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The Formation Mechanism of Eudaimonic Happiness during Customer
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Abstract: With the in-depth development of user interaction concept of Web 2.0, customers hope to
participate in the value production and creation process with the aid of Internet, so that they can achieve
eudainomic happiness, rather than hedonic happiness, through self-actualization and self-expression. Most
of previous studies focus on economic benefits brought by customer participation, while few ones pay
attention to the psychology mechanism and psychological benefits during customer participation process.
Our project taking Internet as the background, starting from customer perspective, using multi-methods such
as experiment and survey, and applying physical instruments (such as EEG, fMRI) to collect objective data
of customer behavior and physiology, systematically explores customer psychological reaction and
psychological benefits and constructs a dynamic psychology model of customer participation based on
self-determination theory. Meanwhile, culture factors, site factors and individual factors are taken into
accounts as moderators to the model. Research results are expected to help online companies get a deep
understanding of the psychology mechanism of customer participation during value cocreation process with
the aid of Internet, so that they can achieve core competitiveness through perfect cooperation with
customers.
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