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O AAE D A2 ofo]clol= 71910] SA1E f2J5ke] 2412) e Fold] Yol FT G T-E T
A B A2 ofo]tlo] S Aol A8 A end-usen)d] &M A0l ekl ek EAAS 719 R ke
EAAE N O A E FEY & e AAE Y Z2AAR AAE Ty AH o] ekl At EAA] E9
& gholet Aol Al oot o] & A FSh= Aol TRT O B, A EAAS S AREShe AH|AF] A of tieh &
T F5 AA otk & A A9t SRS Sa% FA4F 0}‘4'7} %02 <l ofoltf o] & 2 55k= Aol
2ketsto], 2ebel FeheEAs] EEF ] 5o Fozte] ol e nA & A5 AASHAH. 22t &7 0] I E =
S0l AH2Y] o) do] FAA R 24H 4 AT, 71 Yol AAE 9 "1HV\ M 2A1E sidst=t lof i A
o] &7|E il ¢l ofor]o] HH O] 5 W 4= Q1S Zlolth 2 A o] & Aol AA R G = Aot =] S
F 40XS AFER ARG AEE Aot oBHoR, B AFEs T IFE T Fo4 At =&
HCI(human computer interaction)Z0F2 W s|=d| 7]oJsl¥ct AR Ao 2 E A= JEeEAA SHES 5=
71Goll YWAte|E o] TiAl-& e o g A At B o 2po] o2l A s 42 7Hs5HA stof 71 el AAlE
9 AH] A ofolt] o & =3 St= Weto]| tijt T2 A AlSk et

FH O 2R EAd, A R Fe

LAME

w27 Halsh= Ao A AESEH] 6l], 71
= A& o2 2] Al EH fF 1S FAlS
ofF Stth(Andrew et al. 2010; Jaruzelski & Dehoff
2010; Bayus 2013). AAE 7 9 SA] g2 4

AEY Fo 54 A4 G5 e AT
th= HolA, 7149 B4 dZFolzty & 4= 9t}

(Leonard-Barton 1992; Luo et al. 2007; ¥
o]
=

29 2017). ©12 918 7] AAE D Aul 2 A
a2 o] FAATHEA A 5 a4 7
oz F@sty welsier @ Waiel 9

(Nickerson & Zenger 2004; Nonaka 1994; Nonaka &
von Krogh 2009). TLaju} 2 A4 w5} &5 0] &
b sl 719 e g E8ol e 1A

= Y AEIATE A1) a0 FesiA] ¢f= A
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& Dehoff 2010; Jeppesen & Lakhani 2010).

olo] wel, 719 R A giFe] AAE AL
(new product development) 2] SHA| & =551l 4]
AlE M= 91t ofolrolE &=3517] fIsf 714
QFo) fEsh= WetEo] AlLEal ltH(Carson
2007; Raassens et al. 2012; Luo and Toubia 2015), =
2} = A4 (Crowdsourcing)= ~1 ¥Qto] shifo]m
(Sullivan 2010; Afuah & Tucci 2012; Poetz &
Shreier 2012; Bayus 2013; Zhao & Zhu 2014), 7|4
o] ¥ E st HHI AHAERY HE7HE
oh-¢-2+= AH|AF AT tF(crowd) A A1A1E 2
MEe F5E ofejtolE fgsh= oA
(outsourcing) 2.2 A o|HTtHHowe 2006, 2008;
Bayus 2013).

AHZFEC] 2218] E5-2 &Aoo 7 FIleh=
ZA|o]™(Bell et al. 2012),6@1 A}3) o A Lol 5t
e 104 Ubﬂlﬂ o] Zq3t Hrg FgET

QA TH(R% _L?_]o} 2008; °]=Y & ALF

2010; A Oj—z,— 2016; Park & Kim 2003; Wang et al.
2002; Yen & Gwinner 2003). 7] 42| 2291 £+ 4
APl E(website)= A AHE 919 224l 78 5L

=

=
o7 o] chh & 715 2006; OlalLt, EAE,

otg 2015). LY Ao o] B[RS AlEE AR
st =71 S 7ol A% s askAY 7
ofoltj ol & Al 5ot T2 ol 7] ofl(&A & =
L2t 2012), 7194 9] A Es Ed] AlE= 1
Stal HWrfishs= R85 B ERo] ofd AH|RRef Thef
& FHE AAE Ste T SEe R sl
gt dE S0, 2ERler HH=E Hrjsh=

Threadless(https://www.threadless.com/y= A-H|Z}
2ZHE A gA= Aol ofo|t]o]lE 4=A 6}l
Ed A¥H tApele egtolo g SE. .4t

E =
TAa=

o Sh Sebe = s Yate] Eoltt,

ol 7199 WAtel B BEHA M| AE
o 7] At £v 4] 2FAGE gto] Lvl o]
RS, S, 193 AAolE7E 7HA 4
=eate] ¥e/gdo] AFH ol gtk (Ahn et al. 2007;
Park & Kim 2003; Wang et al. 2007; Yen & Gwinner
2003). wEtA 7] 4S5 o]-8ASNA AR Aol
oot @2 2R 1 %01%‘ T = =22
dH= s A=
(Poetz & Schreier 2012).
AP EAALL tFAlAA AAE D AH] A 7R
o BAE sk AT ofolelolE 55}
2 3 B2 012 Ao FoI19 ofo
g AFFEE
92 A9] £el EAEHR A e
Se@ 4 A FgloL, 7140 AAE % A

o] 4ol gle] otoltiold] FFelge] Bipzlo

7] m=ll(Scanlon & Jana 2007; Burroughs et al.
2011), Foj 2ol A Ze]& gl ofot]o] & Sl
A% Wit

TRlok 22l Aot ESE 20l A
ol de] m 2= FFoll gt A7F F=537t Aol
o 7]1E uHAE At AB[RFE] Aol o] AAIE

Rdke] Qlo] SRS Q1A|Skal Q) S (Hauser et
al. 2006; Burroughs et al. 2008), 7]&2] A A& 7}
Tt ol g o] gAC] digh A= AAE AN
I Ao Hrofsh= AL A4 siE el v
A& oy @RS A+sto] ol AsistAY &

44 JFe AL 7Y 4% WSS 72

U TT TE= To
SF tH(Veryzer & Mozota 2005; Girotra et al. 2010;
Jeppesen & Lakhani 2010; Boudreau et al. 2011;
Burroughs et al. 2011; Dul & Ceylan 2014; Luo &
Toubia 2015). 13yt 22kQ] ZP=Z k70| AL
250 ol o] nlAe Aol e A7t B
st
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A (perceived playfulness)= 55l ©|
BAFE] Ao ol AR JFES AANSHH, @
Aol E Y211 9] <=4 (design simplicity)< Z|Z}
H AR o] A(perceived ease of use)= Fof °]-&
210 o)Al 3A8AR] FFHE AlF ot A
ghelstaich

ol AME g o ® et
RS s P =R e S e |
2 4= Qletd, o z=o] AlASh= ofe
7} Eold Zlon ZojA gl AA|E ofe
Zo[d ghEo] ol Zo|t}(Calantone et al. 2006;
Dul & Ceylan 2014). w2hA] 7] o] A1A|E 9 AH]
2 S 21 A4 2 AH|A| A g6k
b Yo ARH B2 E 5 3

