AU T, HEEAICK L CEBRECH 1 7 5.63 1.54 .102 .145 .556
R A PN AL
Cronbach’a .885 .872 .860

K-His « ERFE, e~y 7 X[
KMO : .914

KE2. DEAHTZNRU RV MIETERREHE - RTFoNEER

Min Max Mean SD S=Piin Cronbach’a
FHEKE (MEAN)
FLOAT 5 TV B, FAC & - TIEH 1 7 5.90 1.09 955
CAEEXETHD ’
FAD 5 T X, FAIZ TIERICHEZ
i BB, RS & > THRRICH 1 7 592 1.09 913 913
#ThD
FLOFT > TV B ALEIE, B & » THH
1 7 6.06 1.15 785
LEETHD
#E (COMP)
L3 4 O IC B e R % L A 4
FAXH 3 ORI E e AX L5 E 15 1 . 5.94 113 918
LTW?
FITH OB #1795 ETORENICH
~ 1 7 5.22 1.23 .885 915
EEFF-oTn5
S AN ik YA z
AL E R OMBEBIONT, £ 1 7 524  1.21 855
TWa EEH
B Ok R (SELF)
FITBE SOOI ED X HITHEY A
1 7 5.96 .96 .880
TW D ZHARTRDDLZENTED
FLUX H 5y DR DOHE D 7122 T, AT
M2 o HBICHE 2, FRIZIZETT 28 1 7 5.77 1.15 .841 .882
N b
S #:?ﬁ@‘& z v AN =AY
fl\fiflilf]’j: Hed IFIZHONT, I H Y 1 7 5.73 113 830
THRETE?S
WEE (IMPA)
FLIX B 5 O RS H#iPH T o ok F Ik L
1 7 5.96 1.10 .963
T, REREENZFHF->TND
53 OIS O FEH T OO B X
257\ MECBHTOROREIEIX 7 589 112 913 896
45 O D #JH PN T O Hisk#E Iz o0
. 1 7 5.67 1.02 715
T, FAFHHICERTDHENTED
K& 3. HNR 7 +—~ R CETIERKHE - RF R
Min Max Mean SD §=Xiih -y
R 1 7 4.48 1.42 .855
HLeae 718 1 7 5.29 1.19 172
fe ) D FE 1 7 5.08 1.17 759
K ~DRIIG 1 7 4.72 1.19 734
Cronbach’a .868
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DBERY = 2 RT & M2, Spreitzer (1995) & 25 (A B WEK (MEAN) , A HEE (COMP),
HoREK (SELF), #2% (IMPA) OZhZhIc oW T 3HEATD, FF12HEEEZHE LT,
SR LTI, MERMEFSITICE > TENENSHET 22 A HELTWnD (KE 2),

Mk N7 —< 2 A (PERF) (Z2WTlX, Gibson and Birkinshaw (2004) #Z&& |CH3EH
M EEEOFBN R EEBNDONRT 4 —< L A OWTHE 2R 72, BARITIE, (1) FEH
AT BRI L E AR MRRRE N 2 T ICIER LT 5, (2) FEHMOAEZ S0~y 7EIE,
FHEHMOTEBHOZOFRHRITHRZ L TWD, (3) BEOHFFIIK LT, +306x2 Il LN TE
T, (4) FEHENIZBOWTHHOENTIVDLARLS BEENTND, © 4 HEIZSWT, 7
BU = MEEFRAWTEE ZRD T, SPICE LT, MR TSmc k> CT4HEAZ 12
DEHE LTS (HF 3),

7E, HITICHVDERTENENORFICE < A L72EH TR L, SFEEOGF DY
EEEEL LCHhIMEL T 5,

4. IHTRER LB

X 4 (2 PMS @ 3 SO HE MR, LDEMT L RU A v o 4 BN, BIOMEE ST+
=V ARNERES & U A T ORE R AR Ui, fERE LT, TRt~ F T
(USEI) | IZ2W\W T, LEM= T AL MIBET 5 4 ERO S bAEEWE, HORER,
BIR L OFEHICE B RADK EBEFRA R Sz, £72, [FEEEHHOEEL (USEID | L4
R, HOWREK L ORMEICAH BREDKRRBEMGAME Sz, —H T It ERED
e OFHRNE (USET) ) 12250V, DHEMT T X2 MIBET2WThoER & &G
PICH B2 RRBERIIHE S oo, £z, M7 +—~ v 223t 5B 20T, PMS
D 3 OOBEMANTIE BFFICHEREEOKNRBEGEHRAT D LIXTE R0 o7z, PMS
DR, vRX V¥ —OLEWZ L RT AN, BLOMEB ST +—~ 2 A0 3 FR BRI
Wi, 3 VXY —OLEMZ U RU A RO 4 ERO S LHEEKRE, 8LXOERERK &Rk
F =7 AL OFFNICH B R EOREBEBAMAHGE SNz, M2 T, v3X¥ v —OLEAT X
U Ay hEN L (2 ~O AT (USEN) | Ok 7 +—< > 2Tk 5 #EHiIc

