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A most of customers use smart phones and new types of interactions between
S companies and customers become feasible through mobile application, need for
new marketing paradigm based on customer participation has been suggested. Nowadays
many companies recognize the importance of inspiring customers to participate with their
brands and of competing more effectively in today’s Participation Age. Recently one
bakery company with integrative data about customers developed a new application
model to get customers’ voluntary participation in its event. This company conducted test
markets to analyze the effects of customers’ voluntary participation on subsequent
changes of purchase behaviors. With the company's supports, we could collect the data
about customers’ participation in patron store registration and their following behavioral
changes at the store. Since any extrinsic rewards were not provided to registering
customers, customers’ registration of patron store can be regarded as voluntary
participation in the company’'s event. Thus we suggested a model that specifies customer
participation as antecedent variable, visit frequencies and purchase amounts as outcomes,
and loyalty status as moderating variable and discussed theoretical backgrounds. We
found that visit frequencies and purchase amounts were significantly increased when
customers voluntarily selected patron stores. Also, the effects of customer participation
on visit frequencies and purchases amount became larger when customers were classified
as VIP. These results show that effective use of the function to increase customer
participation in mobile based applications can give a positive impact on customers’
purchase behaviors. Finally, we summarized the results of this study, discussed theoretical
and practical implications of this study, and suggested future research directions based
on the limitations of this study design.
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