A& Ao
o] 2 A AAE = Au| A et FhAo] el S Hhe

-
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= =
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one-time contest 217} 2) &4 ofo|t]o}r} 2=t
FEAA 22 ARYE 2959 B7HE AA
AEE % 71 W79 H7HE A == multistage
contest= L o] WH HI7HE A X th(Terwiesch &
Xu 2008; Terwiesch & Ulrich 2009). -1 & 7] ¥jo] &
o= 34 (originality) T 712, HAA et
d(feasibility)e TZA7]= ofoltol= ARl &
E - th(Poetz & Schreier 2012).
Bayus(2013)°]l 2|5 Dell ] 2 2h-9-E47]
& IdeaStorm-= -3 A ofo]t] ] 2] 497}
Ho| 1 A4ole} Aol 24 FPsaleta
z, AHeELAS T A% 23S A8
MAERRE 98 & 9 AAE D A6~ ofo]
Clol Tl A0l 27} 522 A e cHBayus
2013; Seltzer & Mahmoudi 2013). 7] 0] o}-2AA]
= 5ol Yot= ofold o= BA AlEFS FE =4
At NS % ZkE o Slhif(the one)olth
(Terwiesch & Ulrich 2009; Girotra et al. 2010). 1.2}
U theret ofoltjols Bol 43e4S 719e] 4
AE Ak I3t ofoltlo] AlEle] Zo ol 4 A
o, ol= A 410 2 o]0} 4 7] o] o 58 2

T}(Calantone et al. 2006; Boudearu et al. 2011; Dul

™ il

g
=K

2 ol
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& Ceylan 2014). oFg Foll elAdo] gl ATH At Fe] 4]
Zheng 5(2011)2 FAFLEAA T2A E 9] 210] ZFold T A= e Bl AAE R

go] o] F71 FAHAR] FFS v|AH o= <l 2ol o] WAE ZARIC 2 Y= I Th(Dahl &

ofl o o7t wobHthal 5Lt tHE A= A Moreau 2002; Burrough & Mick 2004; Burroughs et
H|Z}-50] Ak EAA] o Frofste] AlARE ofolY al. 2008; Burroughs et al. 2011).

o= AE7te] otolH ol &} Bl W5kl & B¢ =84 ZoldQl AatzEolgt, AHAEC] Foi%l A%

(novelty) 2} A H| 27T A-& 5 8 (customer benefit) |
A 915 HotH, A% (feasibility)oll LolAE
frolm|gt 2ol 5 HolZ] oF=tfil Sth(Poetz &
Schreier 2012). =3+ Afuah®} Tucci(2012)+= Z2H-¢
EAaA Z2AETL Aot AL side] glof
Q75 7|49 S4o] AvlAe] A= 4]
o] 58 = Aolat FASH

=2 12

2. MHE Y Mu|A THL Dt Aol

71950] At ELY BAES Bl sk
AAE E AH|2 P ofold ol Foj2el 2
FELSE 7199 AAE AL ] AT
2o, 7o) ofolt]o} Aate ] glo] A
go] 2 g Zolck. Tet Aepg iy R
Ao A a-75Hs 30|49l AAE ofolt] ol g &
7] 9190 Folzte] FelAQl e 24 5 9l
L P A7 @A) Leld wit A on) et 2

Weh-g s Ast7] 913 5742 (original) o] HA]

E= e
T 5 Hlojuz] b= # 4 3H(appropriate) 2
= T &= 2102 A oH ok (Burroughs & Mick

2004; Burroughs et al. 2008). o] & A& EAA =
Wo A, 20347} ek = meAE ol A
el 540l T AT AE EEe Aol
195 9le) 7| E A B S 2 S u A A
I (convergent thinking)®?} <4HA  Aldl(divergent
thinking)©] AT} FRFIT £¥4 AnL olel

g o) A e skl Aug 2t 2
2 5Eg onletv], BAHE s S3Holn

theslAl e ool ol 2 Az AL ofnle
CHAR A & 2112} 2012; Mednick 1962; Guilford
1967; Pepler & Ross 1981; Marsh et al. 1999; Forster
et al. 2004; Dijksterhuis & Meurs 2006; Davis 2009;
Mehta & Zhu 2009; Runco 2009; De Dreu et al.
2014; Goctowska et al. 2014; Steffens et al. 2016).
4L Aot EaN TRAENA Folrte] 4
WA Aot S AL E B 479 494
AL 7)1 B 0 2 shpe] g8 2 BA s a5
O 2N, 7)EY AF E AE| 0] BAC] et B
o) 2Ql A ANT 4 917] Hzolch. Loy
Léimnowwww44@4%%4f

N

o
PN
>
ol
N
K
ful
Ir
o
£
_>;1_.
L
Rl
é
o,
i
or
_Iﬂ-l juit
=
ofN 2
b

ol zAA

oS 59, Jeppesend} Lakhani(2010)= =22+<]
Hsh7)& BA| Sl2 th3](online science problem
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o

2o A E o 2 A Foizte] ZAsfE5H -2 F7t
stk 5(2011)%= TopCoderzt=
22kl AT E o] EAS)Z th3](online software
problem solving contest)E 5ol 3] 3o 7 RY=}
o] o ZAIHNAFH ] WAE i A9 =<
214 (problem uncertainty)S =8 G2 ALY
o, AlE5 ofolH o] H4-E H7sto] A S
4 580o= S5t

St SHbA AldlE FeheE
g2 o]al thefet ofolt]ojE o
o= U} ofolr]of o] 7} tpeFstal WE& ofo]

