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Abstract. Virtual ideas communities such as Dell's “Ideastbror Intel's
“ldeazone” are very popular in practice. In suchmowunities distributed groups
of individual customers focus on voluntarily shariind elaborating innovative
ideas to support company's new products developntémivever, a look at
existing ideas community leads to the conclusioat thany of them are
featured to the minimum necessary. Typically, tii@y to provide technical
components and organizational arrangements that alte to motivate
customers to submit ideas. Based on insights frontivatmn theory it is
known that such components and arrangements ceme@ ss incentives for
submitting ideas, as they activate customers’ spoading motives, which
again lead to idea submission. In reverse, thisnsi@den knowing customers
different motives one can systematically derive qadée components and
arrangements from it. The aim of this paper is &ived components from
customers’ motives. Our research approach is twdetb First, we applied an
online survey among participants of the SAPiensasdeommunity. We
empirically queried motives that lead participaiotsubmit ideas. After that we
come up with an empirical tested set of six motigsslf-marketing, fun,
altruism, recognition, product improvement and ewement as well as
learning). Second, we used these six motives iardalderive a set of adequate
components from it. Our research will deliver infpot examples and insights
how to arrange virtual ideas communities with teécainand organizational
components and arrangements in order to make there gffective, so that
more customers are willing to submit ideas.

Keywords: virtual ideas communities, open innovation, usetivation,
customer integration, motives

1 INTRODUCTION

1.1  Open Innovation: Customer integration into innovation activities

In the 20th century, many leading industrial conipargenerated, developed and
commercialized ideas for innovations in self-retian Nowadays, companies are
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increasingly rethinking the fundamental ways of aging their innovation activities.
According to Chesbrough’s open innovation paradigmercoming companies’
boundaries in order to open up for other resoufeemnovation becomes more and
more important (Chesbrough 2003). In this contexgt@mers are seen as one of the
biggest resource for innovations. Customer intégnainto innovation activities is a
strategy of value creation in which customers aldng part in innovation value
creating activities. Customers respectively produsers often have rather high
product expertise as well as knowledge and crégptpatential, which they gained by
regular product usage. However, this customer'sskedge is hardly accessible for
companies. When integrating customer into the prbolunovation process companies
profit by getting access to customer’s product kiieom.

In particular, when integrating customers into #erly stages of the product
innovation process, which focuses on generatingvations ideas, companies tend to
get access to customer innovation ideas. On the hamel, ideas expressed by
customers reflect their needs and wishes. On ther ¢tand these ideas can represent
suggestions describing how ideas can be transfémtednarketable products. These
so called “need information” and “solution infornmat” constitute valuable input for
the product innovation process (von Hippel 1994).

In literature and practice certain methods for gni¢ing customers into the early
stages of the innovation process are discussed.Hifgpel’'s “Lead-User-Approach”
is a popular example of this understanding of austointegration (von Hippel 1986).
The Lead-User-Method implies systematic identifmat of single innovative
customers, so-called lead users, and their integréhto workshops in order to
generate ideas and concepts for new products wicssrtogether with companies’
employees.

In literature and practice ideas competitions aescdbed as another familiar
practice to get access to customer ideas. An ideagpetition can be defined as an
invitation of a company to its customer base ineorih submit innovation ideas to a
certain topic within a certain short timeline aggitally via an Internet platform. An
idea-reviewers committee evaluates these contdbsitand selects the winner (Piller
and Walcher 2006; Leimeister, Huber et al. 2009).

Recently, a novel method becomes relevant in meciihis alternative method
can be constituted as “Virtual Ideas Communitiéd2as communities are initiated by
companies and seek to offer customers a virtualnfiofor submitting innovation
ideas. On the virtual community platform customeas post their ideas, vote for
other participants’ ideas and comment and/or dsaus other participants’ ideas in
order to help making ideas better in a collaboeathanner.

While online user innovation communities in generad not a new phenomenon,
as at least the open source software phenomenorondgnaites, with ideas
communities there is an underlying difference. Birman idea communities - from
initial community building until continuous commiyimanagement. This allows
them to control the community in total and becaof¢his to use its idea outcome
non-restrictively. In contrast to that, so far kmowonline user innovation
communities, like open source communities or oninexmunities of enthusiasts in
basketball that share ideas for improving the desigother features of sport shoes
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(Faller, Jawecki et al. 2007), are run completeyyand for users, which made it
difficult for firms harnessing communities’ outcorfee new product development.
So, ideas communities, which we define as disteitbugroups of individual

customers focused on sharing and elaborating iniwvaideas supported by
computer mediated community platforms as well &ated and run by firms, are an
emerging popular strategy in order to gain ideasifimovations from customers.
Companies like Google, Intel, BMW, SAP, or Acrobaé only a few examples that
run ideas communities.

