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ABSTRACT

This quantitative study explored the motivational factors influencing the
level of co-creation engagement under different product types. Data were collected
from 308 undergraduate students through the use of scenario testing and survey
guestionnaires. Regression analysis was then adopted to explore the relationships and
moderating effects among the variables of interest. The results indicated that higher-
order motivational factors, comprising social factors and psychological factors, lead to
a significantly higher level of co-creation engagement than lower-order ones. The
moderating effect was found to be significant, showing that the positive relationship
between the order of motivational factors and the level of co-creation engagement is
stronger under the hedonic product type. These findings provide managerial
implications and actionable guidance for marketers to apply appropriate rewards in

order to promote co-creation engagement among consumers with different product

types.
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