BRAOEBENEN, TFEFETHHOEM (USEN) | Ok 7 +—~ > ZITHT BRI

R IE DR RS HERR S LTz,

PLEDOFERDD, My T« X VA MR RV v — & 2RI~ & AT 5 X 512 PMS
ZEMAT 554G (USEN) I~V vy —DLHEMNT U N A hE RS, hy T v RV Ay
FRwR T vy —, BEOEEFEOTEBZIEMLSE S L 512 PMS 2iEHTA25AICIE~R Y
¥ — DL NT X N E R D AREMED RIE S T,

[~ T AT (USEN) | 1, Fy 7 <=3 A2 A PMS O & U T 4%
Fi &M & ORWEZ K Y, rtt@ofEICs U CEM A T S, BRISAHE SRR 53
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X5 RERFETHDL, 20 LS PMS ZEATH5A, v RV ¥ —IlL o UXFHERMO
TR Z OFE BT T D IE ML OB ROV T HIAT D L Vo RN EE SN D, Miic
S22, APyl o TIHHHOFEFHIMLEOLWERLILAET DL LIChD, £9
L7ZRUT T, ~X VY — 3B OERICE o THEFRBHZHEE L TV D LT TE RV ATEE
HERH D (EBIED 2005), 72, Y FERMOEHICETI2HERICINZ T, thoFEHRIO
IEENCBE T 2B MEETH2 LT, BT ROEMT L2 L IICERBZ LRV~ X Ty — P
METoAE AR A TR B AL, FORER PMS Ioxt L CHlllEZ2 R, v~ Xy — 0L T
AV RMET LEZwREM D &5, FFIZ Simons (1995, 2000) 27 & 912, HEREGHYARHEEME~
LAYy —DEREEANT DT, A SNDIEBRICOVTOMBEBRMNRERE L 2D, T L
THAEEMENRGE LI TORWES, MPAMOKFERA 525 7 v a JFHEIZE > T A F R
Lo Lo TLE D (Frow et al. 2005; BEEF - 2% 2016),

MF4. FEOBIRESHTRER
description of path MEAN COMP SELF IMPA PERF

Direct effect

USE I 117 .289 .107 .258 .079
USEI - 444%* - 467%* -~.438%* - 528%%* -.165
USEII .332% .207 .333* 210 .018
MEAN .207*
COMP .340%**
SELF 175
IMPA -.094

Indirect effect

USE I 117
USEIl - 278%%%*
USEII .178*
X ARBKIT T~ TEREAL

¥ 5 VA K AGFI=.906, GFI= .972, CFI= .939,
RMSEA= .076

¥ *p<0.1, **p<0.05, *** p<0.01, (i)

LT, IHETBOEM (USEM) ) X, by 7 <=3 A2 b3 PMS OEMAZ#@E LT,
FHEHRN OBURZHER LoD, FHEBMOMBR 2k, MEART LI RERFETHDL, £
DI=DIC BRI R AR L, ERMERICHT OMALE, BBOILE RO TW DRG]
EEND, ZOLDRIERLEDT=O OMREDOHR L DRV T ueREHET L LT

=

|
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T X — DDLU A NI\ ET S ET D 2 ERHEESIND (Frow et al. 2005; H
B - BRE 2012), F72, KGR REESCREZ Py 7 X VAV L HIFSNDZET, =
IV XY —HBEHEOMLREIIKNTIEIHEREELEDDL I ENTEX D,

5. BbOIZ

ABFFEIL, EATHRICB DT HICH LN IR TN RN PMS QA &~ 3 Y v — OB
WE, BIOHEE N7 +—~< 2 2 L OBERMIEICHOWT, bREEMERICEITS PMS O#EM &
FORBIHOWTEERANCHRFT Lz, BRBICIE, 2018 4F 2 AICHEM L2 G E—# LB e o
FHEFRERNELH ST 2BEEMEREORKRE b L ICERIFONEZIT o7z, RIFFICHT
LI RFHIIROBY TH D,

F7, PMS OEMIZOWT, BITHIRICKBIT A ERS 7L —ATU—2, BLXORT L —LT—7
OGRS, MWREROBHRMELZER L, ETHRICE TS 7 L—2 0 — 7 2@ iEMICRIE L
WROR AT AT o TofER, 3 DOF 2R S v, T ORFIZEATHIEICEIT 50
TNOT VL —AT—7 LR KT D2 LWL R 2 EERH D, KIZ,
PMS O FIEIC Lo THRkICIE T2 PMS OZWEN R 5 ATRetE %~ L1z, 2, PMS %l
CCTHAEINDEROLEHEMEZET L7 PMS OEHFEE My T R VAV IREDL T
EWZED, Ry —OLBEHZ RU A R EREIEDL I EBNRIBI N,