1.2 Theoretical background: motivation theory

Motivation psychology differentiates between the tiolo “motive” and
“motivation”. A motive is seen as an individual’syghological disposition (von
Rosenstiel 2003). This disposition describes howartant certain goals for an
individual are. Some motives are inborn but a nedfit stable set of motives is
developed during an individual’'s socialization pss (Heckhausen and Heckhausen
2006). This set of motives constitutes an individueognitive subsystem. Motivation
describes the process how an individual's motivesome activated. The basic
principle of motivation is characterized in motieat psychology as follows: In a
particular situational context, an adequate motilebe activated and subsequently
cause certain behaviour. In such situational cdsteartain things, that an individual
perceives, will serve as incentive that stimulatesesponding motives. So motives
can be seen as incitement to human act and behlaVvion Rosenstiel 2003). Von
Rosenstiel (von Rosenstiel 2003) illustrates thigvation of human behaviour in a
simple model, shown in the following figure.

Incentives

Motives @ ‘ Behavior

Fig. 1. Motivation model, adapted from Von Rosenstiel (200

One can distinguish between intrinsic and extrims@tivation: There are certain
activities and behaviors that some people naturaligage in, such as eating or
drinking. Deci calls this intrinsic motivation, kmese the underlying motives are
stimulated by an inborn feeling, such as hungeahist, not by a situational context
as described above (Deci and Ryan 1985). Besidmtitives that belong to the class
of internal motivation there are several other wedj which do not arise from an
individual's inborn desire. They arise directly fnexternal stimuli that are perceived
from above mentioned situational context. Thesevastcan thus be categorized into
the class of so called external motives (Deci apdrRL985).

For our research one can draw on this motivatiodehdo, adapted to the case of
ideas communities certain components of ideas carities can be interpreted by a
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customer as a mentioned incentive that again desvdhis person’s individual
corresponding motive and then finally lead to ideamission.

1.3 Research aim, approach, and methodology

Many ideas community offer only a limited rangeatfractive components, such
as technical functionalities, tools or organizadibarrangements. Typically, ideas
communities only offer three, technical based @esnents. These are IT-based
systems for idea up-loading, idea commenting, aled ievaluating. Certainly, the
lack of attractive components and arrangements rigaa reason why most ideas
communities count only few ideas. However, prowidimore attractive components is
the manipulating variable that firms can use ineordo influence customers’
willingness for idea submission, as can be leafrath above mentioned motivation
theory.

So, our research aimed at identifying much moreaetive components and
arrangements for virtual ideas communities thanstag core elements. The
underlying approach of our research in accordandbe above described motivation
model is as follows: Knowing customers’ motives én@ble to determine adequate
components and arrangements that serve as incenfime stimulating theirs
corresponding motives and than in turn will makenthsubmit ideas in a much more
willing manner.

So, our research seeks to deliver technical- ad a®lorganizational-based
components and arrangements that are able toidaiseoutput in ideas communities.
As Schneiderman (Shneiderman 2000) emphasized #uessity of efficient
environments enabling innovation and creativityg@sses in the scope of customer
integration, our findings will contribute for desigg such effective environments
within idea communities.

Our research approach is two-folded. First, we iadpan online survey among
participants of the SAPiens idea community. We eitglly queried motives that
generally lead SAPiens participants to submit idéder that we come up with an
empirical tested set of six motives (self-marketifugn, altruism, recognition, product
improvement and enhancement as well as learninggor#l, we used these six
motives in order to derive a set of adequate compisrand arrangements from it.

1.4 Case background: The SAPiens ideas community

SAPiens is an Internet based ideas community (wapiess.info) initiated and
run by the ERP software producer SAP. SAPiens aasched in summer 2009 and
targeted users of SAP software. Each submitted ple@ased in an average length of
five-line phrases, was visualised in an idea paokeparate section of the online
platform. Figure 2 shows the homepage of the SAfideas community.

Until March 2010 156 SAP users became registerethbees of the SAPiens
community. Of those users, 149 actively particiddtg submitting at least one idea.
The rest participated by just scoring and commegnsnbmissions of other users or
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simply lurk. The comments and user evaluationsdlpe ideas presenters to refine
their ideas.

