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Influence of user participation on creativity output of new

products in the firm-led virtual innovation community
GUO Aifang , WANG Shuting , SHI Kexin, ZHOU Jia
(School of Economics and Management, Zhejiang Sci-Tech University, Hangzhou 310018, China)

Abstract: To explore the influence of user participation on creativity output of new products from the
perspective of users, the data of 2400 users from 12 firm-led virtual innovation communities were collected
by web crawler. The hierarchy regression analysis was used to test the influence of user participation width
and depth as well as their interactions on creativity output of new products. The results show that both
breadth and depth of user participation have significant positive effects on the quality and quantity of
creativity output. In addition, the breadth and depth of user participation have a positive interaction on the
quantity of creativity output, whereas they have no significant interaction on the quality of creativity
output. The research conclusions may provide certain enlightenment for Chinese manufacturing enterprises
to manage user participation in the virtual innovation communities so as to promote the generation of new
product creativity.
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products; participation breadth; participation depth
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