UEDOXSRBERNH D LTV Z, RFEIZITW O00BRR{LH D, £7, WEREIZON
TThD, KHFZETIE, ATAIZEICB T D7 L —A U —7, BIOZOHEAMES, BREHE2T
FEHNCIET 5720, T_XTOMMEREICOVWTRITHREZSBEICHRE L, LHrLEaRS,
b7 b ME R EOEEMERCZ YT L TR S Rz b b, ARG RE
WOWTHER RV EITF 22V, FS, ZLOEBICTRADRPHER S NIZID, 5%ITE
NHOHEAZHRLICHERMN L TV LERS D, RIS, HHUMETHD, 41, ESLT
P TTRHERM (EME¥E) O—ERETH DD, SEOMBRIT—BEOH VLD LIXE X
R, FEiz, BT AEBNDIRNTEDIT R ROEEME S LIXE ARV, 29 LT REEEE
2N G, BEICBITDHPMS ORBA N =ALERZ TN ZEBLSBROBRFFEERLE D,

BIEE  ATROREICHTZD, 2019 4 6 AIITONIEERERCT, a—FT 4 X —F—%2 B
DWW HETREEEZITILD, ZLORAEFRLWICKERED T A NLERRTERLE
WEREEELE, ZZICEHOEEEL, @ SECWEEEET,

2B 30k
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WEINDBRICH D LITBERT, EARNITIImE 270 L TRETT 5,

(3) TEFoBWRE]) & HEwL D5l

AT, UTOL S 2800, MEEOBRES ) & BB 2R3 2 16,

FT, TVARNT VADEE@ICEDIN T, EFEOLIEPBIZIT Difim EFRRRETH D, £
ERLHFREFHOZEICRO T, Ax D TFHEE 2WOEFERLE LT, FEHNER (P77 Y=
JT 4T - U E—A 7 : Subjective Well-being) W335, Z 2 Tix, Mas) AxDE

15 Locke (1969) p.316,
10 W#H DOFRBNDWTESRET H11F, MEEROOLIECB T MRS MBERH D EB X0, I TD
IR OICIEE D LB, IOV TIEBET 2 0TI A I E X, BEEFED TOETZ,
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BB B L G200, LWVolcZER, HICLHFOT —< L LTRESh TS, 5612
IETIE, LEFHFO Seligman 6% [RT7 4 7.0E%F) 2B L, bko @M% &M
HICHEB LR D, FREZERL TS, AP ERAZELS fEFEOBERES ) B L O
F9, TEWK, BEWHREWNZ L (meaning/meaningfulness) | 1%, [E£1@ ] ’i’%ﬁk@'éf%fcﬁ%yﬁ
12o& 3, BEIZEIEINTWS, 29 L IE@E2FKT 260 1[Iz, EO (pleasure)
LW HH (engagement), BAfRPE (relationship), K& (achievement) ENRH I T3 &
(AR

ZFLT, 2oLk T#BEEETIEHE] X, 7V AT LAOHMRICESNHT, TESL
Wi &) 2R ~RF=v7 (hedonic) 2bD &, TV X< Hb) ZLaRTa—FAE=v/
(eudaimonic) 72 H D L IZXKy EH, BMetENTW5, waterman (1993) 12 XL, A& (34K
ROFBICEDWRIE, BEITEIOMELCELAD ST HOIET LI LICL A RIS,
RESBEFETDEVI, ZHLmAED LIcTE, RFRICRITS EFOBWRES) =
— A AET=y b0, THHERRE] INF=y 720D LTHRHIILTEZDZLBTE LD,

W DOFFNZ DN THRBLRN DT 2 &, BEHEOHEIL (ZOWENEDL > b D
THHIZLTEH) EEMTHY TRNEHED] 0L REEE bONEKDDIZR L, TEED
HORTE S ) X RBLIN 72, fﬁ(@)’\Défﬁ@%@%@®ffJ@M%@/ﬁﬁ%ﬁE
WO THSTIEHARWE ] ~OIFEITE > TV D L0 ) ST 55,

Fiz, WA, )\E"Jg‘(ﬁﬁfiﬁ TBWT TADEL BT HRRLERENE] &ty FTHRLED
NDZEMDRL R0l b WHIMRORENRH Y, FoET TFENL) AMBLOHRTHY
bNDZENENoTDITR L, EFOBWES ) 13X, FrChEMIEICR T 2w R T 7
o—FICBWTIE, AOZWAMMHEE T2 (TX&EhE2mET5) BiIpe AMBlICES<
BMEThHLEBIEM T 5, AL, ZOMVWART IO, BEMIALIEEEDBMRTELE
T5H5HOTHY, BHPARBLIZESS D THLH D,