IMPRESSUM | ABOLT

SAPIENS

Start Ideenpool Ifitgliader
Sicher haben Sie ldeen zur SAP-Software - kleine Ideen, arofie Ideen oder sogar revolutionére Ideen? _USEJI’VE!’HE
SAPiens ist das Forum fir hre [deen. yir wollen Ihre Ideen hren. Aufem Sie hier lhre ldeen und [ ]
gestalten Sie die SAP-Software mit
Passwart
.Together, we will shape the future of SAP.” |
Pascwortvergessen
i « _ Witglied werden
Aufruf zu einem
Ideenwettbewerb zum
Thema SAP-Lehre
Zahlreichen Hochschulen,
i o - Berufzakademien, berufshi...
A c 3
submit view & vote ollaborate e
: Schauen Sie die ldeen Kommentigren und
Stell\in ﬁle\hlE Ideed(n) 2ur ffddter SAPIBRE AL darn etk aften Gia | dasn Teilnghmereindruck von
SEA’P?“J“M”Q el Ideenpoal an und bewerten anderer SAPiens aus derm University Excellence meets
SRR Sie diese Ideenpool

Die Teilnahme an “University
Excellence meet,
aamschewski, 24 Jun 2008
05:02:10

® SAP-Pianspiel Markus Seebauer

® BAM st mehr 2is Workiliowmahagement Thamas Wibbels
® Location Based Senices in SAF Christos Konstantinidis
@ Download Manager im Solution Manager Harald Kienegger

Fig. 2. Homepage of the SAPiens ideas community

2 MOTIVES OF SAPIENS' MEMBERS

In order to research motives that make SAPiens reesnbubmitting ideas we
guery a set of eleven possible and adequate opeaditied motives among SAPiens
members with the help of an online survey. Befbad,twe extracted queried motives
from an extensive literature review. After datalection we analysed empirical data
with the help of factor analysis. All results aresented in the following sections.

2.1 Literature review

Human motivation has been discussed prominentlyhénfield of open source
community research. Various motives are examinad rtimke open source software
programmers participate in open source softwargept® As open source software
communities are basically comparable to ideas comities it is worth to check if
motives examined in the open source domain couldxbected to our case. So we
conducted a literature review. We examined six eogli studies out of the field of
open source research that deal with programmersivesofor participation in open
source communities. We focused on its examinedvaitidin factors and analyzed
which of them are appropriable for the use of onn®urvey. Based on the insights
of this research we applied 11 motives, which aiefly described as follows.
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The first motive is fun. Fun is a prominent motistedied in several open source
motivation studies, e.g., Hars and Ou (Hars and 2002), Lakhani and Wolf
(Lakhani and Wolf 2005), and Osterloh et al. (OsterRota et al. 2002). In open
source context, the fun motive is described asngpafun or enjoying one-self when
programming. Applied to ideas communities the fustive is manifested in having
fun in developing ideas.

The second motive out of the class of intrinsic iwadton is intellectual
stimulation. Raymond describes programmers who are motivayethib factor for
engaging in open source communities as people “...e&hjpys the intellectual
challenge of creatively overcoming or circumventiigitations” (Raymond 1996).
In their study Lakhani and Wolf (Lakhani and Wolda5) found out that the top
single reason to contribute to open source projediased on intellectual stimulation.
Applied to ideas communities developing ideas fartipipants is intellectually
stimulating.

An important motive considered in studies that espImotivations of open source
software programmers isaftruism”, e.g., Hars and Ou (Hars and Ou 2002). Open
source software programmers who are motivated byisin seek to increase the
welfare of the open software community by writinggram code without expecting
any reward. Altruism can be interpreted as thectliopposite to selfishness or as
“doing something for another at some cost to ofieé@lzinga 1999). Altruism can
also be presumed to be a driver that motivatesomests to participate in ideas
communities.

Another intrinsic motive considered in open soumscetivation studies is
“reciprocity”. Shah (Shah 2005) as well as Lakhani and Wolf (rakland Wolf
2005) found out that some open source programmetiipate because they felt a
sense of obligation to give something back to thenosource community in return for
the software tools it provides. This motive couldoabe assigned to the case of
customer participation in ideas communities. Smeaustomer may feel obliged to
SAP in return for the use of the SAP software.