1—4014 Z o] Z7}st= Adko] 917) m]lﬁ__cﬂ](])lem

T35t Boudreau

a4 ARt 5
1

A zele = st

A
3 o]
ST S0 AAE 2 A2 ool
Aol FRolA Aee] 28 Yo oioret
5t
Luo®} Toubia(2015)= 244 AL E
—TLXJ]J,R_E._ EPAI 51 (Finke et al. 1992), Ao &
SR 2ulAe] 712 2)40) et 7R 2
oHolE1o1S Aer] 39 a5k ol e
|15t} ESF Girotra 5(2010)2 A
g0 AlES ofelr oo it
SHbA Azt ARt gAIQ] 0}01
generation) ‘5 2& B 7}5l % 1L
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= =947 QJ__’(Lawe & Tractmsky 2004, Cyr et al.
2006; Coursaris et al 2010; Moshagen & Thielsch
2010), o]-gAe] Tl ool A1 k= mlx
CH(Schwartz 1996; Hsu et al. 2012).
Rosen} Purinton(2004)2 24 Al
(Kaplan & Kaplan 1983)E 22} 2H4 o
H1E At B Bl A0 EAshA) o 7Hd
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(Kaplan & Kaplan 1983; Rosen & Purinton 2004).
YAl E HARQ1 T AF5-2 AR E 2H 2
B2 (Complexity) @ Z A (Order)2 F-E5HTH
(Arhnheim 1966; Kaplan & Kaplan 1983; Nasar
2000; Lavie & Tractinsky 2004; Deng & Poole
2010). FAtolE Hpelo] BREAe A7 Ty
(visual diversity)¥} o]r|Z], M3} 22 9 4~ F59] F
F3}(visual richness) .2 U 11, HALO]E Tz}l
o] WAL WAolES] AR} o] Wakera] 1
2] o) )7k Aok gt Hust A2
2 Z o] &8+= A 2 L dth(Amheim 1966; Deng &
Poole 2010). ¥FH, Lavie2} Tractinsky(2004)= HA
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o] E t] 22l 9] 884 (usability) 7} o] =& T
1ol AP A 9 ZAHTS FE ok 1=
A1) A (classical aesthetics)™}, ©]of ® 2
2 3ol o)Al BEH 41|/ (expressive
aesthetics). 2. 2 152 s}t

7|& A= o] o] 8Atol A v A= FFES
Agst7] sl M-R X & (Mehrabian & Russell
1974)& -85ttt M-R 2@ o|5tH AH[Z}9]
A& &7 A E mizliste] AR|ARe] sl

A4 W= S5te] 2H|A] Eol nAl= I
FS A T (Menon & Kahn 2002; Tai & Fung
2007). =S HCI A+E2 MR Y& Faf 2242

Th(Eroglu et al. 2003; Mummalaneni 2005;
Richard 2005; Porat et al. 2007; Deng & Poole
2010).

T E Z7HXZIth(van der Heiden 2003; Cyr et al.
2006; Coursaris et al. 2010). =, YAFO|E ]z}l <]
T AnlAd2 ol-8Ae A Zgel 9=
)& 4~ Qlth(Lavie & Tractinsky 2004; Cyr et al.
2006; Ahn et al. 2007; Coursaris et al. 2010; Deng &
Poole 2010; Moshagen & Thielsch 2010).

4. YIAMO|ES Sofl 0| 8x7t = X[ =
20 cist 7|E AT

7]

I

AFEL QY o §AE0] Aol =S 5

1—

ol Z|Zote= g@Aas0] AZ4E =olXd(Perceived
playfulness), A2+ A8 8-0]A(Perceived ease of
use), 12|31 ]2+ 784 (Perceived usefulness)
= FE5H, o]2f’t X7} @ 450] WAl E T
S HE R AR ot FAE 3EA I
2 713E AS HAFAH(Moon & Kim 2001;
Chung & Tan 2004; Cyr et al. 2006; Ahn et al. 2007;
Coursaris et al. 2010; Hsu et al. 2012). QAo E 0]
BAEE WARIESA W-&(content), -8°]4
(usability), A1)/ (aesthetics)2] HAEE A4 &=
17 WA ES AT 2, oln] 1, 594 5ol
AR O oleaA| LA A3 E A2k B}
Stch(Lavie & Tractinsky 2004; Rosen & Purinton
2004; Cyr et al. 2006; Coursaris et al. 2010; Deng &
Poole 2010; Moshagen & Thielsch 2010).

FRL 71E ATE BARIES] Al 249
9] o8] 2|7t &F-& Adgst] flalf 71& &
RYPS L5190 ™ (Davis 1989), YA EE &
of 2|2 4= = AR 8o/ (perceived ease of
use)} -84 (perceived usefulness) T3t ©]-82}2]
5 A 2|7 ol FF= vl AT (Moon &
Kim 2001; Chung & Tan 2004; Cyr et al. 2006; Ahn
etal. 2007; Hsu et al. 2012). 51 A}-g go]4 9 &
SAT} 22 A-gAel @47 ofd AAO|E Q] o]
8= &3t S7=(enjoyment) T2 FFH 34E
S ol AFS dTFS WoE Tl @
T A ghlstAtiMoon & Kim 2001; Chung &
Tan 2004; Cyr et al. 2006; Ahn et al. 2007; Hsu et al.
2012).

& E°|, Moon?} Kim(2001) TEH o]-§-2¢
0] WAIEE Fofl A Aste woldat AE &

x
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o

gHgol ol-§aEe] AAH 845 A+ 8ol
12]5L E7]=(enjoyment)o]] Y= Fol T4
2 o]-§At9] FA Lt AH|A 0]§ oo 57 F

FEAoR 2E9l 87 o845 AtolE
7S A 2, oluX, A, F
e 2e49l 452 B9 shte)

S

&

Ao 2 QA5 H(Rosen & Purinton 2004), A8
HA =

o]

o kot og

e B =0l AAs slig A

£ AHg ol 43t 5842 A2,

1 22191 70| Aol U x|20j 0jx|=
Sk

= =

Ao 7 QA E|H(Kaplan & Kaplan 1983; Rosen &
Purinton 2004), 2F g2t €7 0] FFS S5 &
olAQl Aytz2 AAts H 4 210 B 2 (Amabile,
Elam & Meed 1990; Feldhusen & Ban Eng Goh
1995; Amabile et al. 1996; Massetti 1996; Marakas
& Elam 1997; McCoy & Evans 2002; Shibata &
Suzuki 2002, 2004; Dul & Ceylan 2011), HA|E
o 87 BHE B o187l FANE UL

e g ezt F4E 4 Al

-
N
i
re
-
i
ftjo
oft
%
Wik
=
Qlt
)
)
5%
a2
o
X
N

1988; Elam & Meed 1987, 1990; Couger 1990; Coll

et al. 1991; Durand & VanHuss 1992; MacCrimmon
& Wagner 1992, 1994; Marakas & Elam 1997). A}t
o|E9] o] § E5k HFE ok Alere] 4T g sht
o|HZ, YAO|EES ol gk Bt 1 AL F

o2 O

71E A= Aol

E
aesthetics)©] 22?1 27 of|A] o]
E 5ol o] §Al A A= FF= 215 THCyr

B, g O 2l tARQlo] 2kl g o] gt
7 A (environmental cue)Z 14 F|o](Kaplan &
Kaplan 1983; Rosen & Purinton 2004), Z|Z} % &0]
A3t ARG goldof dFE mE A o= YRttt

2 A= FGAOIE HARRlE F 7= st
o, T 2RI o] Al u]Ad(design aesthetics)= ©]-82}2]
2|7} El mol Aol YFH-E mA| AL Y21 o] T Ad
(design simplicity)=> A|ZHE AR go]/dof 344
¢l FFHE v A Zol2kal 7Hg skt =2kl g