4. MEFEOBEWES ] ITEHLY 5, 3 5OERICHT 5070158

AT, AFRICBITS ¥ GH] O7 L —AU—7 52/ L, #HEBEO X230 1
HELOD ALK ERY D) RE Ny 7/ HHEHEEOGHENY — & — v 7| THERER
+ MR TREEEDRENE] O 3 SDERIZHOWTHITHELMEBLL, (KHOHHA21TH,

(1) B Y — & — o 7

£, —HOBNOEAICET S, &~y 7/ PREEED HENY —F—v v 7)1
DWTHRRTT 5,

V= =y TWRZOLDOE, BROHD, BIL, BELREEOLLIERTH D, KKD
FATEELS 2000 A8 (2000 -—2012 ) ICHBE ST 762 OFTFR L% A #4381 L7z Dinh 5
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(2014) 12 XAUF V7, THHER,GERENY — & —v v 7] BT VIS N D 1T 80 A (4
KD 11%) 7(7“1/, TR —F = o P B A NR—= T 4 ) T T VICHHES N5 (81
AR) LIFEAEOBMETH L L9, Dinh SISO SEITY =0, TEERH),/ BN ) — & —
VnyﬁTﬂ)%,%%0)*&*vy7ﬁnﬂmF:y7@U~ﬁ~%ﬁﬁLT%k sy
T 5, FtE (altruistic) & 2 W EESHHAY (deontic) ZBFHICESW b & L, aEaV
— X =7 (B oz, A—%r7 1 v 2V —%—+ > 7 (Authentic Leadership), A
Y F 2T NVY —F—3 v 7 (Spiritual Leadership), ¥ —/ N> kU —% 3 » 7 (Servant
Leadership) @ 3 SO iHAEEZD TV 5,

F£72, Brown © (2006) X 8, fHENY —F —T v FICERLEmE LT, AER
(Transformational) V—4%—v v, A—kv o T4 v I )V —F—2 o7, AEYF 271 —
B =y T D3OEMIFLTNDA, TSI, Zhb 3 DOBEITVT I b R 2 B
dﬁ%ﬂtu—ﬁ—%ﬁ%&b,%5Ltu~“~:%%énfﬁ¥ﬁmﬁ@% AL D DN,
MEN Y —F— v (i) 1T L0 EEN, RIS 41 U — 078 & MM O’ T
HYFERBLETDHRT, KO3 H>OH@mEIIFIINDELTND,

oM bEMEIND L0, MBI Y —& — v 71X, Brown 5 (2006) (2 LA, [E
ANB 72T A O BfR A58 Ule, BfR CHEHIEARITEHHORR, KO, WHFMPRaIa=F
—vay gt s BEREZE L, A AN—0ORFENTEERITEORE] LERIND, £
LT, 20%0 HaBi) —&#— v 7| HFRIIMR, ZOFRITEUL TERsATWDL &R
Db, Brown %&i:@ﬁi%%’:%mﬁ* :%’.f:@, NyFa—7 (1977, 1986) DfLamEH

TR L TV B, AR EER O, TAZA DR LIZZ b 0ia2 6T, e LAZENLE
Iz, ﬂﬁ%@ﬁ@%’%@%%fz%ﬂ%‘%fé_k Lo THEETD) eI ob0LHEEIND
25, Brown HIZIhE, ¥R (7rnU—) CHHNRITHZFZEIEL7200) —F—0Dbh
v, Tﬁb%fﬁ@%U—E—Vny:%mbt Wz k9,

S HIZ Brown H (2006) (%, M EEHERICESNT, MEM ) —F—2 v 7 TiZ) 1B
TOERKEMENY —F— w7 TH) %Z’iﬂu%é,ﬁ?% IOWT, A EHLTWD, FiEL
LCiE, MRAZRg® & () —2—a8 o) AR (120X, FRFRECHESE, fm
FIBEE S O, IR OMMSE) | 3, RET2DLT U b A LE LTI, 74U —0 Iy
P ERRE) Tt SifTdh) e, BS0, 23y b A b R TIEAENRITE) 28
EhTnd

Z D%, Mayer & (2009)i%, Y —F — v Z7ORIEICHONT TRE b v 7 —BIGE
F-WGEI O v I N —F T ETAERTILTED, by w3V A N EBGEREOMR
YY) —&— v 7L, B LV OBRBATENC A O, METRITHICIEOMERH D, F
72, Ry T~=X VAV FOMENY —F—2 v 7L, ASEHEEOMBEMY) —F—2 v 2@ L

17 Dinh et al. (2014) p.40-42,
1$ Brown etal. (2006) p.598-608,
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T, B L~V OTENC B Z RIET ) L LTS 19, F£72, Chughtai 5 (2015) i 20, K
FEEMKLIZFETICL > T, MEN) —F = v TR A== F— (RIFFETE 2 D HME
FEE) OIS, SOLICTOREMENEEED Y =2 « 2 A=A MT, EOREE KT
FTLEEHLMNILTND 2D,