One motive out of the class of external motivethes so calledecognition, e.g.,
Hars and Ou (Hars and Ou 2002) or Hertel et al.rt@eNiedner et al. 2003).
Recognition contains expected reactions of sigaific others, such as other
programmers. Motivation to contribute to a openrselccommunity should be higher
the more positive the expected reactions of sigguifi others are, weighted by the
perceived importance of these significant othelss Telation is formally expressed
as a multiplicative function. Applied to ideas commities participants expect positive
reactions from other participants as well as thganizer. These reactions by thirds
may be caused by the submitted ideas displayetieomternet platform.

Furthermore, people may consider participating deas communities as an
effective way to demonstrate their capabilities asidlls shown through their
submitted ideas. Their achievements in ideas coritiesitan be used to demonstrate
competence to the organizer of the ideas commumitgthers. Reactions by thirds
may be caused on the basis of submitted ideasicipating in ideas community,
therefore, can be a good channel for self-advengse for those seeking new job
opportunities, for example. This phenomenon is igadiscussed in the field of
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researching motivations of open source programmaeself-marketing motive, e.g.,
Hars and Ou (Hars and Ou 2002) or Hertel et alrt@fieNiedner et al. 2003).

In the context of open source communities idergdtfan is examined also as a
motivational factor. ldentification is a reason fprogrammers engaging in open
source communities when other participants shasomeone’s aims, ideals, etc.
(Hars and Ou 2002; Osterloh, Rota et al. 2002; dfieKiedner et al. 2003; Lakhani
and Wolf 2005). Kelly and Breinlinger (Kelly and@nlinger 1995) as well as Simon
et al. (Simon, Loewy et al. 1998) used identifioatin order to explain why people
engage in social movements of specific social gsagych as older people, women,
etc. Applied to ideas communities, people may rédar participating because they
feel aligned to the organising firm of the ideasoounity in a manner that marketing
science characterizes as customer’s brand loyaltgompany awareness (Aaker
1997). Sojdentification with the organizing firm is a motivational factor worth to
be include to our survey.

Insights from open source motivation research fevleat many open source
programmers participate in open source projectsusee of their willing to improve
functionality of the software or failures in thedis of code (Hars and Ou 2002). This
could be also relevant for participants of ideamcmnities. By submitting an idea
participants may accentuate the necessity for impgothe functionality or a defect
of the underlying product. Sproduct improvement is a motivational factor worth
to be include to our survey.

Furthermore, in the open source software reseaechdéed motive is discussed. As
several studies, e.g., Gosh et al. (Ghosh, Glo#t.e2002) reveal that programmers
engage in open source communities because theyahgeesonal need or just detect a
need for a certain kind of software. They appeahrioexisting community or even
form a new open software community in order to enpént their need. Applied to
the SAPiens ideas community customers may motieaseibmit an idea because they
detect a certain personal need which they phraseain idea. So, thaeed motive
seems to be worth included in our study.

Another motive out of the class of extrinsic motiga is learning. Learning is
also discussed in the field of open source motivatesearch. Hars and Ou (Hars and
Ou 2002) found out that some open source prograsnaee motivated for
participating in open source projects by the prospéselecting learning experiences.
This motivation factor can be adopted for the pnes¢udy. So, customers may also
participate in ideas communities to expand theirs@eal skills, capabilities, and
knowledge.

Different open source motivation studies found thdt open source software
programmers also seek faontacts to peersin order to make new friends or
socialize with others (Hertel, Niedner et al. 2003y/hen applied to ideas
communities we expect that customer also have rtfuive to contribute to ideas
communities.
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Table 1. Adapted motives

Motive Reference
Contextualized from Hars/Ou (2002); Hertel/Niednewitthann
(2003); Lakhani/Wolf (2005); Shah (2005).

Fun

Intellectual stimulation  Contextualized from Lakh&xolf (2005).

Altruism Contextualized from Hars/Ou (2002); Shab(®).
. . Contextualized from Ghosh et al. (2002); Lakhani/#{2005);
Reciprocity Shah (2005),
Contextualized from Ghosh et al. (2002); Hars/OW20
Recognition Hertel/Niedner/Herrmann (2003); Lakhani/Wolf (200Shah
(2005).
Identifying with the Developed in this research by building on Hars/2n0ge);

Hertel/Niedner/Herrmann (2003); Lakhani/Wolf (2005)

organizing firm Osterloh/Rota/Kuster (2002).

Contextualized from Ghosh et al. (2002);

Product improvement Hertel/Niedner/Herrmann (2003); Shah (2005).