7 ol gAE RS ARG Letel B4 B9
oFETHES LA ZAGE A, GEAS 2
24 UAQS FAE AR ME F50] Gol

(Karvonen 2000).

et AFo| E T2l o] Alml A o] 2] 2F
ol gt {8/l nAe FFE-2
= B2 (Cyr et al. 2006), &
AR 21 2HE ARG 8ol o]
olg} wekstqict. TS WA E
2 AH AF& &olstA stel=
= AnA ofEthR} Hlwst
S} 2 & (Karvonen 2000), A ZH E0]4-2 7

A5 Aeltt,

>
oo

rr
o, FSL ri
>
=
ox W 1o HU oo

l
lo

lo o ol
ol

;‘g 1

o s

zo,
S to

_OJ_L:
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Nor o
N

ol
-
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HI: 22teEad YA Cixtele] 4Ojy
(design aesthetics)2 O|&Xt9| X|Zt=l =0
Mol 29Nl YL 0" Holck

H2: F2tREAa4d HAOIE C|Xtelel thed
(design simplicity)2 O|&XAto| X|Zt=l At
0|0 37Xl dg2 0[= Aol

2. glAf0| EQ| C|XtQl0| X|ZHE =0|/dat
Mg 80|82 Scll Holdo njx|= B
M) Fod= sAA R 245t 29o=
=9](play)2} &=°]4 (playfulness)©] 2 TH(Lieberman
1977; Pepler & Ross 1981; Bateson et al. 2013;
Chang 2013; Bateson & Nettle 2014). Pepleret
Ross(1981)= oto]l 59 =0l8 & 780l 4
A AbaLeF shbA Atalof] 34 dFe F= A
= HAsHA. ¥ HCI ZoF A= A2 50
do] o] A=<l WA E *—Er O] = o} Ao E o
et s SUA71AL SH4EE S7HIIEAL Al
A5+ tHMoon & Kim 2001; Chung & Tan 2004;
Cyr et al. 2006; Ahn et al. 2007; Coursaris et al.

—_

2010). &, JFELA SHE o)A 28
22 o] 8ot o] 8= A 22 EHE F 2
Eoll A7 mold2 1A 4 glem, o] & Fol
ol-g2te] oA ot gAACE 2AHH 4 s
Zloltth,

oo =X (orlglnahty)‘:']' Q&= o] of
U ofoltjo]o] A8 (effectiveness)d 873
(usability) E+= Z,Xé’%(approprlateness) Tt Eg

o

5H7] mfZofl(Runco & Jaeger 2012), ofo]tjo] 2] &
o2 2Rl &G o AR ol 8T 22
A-84 a9 o] 9l & ok ey A
= 7)) Het A5} el WAl o]87fe)
|2+ AFE--8-0]4d (perceived ease of use) T} 7873

(perceived usefulness) & A|ZHE A 8-o]4dof I

l

N

okl AFE WPt leh. AHE 8ol o8}
7t R 71e(T)E S50kt o1 47
o]-8-5t7] Hthal 2| Z}5h= A o] th(Davis 1989)
A2t EAas Z2AE Fojztzol Fofetd]
o] lﬂ A A 5 7] (intrinsic motivation)S 7}A]
A Q1519 S ™ (Bayus 2013), d2]4d <] &&
2 Y4 5718 &9 7Fsotth(Runco
1991; Collins & Amabile 1991; Buroughs & Mick
2004). 125t A EAA] T2HE FoixtE
| SHAFELY EABE o §HEA 220

rr o
ftlo m}r
r{o

rlo JK‘L

IPF

T35t

=92 (ﬂow of creat1v1ty) Frsh=d Egol 2
|tH(Csikszentmihalyi 1996). watA 2|2t A}
V& T Lol Hekaf A o
P BYE A B4 08 ol

Axjo] eatel §7 ol8te] 4

it [e]
Z /\]-__T_I 11-9,]/1% o] %X—] Z] og oc:raﬂ

]

=
i
r_% mE

H3a: XIZHEl 50|42 ST Atmol 3T Y
242 0|& Zo|ct.

H3b: XIZHEl E0l42 X Aol 3HH Y
22 0" Zolct.

H4a: X|Z4 & AHE 80|d Al Skl
IeHS 01" Aot

Hab: X|ZE A+ 80[d2 +=EH At1o| 38X
Iy S 01" Aotk

3. 072y

St oS afgoR B AT <9 153 e

AFRFG EE}AT B A7} AAsHe A7

gL gt ZE oulg Ak AFeE LA

Lokl SgEe] §3.L ORI Aln) 4Tt ey

o2 FHsIglon, BT §70| o8]



R EaY SHZFO[ CAQI0| HAOIE X[ZeaE Sof 2H[At2| Foldof OjX|=

02
0%
U
o

ool m A= FFE -8R A7 =ol it TAE TefRto 2 A, BE AMHAE g Hofl 17
g go14E Bof dFS ulA R ATETE  ejsio] et
W4 mgel Adste B4 oY wgo] 724
<gefel 87> <oefel AL B8 Az <olgAte] el
AH A FabE Aln
. . (Divergent
(Design Aesthetics) H3a Thinking)
A7vg ol
(Perceived
Playfulness)
A2E AL 8ol 4
(Perceived
Ease of Use)
5 S| Hyp TEE AL
(Design Simplicity) (Convergent
Thinking)

<3 1> A2

B Q7 244 YAOLE A1) 0]
A3} thgAgol A2HE Hol 43k AZHe A% Sol g
S Bl olgxpe] A AT B SHATA Abm 3]
Yo mlA e stelskndt ek PatolEst
o|- g2 oA v A= FFS TARGE 52 FAESH
+ GAR|EO] A1 A& A Sho] A Foj A&
of| Al Al-gotr THE A J3ysto] AF ARE
B S THCyr et al. 2006; Moshagen & Thielsch

Y
=
o
e
re

). 2 AL 0|9k GAEH WS AL Sto] Flo]

BE fgslel, A4l meAEd olsin
2} st 2271 7110 Flo] ]

q meAEd Aohe 4

Al
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sl
2 AT AE2 v el A7 HlolE
Amazon Mturk-& 5l 4071 ¢] T2t =4

g Bt 718 9] -SEAE FHste] F 2,859
28 22 4 9t 28 A& SH Y
o7 dAE e = 102 "Rt

A5 A A= A o = 5 2,74470 0] =
A5 st o]F, & dA4ts FRYAEARY
(Structural Equation Modeling)&24-2 13} 4071 =
FELA EAFNA 1071 9] BEAE 72449 5
Z(random sampling)5to] & =2 40071 2] Al 52}
%l o] E(stratified data)= A+ SFATE LA
A H Y O] 742 B 24 2007014 5007 9] A&
oA FAs} Eoiglal, Aite]l HQt nmiEtn]H
(parameter) ot I X4 57]ol|A] Xt 107]2] =
2]7} 2 Q 519 2 (Bentler & Chou 1987; Bollen 1989;
Nunally 1967; Iacobucci 2010; Wolf et al. 2013), |
S Hlol8 & AREoHA] ¢l U HlolEl o] =
| & B PP RY A AR & H 1L
Q& vlolut 24 9] Fofnd o 75 At = &<l
= gt (MacCallum et al. 1999; Wolf et al. 2013).