O LA RS E A, MEMY —F -2y 7L HiE AW OBRICONT, RELEEK
BLTRTEUTOLITRD,
A 1 BE Ny 7 REEEOGREAY — & — 2y T, ALEOBRRIES RIS IED
WA RIET,
Hi-1: 8% by 7OMEN ) —F—2 v 7L, AFHOBKRESICEOREL KIFT,
Hi1-2: 8 by 7OGHEMY — & —2 v 71, BEMEICEDRELRIFT,
H1-3 : FRIEHEOMEMN Y —F— v 7L, LFOBKRESICEOREL KITT,
Hi-4: $HEHEOGHHENY — & —2 v 73, BEMEICEDRELRIFT,

(2) ko fmELE L/ W R+

AT, MHEA0) ICEELZ 5252 TRE) & LT, TSR & THER 1) o 2
OORBERMNLTHET S, MfEEL SEeELfRomt, THERL SEEReTF—atn
o7z, WEBILL>ThyFig TR ORLOZ L2, T LTAINETIE, ZnbOfi
B2 ISR & S T 5D,

WEMBFICRIT 5 Mafa+ (Ethical Climate) | AFZEDRERIL, % OEH & JERE % #2
7~ L 7= Victor and Cullen (1987, 1988) &b s, TOEZRICLIIZL, mEE L& IX, T
WEIRITEI CTH Y, MKITR T 2 mE RN ONIR DN D RERDNIHONWT, HFE I
A 2) THY, TREMNALSIIRE AT S, MR T 5 MBI RITEIRRL Y FIZonT DR
% L7-HR 28] CTdh D, Victor and Cullen 1%, Z DEFE & iz, MEFOMHEG & L2FOHR
BIEGHLET, MERTLEZNETLIETALREDTZDDORELZFE L TWD, ZDET VI,
ficHh (BRI HRIL) 12, A OBEEMERERER & L Tabns Kohlberg (1984) OET LI
HSWTC, Fle (Egoism), 1% - #1T (Benevolence), JRFH - JFH| (Principle) ® 3 DO fwEE
LUV ZRRE L, M (FERSEITKEL) (R ERE DRI A M RIZT 200 L5 4y
Hrovr~ne LT, A (Individual), #H##k - £H (Local), #% - iR (Cosmopolitan) @ 3
DDLUV EELL, 3X3 D~ R 7Rk D 9 DOGRCHBRALOX A TE2RTHLOTHD
(®1),

19 Mayer etal. (2009) p.7-8,

20 Chughtai et al. (2015) p.659-660,

M PRICBT DM Y —F — >y TOEGNE L LT, Kl (2015) KX b003H5, ik, %
REMY —H—2 7| BWET 53 008HE MHRFERN) —F—v v 7, BEERNY —F—v v 7, HEEY
V—=F—vv7) ©5b, HEEEN) —F—vy TLHEEN) —F—v v T D20k, MENY —F—L T L
O, MHEARRHETZE NI,

22 Victor and Cullen (1987) p51.

2 Victor and Cullen (1988) p.101,
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ZLT, 120RRIIHE 4 >ORE (HRMID) 2L 4 RE X9 HIR=236 KA THHK O fi B
At %2 ET 5 RED ECQ (Ethical Climate Questionnaire) T 5,

Ethical Theory
REZ

Egoism
B

Benevolence
HE-ET

Principle
R RAY

Locus of Analysis ##roL~L

Individual Local Cosmopolitan
BA bt A il #HE-HR
Self-Interest Company Profit Efficiency
BEFI%E ERE HE
. . Social
Friendship Team Interest Responsibility
RE R HemEE
Company Rules Laws and
Personal and Procedure Professional
Moralit
Y M omalL Codes
B AR EE + N
FinE EEEPIRREE

1: fw¥R)E += (Ethical Climate) <€ /L : Martin and Cullen( 2006) % JE&(Z/ERK

iz X, TEgoism,/FIC.] & [Individual /fEHA] Z#TEDOELE [Self-Interest,” H T
FRg ) TR R T D REE, £ LV OBEXTFEE>T [EL) &0, Zhd 4 RESH 50 THE
%4> T [EL1) TEL2) O X ICiaNnd, 9 OORMWAR{F AL LIz a REICEVHIEEND
CEEMRTAE, M2DOLHCRTIENTE D,

Locus of Analysis ##roL~/L

Individual Local Cosmopolitan
Ethical Theory A - S H #He-HR
HEZE
El1 EI2 EL3 EL4 EC1 EC2
Egoism
FI2
EI3 El4 EL2 EL1 EC3 EC4
BI1 BI2 BL1 BL3 BC1 BC2
Benevolence
BE®-E7
BI3 B4 BL2 BL4 BC3 BC4
PI1 PI2 pPL1 PL2 PC1 PC2
Principle
R JRA
PI3 PI4 PL3 PL4 PC3 pCa