Contextualized from Ghosh et al. (2002); Hars/OWR0
Lakhani/Wolf (2005); Shah (2005).

Contextualized from Ghosh et al. (2002); Hars/OWR0
Hertel/Niedner/Herrmann (2003); Lakhani/Wolf (2005)
Contextualized from Ghosh et al. (2002);
Hertel/Niedner/Herrmann (2003).

Need

Learning

Contact to peers

2.2 Survey

The survey seeks to explore the motives that makécjpants of the SAPiens
ideas community contribute ideas. Since perceivetiviation-related issues can be
best expressed by the participants of the SAPiemsnwnity themselves, we
conducted a standardized questionnaire surveyteP®siwere formulated in order to
measure the 11 motives (see table 1). Using agrattale ranging from 1 (strongly
disagree) to 5 (strongly agree), participants wasiked to rate the degree to which
extent each motive makes him or her submitting 9déa the SAPiens ideas
community.
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Table 2. Rotated component matrix
Items Components
| attended the SAPiens 1 2 3 4 5 6
ideas community
because...

Fun

1.
... I have fun in working 0.065  0.660 0.268 0.065
out ideas and creative
solutions(S1)

0.117 -0.039

... | perceive composing 0.043  0.630 0.026 0.209
creative ideas as a kind
of self-realization(S2)

0.325 0.176

... | take much pleasure 0.255  0.785 0.203 0.107
in being creative(S3)

0.118 0.030

2. Intellectual stimulation
I'm stimulated by excluded as item did not achieve critical MSA value

generating creative

ideas.(IH1)

. I'm intellectually 0.190  0.898 0.065 -0.023 0.082 0.135
challenged by

developing creative

ideas.(IH2)

3. Altruism

I want to benefit -0.106 0.360 0.569 0.203
others by contributing
an idea(ALT1)

0.300 0.141

. | want to make my 0.058 0.106 0.727 0.141
idea available to the

general public without

expecting any return.

(ALT2)

-0.020 0.162

4. Reciprocity

. | believe that SAP 0.024 -0.050 0.468 0.161
goes to the time and
effort of developing the
SAP software, so that |
want to regive SAP my
idea.(REZ1)

0.261 0.508

... | want to reciprocate excluded as item did not achieve critical MSA value

to SAP as | use the SAP
software gratis(REZ2)
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Iltems Components
| attended the SAPiens 1 2 3 4 5 6

ideas community
because...

. | want to give SAP

my ideas as | return
professional
qualification through
SAP.(REZ3)

excluded as item did not achieve critical MSA value

. | want to benefit to
SAP by submitting an
idea as | benefit from
my SAP skills(REZ4)

excluded as item did not achieve critical MSA value

5. Recognition
. | hoped that other 0.423 0.236 0.048 0.610 0.087 0.120
members would
appreciate my idea(s).
(ANER1)
. | hoped that other 0.110 0.452 0.407 0.418 0.096 0.006
participants would
honor my idea(s).
(ANER2)
| hoped that SAP 0.415 0.089 0.131 0.710 0.191 0.284
would value my idea(s).
(ANER3)
| hoped that SAP 0.046 0.094 0.210 0.832 0.253 0.071
would appreciate my
idea(s)(ANER4)
6. Self-marketing
... 1 hoped to show my 0.624  0.263 -0.080 0.229 0.400 -0.040
skills and abilities
through my idea(s) to
potential employers.
(SM1)
. | hoped to convince 0.762 0.214 -0.121 0.337 0.160 0.216
SAP of my skills and
abilities through my
idea(s).(SM2)
| hoped to 0.853 0.003 0.125 0.003 0.164 0.126

demonstrate my skills
and abilities through my
idea(s).(SM3)

7.

Identification with the organizing firm
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| attended the SAPiens 1 2 3 4 5 6
ideas community
because...

. | identify with the 0.376 0.227 0.445 0.144 0.042 0.075
SAP brand(CI1)

I'm into SAP and 0.383 0.347 0.588 -0.009 0.313 0.099
because of that | wanted
to support SAP(CI2)

8. Product improvement

| want to give a 0.042 0.069 -0.023 0.164 0.644 0.183
helping hand in
improving existing SAP
software.(PV1)

... | detected a software excluded as item did not achieve critical MSA value
bug and | wanted to help
fixing it. (PV2)

9. Need

my idea mirrors a 0.086 0.205 0.312 0.360 0.670 -0.065
need that is not covered
by existing SAP
software  applications,
yet.(BEDA1)

