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A theoretical and empirical study of impact of hedonic and utilitarian benefits
on user innovation
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In this study, we revealed the conditions under which orientation in
consumption and innovativeness lead to outcomes in user innovation, where consumers themselves
engage in product development. Through statistical analysis on a representative sample assigned to
demographics, we demonstrated that the search for information outside the field is effective in
realizing new functions, and clarified the relationship with co-creation. In addition, through an
interview survey of designers who develop and sell consumer goods through user innovation, we found
that delving into one"s own values directly contributes not only to product development but also to

brand building. Furthermore, we organized the relationship between consumer innovation and social
innovation.
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