A

Al

N g oo

oo B¢ N o
Il P 1o g & T

Wi

ol o

B Aol Fold 2AL S A8 ETEA
oL 24 ETEL eAE G40 Hr(14:

Do not agree at all, 7: Strongly agree)S AH-8-5F%
on), Tl YRt Hso] 7]Eahelr,

By — G AT EF AL ol
L 247 AEE S5 98] ATAEL B
ol ol A o) HAE AAste] 1Eo] Folx
AR el BAE A T F AET Bore B
F¥ohe WAL AR B S5t AR

thFsHAl £A5(Mednick 1962; Guilford 1967;
Marsh et al. 1999; Forster et al. 2004; Dijksterhuis &

Meurs 2006; Davis 2009; Mehta & Zhu 2009; Runco
2009; De Dreu et al. 2014; Goctowska et al. 2014;
Steffens et al. 2016), 2 A= F A S Tl =1
2 Ap39} sk AL TS 245t

TEA ARLE SAsh] 9ol dAZdEA
(Remote association task, RAT)E AF-85H5 Tt ¥4
ARAAE FelA7E B 0] AL A 71A ol s

&t wAERO] o] 55 A ZtSloF Sh= Al (Creative
idea generation task)E AH&-SHAT). 7]& AFE Hf
For A&t @ete] 54 9 HUHE ffs 944
AHARAT) = FE G =AE A= o=
gotdan (4l 0
2} 2.18), SHAEA AFALO] A9 A|ARE o] 5] =AE
AlojA B7tstleh( 54k 0, R 29, Haf:
5.25, EFHA} 3.03).

22f91 21E 9] ofAF ol AATOI E T A1 9] TherAd
2 47l 9] X (Moshagen & Thielsch 2004)E
AH2-51 S T (Cronbach’s =.90). T3+ HALO| E t] =}
Qlo] AulAd  FHIL(Hirschman 1986; Lavie &
Tractinsky 2004; Pol et al. 2007; Cyr et al. 2006;
Coursaris et al. 2010)= Al £ o7 FLA5HH O
H, ol SAHLAZE AFESFYTHCronbach’s «

b

|
\O
(O8]
~—

27}l o]y B ATNA

[

3FCHMoon & Kim 2001). 742 2.2, QAto]

212+ =0]A-2 %% (concentration), =
=]

v oo ot

Im o ol
oft
rok

N

1

o

l

I o
~~
a
2.
o
<
8
a
=
=
fol
N
jutal
~
o
o
=3
o
v
Z.
<
1o,
=
N
-
>
=

ZokoH= A2 FA R tH(Cronbach’s

i

a=91).
R 2} E AR ol E. 22 B 2] A7 AR
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<& 1> &1 2012 A3t
2HC BZ35 Aay2f CR AVE Cronbach’s &
1 88
Ciajolo 2 91
AlO|A 3 %4 99 7 20
4 34
5 .83
] 87
CIzFoIo] 2 83
e 3 74 * © >
4 .88
1 68
2 49
3 52
2245 : %
solx ; o - ” .
6 90
7 76
g 77
9 76
2|24l ; '32 92 80 92
AE B0l ' | ' |
3 91
<BE2>3Q ¥ 2 AEE
1 2 3 4 5 6 Ew(SD)
4.75
C|zlolo| AlO|Ad
1. CApelof 40| 1 (1.44)
5.63
2. CiZFQI0| Cha 5g# 1
[Ztele d (1.08)
4.05
2|2tE 50|14 i o
3. 2|2t =0|4 65 A3 1 (1.19)
5.77
4. 2| 2+5] AFR 20| AT 9% 34k 1 (1.13)
_ 5.25
5. BHAFA AL - 13% -04 - 13% 0 !
54 ] 7 (3.03)
6. 22 H Al -02 -.003 -07 08 102+ 1 305
o4 24 (2.18)
Notes: N=400, SD=EZH3t, * 0055 Z0| M R2|0[SHLEAB), ** 0.01520M RADFHLZUZ)
80|/ (perceived ease of use)> 37 FH2o SHE 1), 8o B 245 Agst et
TH(Ahn et al. 2007)5 AHgste] ZHstAct S gy 57 i) o9 BHE e 9
(Cronbach’s a=92). F7H4 0% SHH A x = ™ B R HE5S 26 913 29 748 AA
© W P Holk AL Hstel(AS 070 ST BE W] B 24 FENAVE)] 71E
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Alosol S HAoH, A= sig ol dl (A *=4.003, Adf=2,p>.1), 27} 27}EA] e

@ EEeh e & FRS AN AAD = 27) nyo] AgE AL FAsHATHBollen 1989;

oj/d el F WA FF:049) 7|EA R £OER F Kline 1998; Schermelleh-Engel et al. 2003).

o P EE Bk B3 Bt A FF g

o] Zt f4Xto] A d A0 Al gk Kok wof ¥ 32, 7 7} H1dp H2o| HZE

Bl E 2lstth(Fornell & Larcker 1981;

Nunnally & Bernstein 1994). &4 ZAil= ofzf 9] B4 Av} Fahe T A A dAatolE t)zpel o] Al

<HE >3 Fow, FATAYE L <E 2> A &4l “J(design aesthetics)<> A|ZHE  =0]4(perceived

o Tk playfulness)oll 24201 L n] 2= AL 8lols
FTH(5=0.73, p<.01). L&t HAF<1 <] *uﬂl*é% ]

2 A7 A SR BE o] AL BHlst] 9]
o PR AT WA ARGl 24

T 2B y?=380.617, d.£=210, p<.01, goodness of
fit index(GFI)=0.92, normed fit index(NFI)=0.95,
index(RF1)=0.94,
index(IF1)=0.98, Tucker Lewis index(TLI)=0.97,

comparative fit index(CFI)=0.98, root mean square

relative  fit incremental  fit

error of approximation(RMSEA)=0.05, root mean

square residualRMSR)=0.16 522 et} H5HA

o] 2|4E0o] nd Mot = Hqutz o 2 oFG ol A O
2 & 4 2t} (Hu & Bentler 1999; Iacobucci 2010).