. | wish to tell SAP 0.141 0.120 0.444 -0.124 0.590 -0.100
about my certain needs
that are not covered by

existing SAP
applications, yet.
(BEDA2)

... | detected a need for 0.129 0.364 0.024 0.194 0.578 0.110
a certain SAP software

application and put it

into an idea(BEDA3)

10. Learning

I hoped to get 0.413 0.138 0.426 -0.011 -0.102 0.677
learning experiences
through the feedback
concerning my idea(s).
(L1)

... | hoped to learn from 0.244 0.158 0.041 0.202 0.131 0.785
discussions with other

members of the SAPiens

community.(L2)

11. Contact to peers
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Iltems Components

| attended the SAPiens 1 2 3 4 5 6
ideas community

because...

| hoped to get in 0,644  0.107 0.285 0.124 -0.099 0.231
contact with other SAP
software users in order
to talk with them about
my idea(s)(KZG1)

| hoped to get in 0.482 0.348 0.314 0.222 -0293 0.057
contact with other SAP
software users in order
to share experiences and
information.(KZG2)
Cronbach’s Alpha 0.857 0.860 0.772 0.852 0.779 ™80

The questionnaire used in this study was structutested and consequently
adapted to the needs of the target audience. Testigonaire was pre-tested by 10
experts pursuing doctoral and Master's degreesnformation technology and
business administration. The objectives of thetpstwere to ensure that none of the
items were ambiguous as well as that the items wadely captured the domain of
interest. Expert opinions’ indicated that the coht& the items was valid.

We run the online survey in March 2010. The quesiire was implemented
using the online-survey service “2aks”. Each pgént of the SAPiens ideas
community that submitted at least one idea (N =)14@s provided with a
personalized link to the online survey by eMaileTdurvey was administered over a
period of four weeks. Eighty-seven participantsvided adaptable answers to the
guestionnaire which represents a 58.39% resportiee #@.11 % of those adaptable
answers were men (n = 61). 60.92 % (n = 53) ofdahadaptable answers were
between 20 and 30 years old. As it concerns thepaton of these participants, with
55.17 % (n = 48) students were overrepresentedersample. The rest were either
SAP consultants or persons in charge that work &P applications once a day or
at least a few times a week.

2.3 Results

We tested construct validity of our 11 motives aathted 29 items based on an
exploratory factor analysis. We analyzed the itemith the help of the statistical
software program SPSS 17.0. In order to check vendtie data was appropriate for
factor analysis we pre-analyzed the Measures ofpagnAdequacy (MSA) for the
whole data structure as well as for individual igerithe items REZ2, PV2, IH1,
REZ4 as well as REZ3 showed MSA values that wereeto0.5. According to
Cureton and D’Agostion’s recommendation, who deethatlitems achieve sampling
adequacy if values are equal or exceed the cnitesfdd.5 (Cureton and D'Agostino
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1983), these items were excluded within six iterai After the sixth iteration all
remaining items were above 0.6 and exploratoryofaeinalysis was applicable.
Furthermore, we pre-checked the global MSA valduerahe sixth iteration in order
to ensure applicability of explorative factor arsdy With a MSA of 0.729 Cureton
and D’Agostion’s (Cureton and D'Agostino 1983)rggent 0.5-criteria was met, too.

The factor analysis resulted in six factors witlgegivalues higher 1 (varimax
rotation). All the six factors explain a total 06.821 % variance. The first factor
explained 14.149 % variance. It was mostly deteeahiny all items that represent the
expected motive self-marketing as well as the iK®1. As the intention to seek for
peers in order to get in contact can be seen agsanmption for self-marketing
activities as well as peers constitutes the taagelience of self-marketing activities
the KZG1 loading on this factor can be acceptedigitde. Because of this, we will
call this factor as'self-marketing” (component 1 in figure 5). The second factor
explained 13.887 % variance and mostly was detexaniby all “fun” items.
Furthermore, the item IH2 also loads on this facéar intellectual stimulation can be
interpreted as a form of fun we will accept inchuglithis item in factor 2. Following
this argumentation we will call this factfun” (component 2 in table 2).

The items ALT1 and ALT2 as well as CI2 load on &eotfactor, which explained
11.066 % variance. As altruistic feelings only vii# brought toward a certain person
or organization with whom or which one can identifijs seems plausible. Thus, the
third factor can be callethltruism” (component 3 in table 2). On the fourth factor
load 3 items that expected to expléaiacognition” (component 4 in table 2), solely
(10.040 % variance).