2 : kA O fm B R L E R (Ethical Climate Questionnaire) DXz fk
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ZDETNEZDORERE ECQIXZE D, CKERD) £ OFEEMETHH LN TWDIN, £
NHOWFIEE A Z 538 L7z Martin and Cullen (2006) (2 X4 24, BimET L& L TIE 920D
EATBRHVHEDLHLOD, AZGHO/BRNLIT S >OXA SIS NE EVD (K3),

Locus of Analysis ##roL~u

Individual Local Cosmopolitan
Ethical Theory 5PN - £H #He R
HEZ
Egoism Instrumental
2 EE-FB
Benevolence Caring
BE- &7 BLOY  F—L-T—H
Principle Independence Rules Laws-and-Code
[ - R AN 3-8 psLEl SEEHRE

3:: 5 DORPITNE SN/ mEUR £ (Ethical Climate) %5 /L : Martin and Cullen( 2006) % 3 /ERK

COEFETNMIESSHHERLOWPERE ECQ 2O\ TIX, BARIZBIT %Y MHENILEDL
(2015), =5 (201N 1T L > THRIES N TV D2, WTFNIZE W T Martin and Cullen (2006)
ERERIS, 2R8BEKREG L TROWRY (F—24-U—2) | BLE2RO200RHEY) & OfERIZ2
STWBH EWNH 25

ZZT, ECQ ® 36 REITHEREELAITo2ILHDL (2015) OFEFEIZ L LFRE, Riah
728N T (WERLDOXAT) L{xEMmELIERELMESETRRTSE, 40X 5127k

60

24 Martin and Cullen (2006) p.178-179,
3 [LEfth (2015) p.246, —Ffl (2017) p.70, 7272 L, WM (2015) 1% ECQ @ 36 RE#MEIZFIRL TEDF

FHV, =t (2017) TIEFERRENMZ BTV, AR TIIEICHEEZSRIDHZ LI Lz,
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Locus of Analysis ##roL~L

Individual Local Cosmopolitan
Ethical Theory BA A - SR H2-HE
HEF
Ell EI2 EL3 EL4 EC1 EC2
Egoism [1] [2] [3]
FI2
EI3 El4 EL2 EL1 EC3 EC4
BI1 BI2 BL1 BL3 BC1 BC2
Benevolence [4] (5]
BE2-E17
BI3 Bl4 BL2 BL4 BC3 BC4
PI1 PI2 pLAl pLD PEY PL2
Principle (e] (7:pLR] [8:-Bc+PCR]
[RE2- R Al
PI3 PI4 PL3 PL4 PCS pCa

X 4: BARACTOMEIC KL DMEE L [WES(2015) & RKICEHER

4 OKXBTHATL [1] 25 [8] T, RS KT (WHERLOX 1) %,
Bko TEIL) ZEORSIEIST 2 REZRT,

ARFSEIZBWT, ZoOWLHEL (2015) OFRICELETEH L2V oiX, A TOZERTHA
72 [7:PLR] [8: BC+PCR] @2 >0RF, TRODLHHALOX A I ThDH, FITANI
BT HEEMBOT L — LT —7 2RF LK, Paine (1994) IZHESWTC, v RT A v
FOBHY FE TarT o347 AENOEK) T4 7 707 4 BR O © 2 DTk
THF L7z, WHES (2015) 1 [7: PLR] % (&40l - FHix), [8: BC+PCR] % Ik
B EME) EmALTNDY, Z02o00RLE, KA EBRTIRENLHD TEERRD
IR UL, ZHOIAREICE T2 2 20MB~ XY Ay NEKOX L EBET 2525
b, TRbLAMEICENTIE, [7:PL R] 1T IStoHAl) 28BEST 2277470 A
HEmo, [8: BC+PCR] 1T i th5) #HAT AT 7V T o ERMOR L EERZ LN
Tk,

—J7, [4] TRV (F—24 - U—7) ) B2k, A (2019b) 23, HAZIIRIC LA
TR U TARERBEOZREGR L) ChnweBEzx 5, 2720, TR (F—A - U—7))
i MENE 72T - SO L~V TOHET] ZBEWL, FICHARDOEEICTKNTIE, Mfk~o
B — (oMb BE Ak A2y THERE D 72 0 O IEMELANITEY) DERE 2> TS Z & H KH (2008) %
IR THEMIN VWD EZATHD, £ I TR TIE, KH (2008) By 5X57% TH
ML, BETLMHEAL 28 THWCH#HT 2 (B /F—2a - U—2) @At % [AEGHEB
iSEE L) L, MEFoEWERS ) B EoMREEEL TN Z LT 5,