2= ]7*% 5ol ALE ol e B A

dat /ol o]-8ate] Zo

e U]X]% 71_}@7‘4 AE skt 18y g

|

AtolE tz}glo] o] &2}Fo] AFejAdof] 21 A Q1 JF
g2 0 sk qleug g A2E FIKeE 4
w27 59 AnE vEstach, 27 nge
T R 9] nested model |22, 7lo|A|lF AES
ol A B Q] v E sttt A A3 F
g o] zto]7t [olu|gh AE Holz| ¢foenzg

Zr e AH-g- 8-0] % (perceived ease of use)©l

oJSFS 72| ¢kofrh TS AAfo|E tixpele] o
—{E’é(demgn 51mp1101ty)— OQ]ZOHHE 2|17l ol
ol -2

/\].}3_ %o} ] oﬂ :114 2z c\)_]

(8=-0.11,p<.05). “L&{1} EFr %725,3101 oty Prléﬁ
ol JFo = gl it 1a]ste] 71 H3a2t H3b
= A= 2] gFerem, o]= oFA 953t H3a, H3b
74T} Bi o] A7t 2 Zo]7]of] =5 o] & A
=9] g Aot}

A7) A G0l e BHEA Able] mlx) Qg
o] goju]stx] Lo 7H Haaks 22| H|A] Skk
ou, 7 HabQl S A AR THs e 3

202 Fou|-S & & Qlok((=0.12, p<.05). A7}
o7 7V Hl, H2, 18] 11 H4b7}F A1 A&
= 5ol RIS 4= Qo Tt A+ ol w2 Ayt
£ <9 2>5 5ol =23ttt

2 <¥E 3>
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o CIXjelo] EAO|E X

<H 3>t

MK KN A X
WM X KN N|N|K
B =|h| 85|38
O S I B N IR I
<+
M | = | Ll = v|a
KL S| o - 2| S| o
==
oA
X0 .._;.|_ m.u_ < | =<
0|0 | < |<|&| &
S| 00| mr| R | 3| FD
o Hu oo | <J | m0 | o <t
0 Tl |m@r <] 1]
| 1| 1T] 7|z
O|%0|x0|20|0|S
<D< o | 0fo | ofo
ol | Hu | Hu ojo | ofo
< | <
EIRIEIEEE
NEIEIEIEAEAE:

<olg7te] ZolA>

A AR

(Divergent

Thinking)

* p<.05
** p<.01

Az sel4d
(Perceived
Playfulness)

Al A
(Design Aesthetics)

TEA AL

(Convergent

Thinking)

(Perceived
Ease of Use)

212k E A ol

_._.No
<}
s

(Design Simplicity)

Hl
oK
mJ
Tl

217 0 2 Q12| =] 7]9|(Rosen & Purinton 2004), & A

oy
o}
Al
X

<k

ol

AL
o

JJ

1L Ao 2%
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fife)
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tol &
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Pt 21
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o] g7914]
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£ A7 2E|(Cyr et al. 2006), 2 17

L EEE B

A

TR 0, BA12] Aok

A AR

bl
A

o] 4}

7 =

2 A7 gl E] tiagle] A

M
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o
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o

el
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ze]
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)

shelct 11

ez

3

€ T A7 ol AR 80l

e

AL
__00

—_—

=

jze]
of
XO
o

{2 d+ete HolA

oJu]Z 7} th(Rosen & Purionton 2004; Cyr et al.

2006; Deng & Poole 2008; Moshagen & Thielsch

2010; Coursaris et al. 2010). ©]Z

ol

@a
)

AL
1o°

151det. wheta] 712 A7} A

-

_6_,];0

[e]
Ae

915} 7]

HFASHY © H(Lieberman 1977; Pepler &
Ross 1981; Bateson et al. 2013; Chang 2013; Bateson

ans

e
=

1ol £0] T2l

A5 4l

&

o 2 Ao A= o

o148 Aol

ki

& Nettle 2014), ©]of o

(Lieberman

AdTE

1977; Pepler & Ross 1981; Bateson et al. 2013;
Chang 2013; Bateson & Nettle 2014), 22}

=
—

St

A ohA] Tt

T 2

A}3l(convergent thinking)@} -4t
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o

A& A dreAkA, ol A2l 2]38-&  Rosen & Purinton 2004; Moshagen & Thielsch

HY 4 e A0 |egit, 2010). o124 A WAol ES Fe A|7hel A8 &

nhA oo 2, ) E AL et P B WA ol4o] obd 2nlake] S H ALne] FHHS
S 5o A7bE b aoh A8H 2252 F UL E 4 9L A0 JjHEc Tejshe A9
o WrtolEo] e Hmot AL EOE el 3 FH o] Aeks

Eay Z2AES B8 AN 712 A
1

& Kim 2001; Chung & Tan 2004; Cyr et al. 2006; =t

Ahn et al. 2007; Coursaris et al. 2010; Hsu et al. =4, AH|AE0]

2012). SFAIRE 2 A+L= ofe] o] & 9] Fof ¢{Efst = A EFE ol&

+ AAlE A EFE Qlo] Fa3t AH|jARe] off thgt B e of AP 2 AF ol e FFE 1A 7]

ool 23l €74 o] HAFel-S Fofl ojw et g3k (Moon & Kim 2001; Chung & Tan 2004; Cyr et al.

2 =2 1 a3s A5t AlFd EAS Fol 2006; Ahn et al. 2007; Coursaris et al. 2010; Hsu et al.
7

S SRS
ASsIAthEd 334 /ML e R 71E 2012), 2819 g9 fApele aHatEe] IS
AAE N T Aot g 8 Aot 4 S g2 P 24 gEo] AAEofof gt
A AE &5 A5 E JEAoRA, AHAY A o o] 2Rt 2l 7 9] TIARQlE AH|2LY] 22t
ol A s eo] T FFHS AFH oz g ol &xof 9lo] a3t Q40]7] wjRo|thHa &
o5} 9T}, Stoel 2009). &H| 2= 7|4 9] 2249l 2HE S H A9t

S 2A Z]Yef thet AE7F SXIE o] s 7Y 2]
22. 43X AMAHE A& gt o] =2 £0] 2 (Chen et al. 2005), 7]
Aol it FAE7E SHHSZ A (Yen & Gwinner

2 A= A A EHE0 HARlS e 2003), AP EAA] S5l Hitt A5A Q1 ol E
Sro B A Av|2pe] oo A Te A o e 4= e Zolth 1 sto] 7142 Ae] &
FeEFAdedewdenz sl & SAFEARQ AH|ZA =R f2 ofoH o] & AlAlE
AE= Yot 7149 B B T A9 M ol 2 &4 o= A-GAIH 4 Jla Aot
AFA A S AlERth 2o 2 | {5 I AL AH| 2ol A A