The fifth factor, which represents a 9.989 % exgims of variance, we call
“product improvement and enhancement” (component 5 in table 2) as all need
items as well as one of two product improvemenh#doad on it. Finally, the sixth
factor which explained additional 7.190 % variaweas mostly determined by the
supposed learning items. As suppodedrning (component 6 in table 2) seemed to
be an independent motive.

The items REZ1, ANER2, CI1 as well as KZG2 wereledked as their values are
< 0.55 according to Hair et al.’s recommendatiohovdeemed that items achieve
acceptable factor loadings if values are equalxaeed the criterion of 0.55 (Hair,
Anderson et al. 1998). After this complex explamatéactor analysis its results
support the contention that our model has adequatstruct validity.

The reliability of the resulting factors was chedkesing Cronbach’s alpha. A
Cronbach’s alpha of 0.7 or higher (Nunnally 197&swised as an acceptable value
for internal consistency of the measure. The Crohisaalphas of the four factors
range from 0.772 to 0.860 (compare table 2). Thagees support the contention that
all the factors had adequate reliability.

As examination of validity as well as reliability an underlying research model by
solely applying explanatory factor analysis respebtt Cronbach’s alpha do not meet
modern requirements (Bogazzi, Yi et al. 1991), atdiog to Homburg and Giering’s
recommendation (Homburg and Giering 1996) we sdgota$ted our new model,
based on its six remaining factors and its corradpg 20 items, by applying
confirmatory factor analysis and using Amos 18igstFwe checked the global fit of
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the new model. The Goodness of Fit Index (GFI) Wa351 and the Adjusted
Goodness of Fit Index (AGFI) was 0.933. These ieslizvere well over the under
threshold of 0.9, which indicates an adequateBiib{vne and Cudeck 1993). In order
to check reliability of the model, we measurediadlividual Item Reliabilities, which
exceeded the minimum threshold of 0.4 (Homburg Gieting 1996). Hence, good
reliability is confirmed (compare table 3).

Table 3. Values for Individual Iltem Reliability, Composite Radility, and AVE

Factor Iltem Individual Item Composite AVE
Reliability Reliability ~ (>/=0.5)
(>/=0.4) (>/=0.6)
Self-Marketing MO_SM_1 0.557
MO_SM_2 0.800
0.860 0.608
MO_SM_3 0.564
MO_KZzG_1 0.503
Fun MO_S 1 0.433
MO_S_2 0.577
0.871 0.639
MO_S_3 0.828
MO_IH_2 0.647
Altruism MO_ALT_1 0.490
MO_ALT_2 0.493 0.778 0.552
MO_CI_2 0.881
Recognition MO_ANER_1 0.677
MO_ANER_3 0.927 0.860 0.676
MO_ANER_4 0.424
Product MO_BEDA_1 0.725
Improvement
d MO_BEDA_2 0.427
an 0.781 0.574
Enhancement MO_BEDA_3 0.647
MO_PV_1 0.418
Learning MO_L 1 0.725
0.698 0.536

MO_L_2 0.626
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Furthermore, all factors of our new model showeddyvalues for Composite
Reliabilities as well as good values for Averageisface Explained (AVE), so that
convergent validity can be assumed (compare tapl&@ues of 0.6 regarding the
Composite Reliability and 0.5 for the AVE can beerseas minimum values for
indicating a good measurement quality (Bagozzi &mndl988). The discriminant
validity of the factors was checked by using thenled-Larcker criteria, which claims
that one factor’'s AVE should be higher than itsesgd correlation with every other
factor (Fornell and Larcker 1981). Tables 3 ancgict that discriminant validity can
be assumed for the six factors of our new model.

Table 4. Squared Multiple Correlations

Squared Multiple Correlations

Self- Fun Altruism Recog ProdImp + Learning

Marketing nition Enh
Self- 0.00289 0.0729 0.2401 0.0729 0.2704
Marketing
Fun 0.0289 0.0324 0.0225 0.00289 0.0324
Altruism 0.0729 0.0324 0.0729 0.1156 0.1444
Recognition 0.2401 0.0225 0.0729 0.1089 0.2116
Prod Im + 0.0729 0.00289 0.1156 0.1089 0.0441
Enh
Learning 0.2704 0.0324 0.1444 0.2116 0.0441

3 DERIVING COMPONENTS FOR VIRTUAL IDEAS
COMMUNITIES

The purpose of our motivation study was to exploustomers’ motives for
submitting ideas to the SAPiens idea community. r@lethe results suggest that
there are six motives (self-marketing, fun, altnuisecognition, product improvement
and enhancement as well as learning). In this@eete exemplary use four of these
six motives in order to derive adequate technical arganizational components and
arrangements from it. Our research will deliver artpnt examples and insights how
to arrange virtual ideas communities with moreaative technical and organizational
components and arrangements in order to make thera effective, so that more
customers are willing to submit ideas.

