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Providing a default product in the co-creation process may influence the creativity of consumers’ outcome, and this effect may be

dependent on their design goal. This paper explores the interaction effect between the provided default product and the activated

design goal on consumer creativity in co-creation.
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70.  Sense and Cents: Collective Consumer Sensemaking in an Online Investment 
Community

Andrew N. Smith, York University, Canada

Through an investigation of 241 blog posts, and all related comments in an online investment community, this study elaborates on the 
collective consumer sensemaking process. It finds that sensegiving plays an important role in shaping this process.  

71.  Consumer Creativity in Co-Creation: The Interaction between Default Product and 
Design Goal

Bo Chen, ESSEC Business School, France
Niek Althuizen, ESSEC Business School, France

Providing a default product in the co-creation process may influence the creativity of consumers’ outcome, and this effect may be de-
pendent on their design goal. This paper explores the interaction effect between the provided default product and the activated design goal 
on consumer creativity in co-creation.

72.  Bidirectional Consumer Friends’ Knowledge Calibration —Overestimated or 
Underestimated? A Two-Stage Model

Joicey Jie Wei, National University of Singapore, Singapore
Iris Hung, National University of Singapore, Singapore

Gita Johar, Columbia University, USA

The knowledge calibration process has been considered as a one-stage process in which people over-project their own self-knowledge 
to predict how much others know about them, leading to overestimation in friends’ knowledge calibration. However, we suggest that the 
estimated accuracy should be a two-stage process.

73.  What Drives Individual Purchase Decisions in a Network? A Consumer-Motivation 
Approach

Dongwoo Ko, University of Iowa, USA
Sanguk Jung, University of Auckland, New Zealand

Empirically, the center of the network has been regarded as a crucial component in marketing strategies; however, as the previous lit-
erature suggests, the center of network does not directly connect to revenue generation. This research pinpoints people who are more likely 
to follow others’ opinions.

74.  Assimilation and Contrast in Web Product Reviews: Devaluing the Recommendation 
of a Proficient but Dissimilar Reviewer

Michael Dorn, University of Bern, Switzerland
Claude Messner, University of Bern, Switzerland

Little is known about how the social information on the reviewer influences consumers’ evaluation of the reviewed product. This experi-
mental study applies the paradigm of social comparison and measures the product-evaluation. Contrasting the social information leads to a 
devaluation of the products recommended by a proficient but dissimilar reviewer.

75.  A Typology of Crowdsourcing Participation Styles
Eric Martineau, Concordia University, Canada
Zeynep Arsel, Concordia University, Canada

What motivates individuals to participate in crowdsourcing, and what ends do they seek? We propose a typology of participation styles 
through a study of two prosumption communities: Threadless.com and Montreal Couture. We then provide guidelines for managers who wish 
to implement a crowdsourcing project.