AR, o] A Aito]| 2 7| P2 A=A AP A E& ADsh7|7HA] 9] i & ofn]eitt 18
EHES 28sh=t Qo] T EAaA FGAlE U 22k e 7o AAE W o MqH| A At
CAele] T AR R AZPE ALE B0l sel A 47t Belshs Aolnz, 2ulA7h A
Ae Eo AL FoAxE] +H A AbaLe] AIRF oot of 7} A2t e o] {55 7|7k o] &
584 FF= A7 ofl, A=A AT = Aot Zolth. wheba] 7] -2 AR AP A A A&
SHAE 4= & Aot & & ZFxRg ARl N 75 & o ¢ 2= FFAU 1Y Aw
2 et EHES AASH= bl o] o] 82 U 7)|©] 4 (integrated marketing communication)= ©]
S0 GAFelEL] 4 @ 450] jF wofl 501, -&oto] A A B2 YA AR ni A 5SS
2329w, et aA] T2 A E 3t AHE T Q710 AH|RFe] WA F18] T 5 = A
2+7] 47 oh= Aoltk(Lavie & Tractinsky 2004; o] tH(Schultz 1993).
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3. Q170 B U B AP

B a7t Gete sy BAES ol §ste] Tt
$EAY mEAE FolstiAt st WSS
ggoz B Agstgon, TepeC iy B
F0] §737 2491 TR Fof o] §749] Fel4
o] o GeFE Wx Popmgich, Tt 71E
e} el ol o] St Aol 320l G

2 u)A 714l 7|ZHEgiek. FF AN AE ol §
A7} YAt EY] 257 AEE B SH S0l
obd, YAOIES 7 A FORA TS A
AH Z7-2-& 2717 Tk 2|2 ol Al of
87pe] ST A1) BAE FHHOE AAT 5
9Lo et =g,

S, £ Qo)A A2 ol e B3 A

0] & Steffens 5(2016)°]
AHA ApaL el A& 91,
2o ZH=-2 Creative idea generation A S 4~ &t
o o] A AlF ol o &2l F42 o4l ZFol ]
¢l ol5& F gt Hol ‘”ﬂﬁﬂlﬂolt gt 1B
E = 2 = thsHA A ZsidioF

S RSP g JC-’L:rLQL]' o] stHE vhEol U
= e YA AFaL7F Q@ LH oH(Csikszentmihalyi
1996). webA 71E AAAES
generation YHA| 5 42 o] SAHA] AR} A
ARl & of FoqRfol| Al @ F-E T 75, o] &2
A A2zt Az o] 5] 5 AHlo] FEHFRE
Aotelete =H A AFaLS] GF7 Hj A
= @l Zlo|ti(Steffens et al. 2016). F7HH o2 &
O] FAHA Abaret A AR W40 A7}
Folu| g ATEA (=102, p<.05)E 7HAE AL 5

Creative idea

el st

ol

=

Hﬂ

Fl

ol 5 4 W4e] 2R BAS AT 4 ek,
A, B ATE T A2 g Fol e Bt
olE U TeAS Bl A2 4 glon 4
97 Abe] dste] 3 GFL AL A
spelshlet. Jeit A2 A golgo] St
Apzo] 3 GRS n) A 291 Fohfz

2atgn
Z9E | Al e st glo] shatal Abael
02 §o) TS Cay TRAE 4By

¥ ofo|t]ol
2 . whebA] fel
nrog FEste] ZAITHY

%‘O%X}E: =44
AA)o] Zolst7) & qHeh(Zheng et al. 2011; Zhao &
Zhu 2012; Bayus 2013). 224 o)A F44 5
Aol o5 A sfHt7] wj-Eof(Amabile 1996; Moreau
& Dahl 2005; Burroughs et al. 2011), ©]2} =510
& A7 APETHH AT A o
ool PAE Aol 7T 5 U Ao= I
1=
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12219l g Cizfel

C|2tolo| tha~/d (Moshagen & Thielsch 2010; Cronbach’s (v=.897)
1. The layout is easy to grasp

2. Everything goes together on this site

3. The layout appears simple

4. The layout appears well structured

C|2tele| A0/ (Hirschman 1986; Pol, Park, and Reimann 2015; Cronbach’s v=.93)
Please evaluate the website you just saw on the following aspects

1. 1: Not beautiful - 7: Beautiful
2. 1: Not appealing - 7: Appealing
3. 1: Not attractive - 7: Attractive
4. 1: Not cool - 7: Cool

5. 1: Not original - 7: Original

A|Zt=l =50]d (Ahn et al. 2007; Cronbach’s =.913)

. When interacting with this Web, I do not realize the time that elapsed
. When interacting with this Web, I was not aware of any noise

. When interacting with this Web, I forgot the work I must do

. Using this Web gave enjoyment to me

. Using this Web gave fun to me

. Using this Web kept me happy

. Using this Web stimulated my curiosity

. Using this Web lead me to explore new things

. Using this Web aroused my imagination

O 00 2 N L AW N —

A|ZtEl A2 80|/ (Ahn et al. 2007; Cronbach’s v=.918)
1. Operating this website would be easy for me

2. The website looks clear and understandable

3. This website seems easy to use

II. 2 H|&te| 2to|M

S AL (Marsh et al. 1999, Dijksterhuis & Meurs 2006)

Please imagine that a large food company is seeking new ideas from its customers. As part of this process, this firm is seeking

help creating a name for a new type of pasta.

We would like you to try this creativity task. In the space below, please list as many names as possible for this new type of

pasta. The names that you list should be as creative as possible.

Six examples of existing pasta names are provided below. Please read these examples carefully but do not use them in your

answers.--

You will have TWO minutes for this task: ONE minute to think about new names for pasta and ONE minute to list the names

you come up with.
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Please list possible names for this new pasta below:
Examples: spaghetti, lasagna, fettuccini, rotini, zita, rigatoni

£ AL (Mednick 1962)

Listed below are ten word problems. Each of these problems consists of three “clue” words. For each problem, please think of
a fourth word that relates to each of the other three “clue” words. For each problem, write your response in the box next to each
problem.

You should answer as many questions as you can.

Example:
Elephant-Lapse-Vivid Answer: Memory
Aid-Rubber-Wagon (band)
=49 2017.07.26.

12} =32 4 4=<:2017.08.25.

AL 2017.08.31.
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The Influence of Crowdsourcing Platform’s Design on Consumer
Creativity Through Perceptions from the Website

Yoonyoung Jeong*, Subin Im**, Nara Youn***, Aric Rindfleisch**** Kwansu You*****

ABSTRACT

Creative new product ideas enable firms to maintain product innovativeness and organizational
performance(Scanlon & Jana 2007, Andrew et al. 2010, Jaruzelski & Dehoff 2010, Burroughs et al. 2011,
Bayus 2013). However, extant literatures argue the difficulty of maintaining the innovativeness by relying
solely on the firm’s new product development effort(Andrew et al. 2010, Jaruzelski & Dehoff 2010, Jeppesen &
Lakhani 2010). As a result, firms outsource new product & service ideas to the crowd of consumers. The
process is coined as crowdsourcing and has become a trend in new product development(Howe 2006, 2008;
Sullivan 2010; Afuah & Tucci 2012; Poetz & Shreier 2012; Bayus 2013; Zhao & Zhu 2014). From
crowdsourcing, firms can collect ideas from the end-users of the market who experience inconvenience by
using the product in their daily lives. So from crowdsourcing, firms can bring freshness into its new product
development process(Bayus 2013; Seltzer & Mahmoudi 2013).