First of all, we detectetBelf-Marketing” as a significant motive. Because of this,
organizers of ideas communities should procureipitiies that optimally display
and represent participants’ skills and capabilitifsr example, implementing a
profile site for every participant on the Interpdatform of an ideas community - that
displays participants’ vita, competencies etc. aown from social network
communities like Xing - would be fruitful in thiatext.
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As our results show, the motiV&ecognition” also was relevant. This suggests
that organizers should play an active part in idmasmunities and get in contact with
participating customers, for example by commentingyiving positive feedback to
participants’ ideas, or praising participants’ isless much as possible. In order to
display positive reactions by the firm, organizesisould assign “trophies” for
customers’ contributions by branding high qualitieas with a star, for example.
These collectible achievements may more likely eaagain positive reactions from
other participants of the community. In order tot gecognition from other
participants rating systems would be fruitful. Witle help of rating systems other
users can quickly leave their opinions on ideasef@mple by labeling a row of stars
on which users can rate each idea.

Our findings reveal‘Learning” as a relevant motive, too. That means that
customers also participate in ideas communitiesrorer to expand their personal
skills, capabilities, and knowledge. So, in orderraise the likelihood of ideas
submissions organizers should implement environspevitere participants can select
learning experiences when developing ideas. Fomple coining mentors or tutors
assisting participants actively in developing abelrating ideas would be a possible
measure in this context.

In light of the motives “Recognition” as well aséarning” it is also important to
implement an atmosphere of cooperation amongsntmabers of the community, not
only because the principle goal of ideas commumisethat its members discuss and
enhance innovation ideas. An atmosphere of integoed cooperation will also raise
members’ willingness to give recognition to othartipants as well as members’
willingness to share learning experiences to gtlagticipants. When there is any kind
of competitive culture on the other side, as it barobserved in ideas competitions, it
will cause a non-cooperative behavior and may es@mse a schism within the
community. So, in order to implement a collabomtoulture the organizers have to
take appropriate organizational measures in thepescof current community
management.

Furthermore, when building and running ideas comnitiamfirms should take into
account thafun is an important motive that leads to ideas subionssThus, firms
have to establish organizational structures orgreaitifacts that serve customers’ fun
during an individual’'s process of generating idéas. example, external mentors that
will support participants in the manner of a ghasiter would be an adequate design
element in this context. Furthermore, the commupi&gform should offer a personal
site where members can display their collectiondefs. Spending time in creating
ideas, managing, sharing, and curating the indalidollection will give pleasure to
the members. Furthermore, in terms of the recagnithotive the owner’s individual
ideas collection is validated and recognized wheéreromembers comment, rate or
even just view the displayed ideas in the collectiBurthermore, such an ideas
collection can serve as self-marketing tool asdisplayed ideas mirrored indirectly
owner’'s competences, creativity potential etc.hils tontext, owners may be seen as
an expert in the area of interest, which enhantseseputation and in turn increases
the likelihood of submitting more ideas of good litya
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4 FUTURE RESEARCH AND LIMITATIONS

Our results provide only a few examples for commsi¢hat can be derived from
our empirical tested motives. Certainly, there aréot more to explore. As these
components are derived by plausibility effortsytiave to be evaluated in a further
step. Only when tested empirically one can make shat hypothetically derived
components are really leading to idea submissi®asfuture research has to develop
and apply empirical tests that prove effectiver@ssach component in accordance to
its corresponding motive.

One of the major limitations of this study involvéie sample of the motivation
survey. First, the sample size was relatively snizdispite the fact that the size was
absolutely adequate for applied factor analysisval as regressions analysis our
results would be more meaningful with a higher dansize. Second, the proportion
of students included in the sample is relativeyhhiDespite the fact that students can
be considered as users of the SAP software applisatour results might impose
some limitations concerning the generalizabilitytUfe research should test and
validate the model by collecting more data setsvali as data from a different
composition of subjects consisting of more “typigal SAP users, like SAP
consultants or accounting clerks working with SAdlaations.
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