FLAR-CHE T D JEL - & B A O ERM: & OBIFRIZ DV TIE, Trevino et al.(1986)° Z & FE &
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728 (2003) &R LZHBA LS MO TWS, WMANTREE, WP (55 VI HeE
B7e) WERA, EAORBAZ2EERECITIICHEL RITT, LWHZLThY, HHH
(B OMBMNOREERE LITEZ2ELAT201E, TORAOBEANREEOAR 5T, G+
DHYFHFHBRNMNIEET D, LWVWHZE&ThdD, £z, #Hfh (2003) 1% BARL) Lo
BEHHLCTBY, MEZNEKLID G, ERS o2 IR THNELAEIND L o7 TR
NEL ] IZHEAERK ORRBICIEOMBR S 5 Z L 2R LTS, £/, 2oLk THEE) &
KEFFEDBKFTT 5 X 50 & ORRIZOW T, $5® Martin and Cullen (2006) (25 C,
BT R ~DEBIRRIN TN D 26

25 LIATI e A B & 2, Mo MR L B AR\ Z2BEE L T#iEx v ORRIC
DN, RERAEH L TRTEUTDOLIIIRD,
R 2 SR 1 o mEE Y, FOBRES SR I EOREE KITT,
H2-1: BHEG@ER RS R I, AFOBKRESICEDREL RITT,
H2-2 : AW EHO RS R %, S ICED0REL KITT,
H2-3 : It HAl) 2E\EAT 2 MERLIX, AFOBREIICIEDORESY KITT,
H2-4 : T30 BIAI) 2 BRI D MR, WS ICIEOREE RIET,
H2-5: [J# L the) 2EETHMEELIE, THEOBRRIICEOFEL KIFT,
H2-6 : THlf L thex) ZEAT 2 MmEE X, WG 2ICIEOREL KITT,

(3) 18 A Ok

AHFFEIX, Paine (1994) OMBEOA T 7 U T (1KLL 7 L— AT — 7 THREMILZ T
2D, BICHBRRIZLICZDOA T 7T 0 &% THELEREX] THhY, ko o)
HACHEAT 272060, THAZSF2) THuHBThd) ORRLT, TROEREERNT) [HE
FIC R ERELRETIE VWS ETELEE LI ERER X &M I D, Paine (1997)
W, EATZROBREENII LA VT 7T 4 #FEBETHDIE, AT A0l ER
WEERTIZENHEETHD L LTS, EFOIMETELTIVUL, IS EROR BEERET E
R HAEIEAE L, R ERDBHEER LD ORT A 7 RV —0th e & ME - 2 il FE1E
D, NG U AELEDHENHIZETHD,

o T, XVEEICODZITEAOMEMEE, ek 1R, Imiss GE&Em), tatkdn
DNRTUARENTNDZ L] 2250, S0 TR AOMMERARE] 1%, @A - BHLr~L
O EEER» DEEICBIT AEBROERE - BEBE T, FERBONCHD ) BEBOEEL LT
BEANTEY, EEIER UL TORERESCHE, fTE128 Z UK ST D EBiEI LD,
[(RT o RELD] EVWIERTIE, 29 Lk N ERORMEEE) 2 boTdd
mHIE, TS RS DBERAE R GRS, thatedm) 2%, EAOMEERELS LT
WMZHFE L TO DA, WEEZ RT O RD e (EMIZ) BX5Z LR TE 5,

20 Martin and Cullen (2006) p.181,
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Zo Ll THE LS E2ERT D) MEEEICESHTEFICHEET AREER T, BHEAn
FICHEOBRESZ LV AHLTWAZ R TR END, LiC, (TFOBREIOMREIZEWN
Tk i (DU =L —A 7)) ICIWEEBE X T D | L OBERH LS DD
HBHZEERLED, THLE THE~DA 7 b ZEFATDHZ LT THBELES2ERT
L] fMEREL#NE 2T HEEZXDLIENTELINLTHD,

O LT HATIIR A E 2, MAOMEMLE E B OBRICONT, (KFLZ%EE L TR
TLEUTDL IR D,

G 3« EADREMEL, (HFROBERES MEM S I IEDO R A KT
H3-1: A OHEMEL, AFOBERRSICEOFEZ KIET,
H3-2 : A DML, BB EDREL RITT,

5. FEAED S

ARBFIRICHESEOANE (2019b) TIE, AAGEOERMEE L VI MEAN] 28I REBILE
EIT, T—H &5, BELE, ZhEBEEAAMETIE, Sl ) Tk Zxguc ki
B a1 T o7, BARMICIE, BEE—3 LG EELR O BAFE AR EGHERATEE L ¥ — D
B3, 3F 2,210 thICEMEAEEL, [R¥EMME - 277472 - CSREMOE] O
RO, FAEEBMIL 201943 A5 H -3 A 31 H, A7 A 403132 (5.97%) 72
-7,

BRI EALORE by 7RFMEHEDO~ R DAL FAZ A RLHMOR L, HEEEORERSE
22T, +_TY vb— GO 6 2 AVCEZT 2 & oKD=, BES0E, MMy —4
=V 7 (RE Ny T ROPERE), BGE LT, EEEOMEE, (tEOBRGES, BB
BILTIE, A (2019b) THWEEMIIO S S, LV REMEREGNEBEX LN HLOERVE
DEFEFMW, Zhicma T, HafomEE 1) BT 2E8M%Z, ECQ ICBiT2 36 REIZS
WTIIH S (2015) 2 hE L72FERAFEIC L GBI Lz, 72720, IWHE G (2015) 1BV TREEDR
RHESNEREZFLIZ, 5 REIZOWTTERXO—8OXEE2WE LT,