Crowdsourcing operating firms have an online crowdsourcing platform to provide information of the
crowdsourcing project to participants and to collect ideas easily(Poetz & Schreier 2012). Extant literatures have
studied the influence of environments, physical, social & organizational and computer softwares that can foster
individual’s creative performance(Aiello et al. 1977, Elam & Meed 1990, Stone & Irvine 1994, Feldhusen &
Ban Eng Goh 1995, Amabile et al. 1996, Massetti 1996, Marakas & Elam 1997, McCoy & Evans 2002, Shibata
& Suzuki 2002; 2004, Dul & Ceylan 2011). However, lack of research have been done to figure out the
relationship between online environment and creativity, even though online environment is perceived as another
environment by users(Rosen & Purinton 2004). If online environment can foster creativity, firms will be able to
gain more creative new product and service ideas from the consumers. So that firms can get higher probabilities

to produce creative products from the ideas, which will benefit its performance in the market. Therefore, the
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purpose of this study is to find out how design of a crowdsourcing platform influences crowdsourcing
participant’s creativity through perceptions from the website.

Online environment of crowdsourcing platforms are constructed with diverse design methods, researchers
focused mostly on categorizing aesthetics of the website(Lavie & Tractinsky 2004; Deng & Poole 2010;
Moshagen & Thielsch 2010). Our study narrowed design of the website into design simplicity and design
aesthetics to compare different effects of the two dimensions(Lavie & Tractinsky 2004; Moshagen & Thielsch
2010).

Extant Human-Computer Interactions(HCI) researches studied different design methods to figure out their
influence on users. Extant studies reveal design elements(images, color, texts, etc.) consisting the website are
perceived as environmental cues(Kaplan & Kaplan 1982; Rosen & Purinton 2004). As a result, environments in
the website can be viewed as environments so it influences users’ perceptions from the website(Moon & Kim
2001; Lavie & Tractinsky 2004; Cyr et al. 2006; Ahn et al. 2007; Coursaris et al. 2010; Deng & Poole 2010;
Moshagen & Thielsch 2010), and creativity of the users.

In crowdsourcing, creativity of the participants play significant role. If participants become more creative, the
more opportunity for firms to choose creative ideas to solve their new product and service problems. Therefore,
divergent thinking and convergent thinking creativity of crowdsourcing participants are related with
crowdsourcing.

Divergent thinking is an ability to generate as many ideas that are also original and novel, whereas
convergent thinking is an ability to find the solution of a given problem. Both terms are widely used in
creativity literatures(Mednick 1962, Guilford 1967, Marsh et al. 1999, Forster et al. 2004, Dijksterhuis & Meurs
2006, Davis 2009, Mehta & Zhu 2009, Runco 2009, De Dreu et al. 2014, Goclowska et al. 2014, Steffens et al.
2016).

Previous studies reveal play and playfulness positively enhance creativity of individuals(Lieberman 1977,
Pepler & Ross 1981, Bateson et al. 2013, Chang 2013, Bateson & Nettle 2014). Therefore, perceived
playfulness from the online environment can positively influence creativity of the user.

Extant creativity researches have not studied the influence of utilitarian aspect from the website, such as the
influence of perceived ease of use on individual creativity. Thus, it is difficult to predict the relationship
between utilitarian perceptions and user creativity. However, we expect perceived ease of use to influence user
creativity positively. Because when a user visits the website and interacts with it, cognitive flow is triggered
which leads to creative process(Csikszentmihalyi 1996, Rosen & Purinton 2004).

Consequently, We predict crowdsourcing platform’s design simplicity and design aesthetics will positively
enhance the user’s perceived ease of use and playfulness. Because of positive relationship between website
design and perceptions from the website(Lavie & Tractinsky 2004, Cyr et al. 2006, Coursaris et al. 2010).

Then, we predict two dimensions of creativity: divergent thinking and convergent thinking will get positively

influenced by perceived playfulness and ease of use. Figure 1 describes our theoretical model and hypotheses.
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<Figure 1> Conceptual Framework

We looked through 40 crowdsourcing platforms that are operated in the United States in 2015. Then, we took
snap shots of the 40 platforms — From the first stage of a crowdsourcing platform to submission stage of one’s
idea. The snap shots of 40 platforms were provided in the survey which participants were randomly assigned.
Total 2,859 observations were collected. Lastly, we randomly assigned 10 observations from each platforms to
create a stratified dataset for structural equation modeling(MacCallum et al. 1999; Wolf et al. 2013).

Structural equation modeling was tested for the research model. According to the results, design aesthetics
has positive influence on perceived playfulness, but it showed insignificant results on perceived ease of use.
Design simplicity has positive influence on perceived ease of use, however it did not have significant influence
on perceived playfulness.

Perceived playfulness has negative influence on both divergent and convergent thinking. On the other hand,
perceived ease of use has positive influence on convergent creativity. Table 1 and Figure 2 depict the analysis

result of the research model.
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<Table 1> Research Model

Path Coefficient t-value Result
Design aesthetics --> Playfulness 0.73 12.16 Supported
Design simplicity --> Ease of use 0.87 16.51 Supported
Playfulness --> Divergent thinking -0.21 -1.92 Rejected
Playfulness --> Convergent thinking -4.31 -2.91 Rejected
Ease of use --> Divergent thinking 0.16 1.01 Rejected
Ease of use --> Convergent thinking 0.24 2.06 Supported

<Online Environment= <Perceptions through the Online Environment= <User Creativity=
Design Divergent
Aesthetics Thinking
Perceived
Playfulness
Perceived
Ease of Use
Design Convergent
Simplicity Thinking

<Figure 2> Structural Equation Modeling Results

According to the results, website designs have influence on crowdsourcing participant’s creativity through
perceptions from the website. Specifically, design aesthetics was found to have negative influence on
convergent thinking and divergent thinking through perceived playfulness. On the contrary, design simplicity
has positive influence on convergent thinking creativity solely through perceived ease of use.

From our findings, we contribute to current literatures by extending the influence of environment on
creativity with online environment. Moreover, the study discovered the influence of perceived ease of use on
crowdsourcing participants’ creativity. Therefore, in online environments, utilitarian aspect such as ease of use

inspires crowdsourcing participants to become more creative, if the website is simply designed.
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In addition, our study suggests managers to emphasize design simplicity of the crowdsourcing platform when
they are developing one. Design simplicity of a crowdsourcing platform is balancing layouts, images, and color
of the website, so that website users can perceive the environmental cues in the website to be harmonious.

Then, firms will be able to gain more creative solutions of new products and services from the participants.
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