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This research explores the impact of designer identity and brand personality on consumers’ product evaluations. For sincere brands,

there is a preference towards professional creation; for exciting brands, consumers are drawn to customer-created products. We

demonstrates consumers' focal attention on either the process or the product itself underlies the preferences.
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ExTENdEd AbSTrACT
Today, companies across a wide range of fields (e.g., Procter 

and Gamble, YouTube, Threadless.com) are adopting external inno-
vation programs that allow individuals outside the firm to directly 
participate in the new product development (NPD) process. Al-
though interest in customer involvement in NPD is increasing among 
marketing scholars (e.g., Franke, Keinz, and Steger 2009; Moreau 
and Herd 2010), much of the research has focused only on the mass-
customization context and has explored how consumers’ active par-
ticipation in personalizing their own products influences their sub-
sequent evaluations. The current study extends existing research by 
focusing not on customers who are actively involved in NPD, but on 
the broader segment of customers that simply consumes new product 
offerings. More specifically, this research explores whether consum-
ers’ product evaluations depend on the identity of an external design-
er (i.e., a fellow customer or an independent professional designer) 
and examines the role that brand personality may play in influencing 
consumers’ reactions.

We propose that consumers will prefer customer-created new 
products when an exciting brand personality is present, but that this 
preference will be reversed in the presence of a sincere brand per-
sonality. This is due to the different focuses elicited by these two 
distinctive brand personalities, whereby excitement shifts consum-
ers’ focus toward the process used to create a product but sincerity 
draws the focus toward the outcome. When the focus is on the NPD 
process, firms that encourage customers to create new product con-
cepts are seen as more democratic and customer-oriented (Fuchs and 
Schreier 2011). However, when the focus is on the outcome/prod-
uct, consumers will be more likely to link the designer’s professional 
status with the expertise necessary to create an innovative, highly 
effective product.   

 Study 1 adopts a 2 (Designer Identity: Customer vs. Profes-
sional) x 2 (Brand Personality: Sincere vs. Exciting) between-sub-
jects design. A fictitious new product was created as the stimulus. In 
the customer condition, we introduce the product creator as a loyal 
customer, while in the professional condition the creator is a pro-
fessional. Personality is manipulated through text, taglines, logos 
and website visuals, following Aaker et al. (2004). The key measure 
is consumer liking and participants were also asked whether they 
viewed the focal product / the process used to create the product 
as innovative and effective. The 2 x 2 ANOVA showed a two-way 
interaction (F(1,141) = 6.68, p < .05). When an exciting personality 
was present, subjects who were told that the creator was a fellow 
customer indicated a higher liking for the product. In contrast, when 
evaluating the sincere version, participants preferred the profession-
ally created product. 

When asked to evaluate the innovativeness and effectiveness 
of the NPD process, participants rated the process as being more in-
novative and effective when the designer was a customer. However, 
when asked about the innovativeness and effectiveness of the prod-
uct itself, participants who learned that the product was created by 
a professional designer rated it as being more innovative and effec-
tive. Follow-up mediation analysis revealed that consumers prefer 
professionally designed products, because they view the end product 
as more innovative and effective and that consumers exhibit greater 

liking for customer creation, because they perceive the NPD process 
as more innovative and effective.

Study 2 further identifies the role of process vs. outcome ori-
entation by directly manipulating consumers’ focal orientation to 
concentrate on either process or outcome. This study adopts a 2 
(Designer Identity) x 2 (Brand Personality) x 2 (Focal Orientation) 
between-subjects design. Another fictitious new product was used 
to increase generalizability. Results revealed an interactive effect of 
identity and personality (F(1,134) = 9.13, p < .005) and an interac-
tion between designer identity and focal orientation, (i.e., process 
vs. outcome) (F(1,134) = 11.02, p < .05). The pattern showed that 
the moderating role of focal orientation is in parallel with the role of 
brand personality, such that a focus on process leads to a preference 
for customer creation as the exciting personality does, while a focus 
on outcome results in increased liking for professional creation as the 
sincere personality does.

Study 3 examines the timing of consumption as a boundary 
condition. We expect that if the product is to be consumed in the 
immediate future, attention will shift from brand personality and 
focus on more tangible product attributes, thus limiting the impact 
of personality. Study 3 adopted a 2 (Designer Identity) x 2 (Brand 
Personality) x 2 (Consumption Timing) between-subjects design. In 
the near future condition, participants were told to imagine that they 
have a time-critical project, i.e., to remodel their room before the 
coming weekend. In the distant future condition, they were told to 
imagine remodeling their room several months in the future. A 2 x 2 
x 2 ANOVA on liking revealed a three-way interaction (F(1,165) = 
5.70, p < .005). In the distant future condition, the results replicated 
the previous findings. Interestingly, when the time constraint was 
imposed, only a main effect of designer identity emerged, so that 
participants in both the sincere and exciting conditions indicated a 
greater liking for the professionally created product (Mc = 4.21 vs. 
Mp = 5.17; F(1, 159) = 5.01, p < .01).

Across three studies, our research makes three important con-
tributions. First, we show that brand personality plays a significant 
role in determining whether customers respond more positively to 
products designed by fellow customers or by professional designers. 
Second, our research sheds light on the mechanism through which 
designer identity impacts consumers’ new product evaluations and 
demonstrates that this relationship depends on whether customers are 
process-oriented or outcome-oriented. Finally, this study identifies a 
boundary condition in the form of consumption timing and demon-
strates that the interaction effect between designer identity and brand 
personality is attenuated when customers contemplate making an im-
mediate purchase.

Managerially, our research provides important insights for mar-
keters. Our findings suggest that exciting brands could benefit from 
highlighting the active role that customer designers play in the ex-
ternal innovation process. Conversely, managers of sincere brands 
may wish to highlight the expertise of professional designers when 
mentioning an external innovation program in their marketing com-
munications. 
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