BoONET =X OO H > TiL, BV IR b Ccho=720, £9, 27T
OBEMEHIZOWTHMOBREMRABL, £E - RE - AN T LOBKRD 3 >OHEHENLE
LA IZ REZ ST BERA LTc, 2D BT, R (2019b) & @D 6 REIZHONWT o
PR 0.7 L ETH D Z & 2R L (K 5), NHPEGHEITMR I TV D &l L7,

il

¥

W4 H T 5 o fE MRS R AR 72
LAY —F—> o 7 RE Sy T 6 .902 4.620 0.970
2AMBA Y — & — 7 P EEE 8 .941 4.348 0.896
3. A HEH B A e ks I+ 5 .679 4.007 0.744
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418 N OBk 4 784 4.101 0.774

5ALFOERIES 4 .806 4.212 0.697
6. T 2 4 742 3.979 0.640

5 M AFHEZ M LI2AKE (2019b) &3O 6 RIED o (RS

EBIZ, ARIOWETHZICEMNLZ HEomEm L) (b5 ECQ36 RE (—ikZ%)
IZo&, EEOHHOBRNPE L Bb L ot 4 REZRWEZ 32 REIZ OV CTERIA
Tt aiiole (ERFE, Tu~vy 7 AEEE), ZORR, 28 DEHITLD, T SDORFRA
Hahiz ((f8k 1), 2o TRFICSOWVWTO ofgE8EREKIE, 5 /1% 0.7 2Lk, 2 /T2 0.6
LETHY, P A BEBREL, NRESEIERARME SN TS L 1L, Kxicmsb L
(¥ 6) .

W4 B 5% o fE MRS Ty AR 72
7 AEA o fr PR L - fth R 6 .858 4.078 0.706
8RO EL R £ Stk A 3 .803 4.462 0.767
9k D B+ HHE DR 4 .790 3.540 0.929
100k O fmEm £ - Fifi &t 5 743 4.093 0.854
11 AR D i B £« ZhREAR 5 .704 3.829 0.696
12 M8k O fmEm 1+ - 3 AR 2 .627 3.360 0.927
13 Ak O B m £ - 528 3 .626 3.910 0.702

B 6 : HROMBEE L) (2B 2 7 RT0 o SRS
ZOET, IO THRTIZOWTEHIC LD AREEER LT T OOREL LT,
6. R
AR DF 18 DOREIZHONT, MEFOFWRES) RBEWHE) &2 2R L T2 EBER
IINTEAT o1z, ZEORREZRT DI - T, AHF (2019b) © MEAN] HRORMEIZI T 2

ROERYF DI OFR (2 SORRERH T 285 REDOEEEL B OMHE) 2, ETVOAE
P2 B (FEKROR2) LIICRRT DL, MTOXIIZRD,
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1.REH
V—4—v7
HRENT

2. fREEH
—5—vF
(hREEE

3. BRI
BiSEt

X7 : A (2019b) 12X 2 HEAN] HEOFHATOEBR T O F

2. fRERHY
V=K —vF
(HREEE

3. BRI
2 )

*:p<.05

6. BT

F=363.844* R?=.506 F=474.350* R?=.460

THUCKTEE U CARIFZED TR SR OFRAEBICE T 2 BEIFSHT OF B2 FFEICKRT 5 &,
K8DLIHTihs,

8RB MER L
(2 ORE

10 48D RER L
FREeHs

2. fRERH
==y
(HEEE

3. BB MR
BisEL
H3-2

CHEEEE

3. BRHHIG
o220

*:p<.05

6. IR

F=51.979* R?=.673 F=40.819* R?=.489

B8 : AWFED THLk x5 DA T O EER S O F
£, KK (2019b) (I2k D [EA] HROFEKETIE, 4 DOFALKTH D M1MEMY —F

— P RE Ny T 2mEY — X — o 7 hREERE ) 138 A 2 iRk E ) T4,
BAOMEEME] O&TH, 2 DOFREEH 5AFOBRWRES ) I6.HEME ] OMAEIZ 5% /KU
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THRICHEBREDORELZKITFLTWVWDLZENRINT W, HTH, RIFENEREZEL T5.
HEOBEWRES ) X T4 EAOREME] 23 (8=0.301), —FH T l6J&EiH2] | 1F3E¢%
BRI RS E L) A (B=0.374), MOFHAELITH LAHMICR BIRVEELRIFL TS Z
EMTRB I TN,

INnEEE 2, RFFIEO THHk SSoRE T, HMEomER L) cfBba REZEBML
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