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XHF, FrLEnSis!

School of Economics and Management(SEM) of Beijing Forestry University (BFU)
launched Cultivating Talents Programs including Innovation Team Project , Publication
Program , Award Program and Forum Project , which aims to enhance the research
team of school, to cultivate young faculties in economics and management to output high
level benchmark achievement.

Cultivating Talents Program-Publication Program provide support to manuscript
with significance or critical application value or prospective, or with original idea or
innovative system mainly agro-forestry economics and management field and other fields
completed by school faculty members

Publication Program acknowledge the great support of Mr. Liang Mingwu ( Vice
president of Beijing Oriental Garden Shares Co. Ltd), Mr. Yu Fangran (Chairman of
Changjiang Copper Product Co. Ltd in Miluo city) and China Forestry Publishing House.
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Foreword

Over the years, School of Economics and Management (SEM) of Beijing Forestry
University (BFU) has made a great progress with an aim of building and fostering the
national key discipline - forestry economics and management. We seize the opportunity,
deepen the reform, aiming at the development of frontier subjects and gather all the
wisdom and inspire all available resources and energy of teachers and students. We realize
a scientific development, going forward with the times and people-oriented in teaching,
research, personnel training and social service. In 2010, SEM got a breakthrough of
history because we got 7 major projects from National Natural Science Foundation
project, the National Social Science Fund and the Ministry of Education, Humanities and
Social Science Fund and other national projects. About 33 papers were cited by SCLEI
and ISTP, with students winning the National Advanced Course Collective and more
than 58 provincial level of academic competition awards. Four new programs of graduate
studies were approved including Master of Business Administration (MBA), Master of
Applied Statistics, Master of Accounting, Master of International Business. All the above
achievements have laid a good foundation for the reform and development of SEM.

In order to further promote the development of college in the Twelfth Five-Year
Period, from 2010, the college plans to use five years to promote Cultivating Talents
Programs. The plan includes Innovation Team Project , Publication Program , Award
Program and Forum Project. Innovation Team Project aims to focus on economic
management in forestry and other disciplines which have advantages and potentials to
highlight the building of the key leader in team and personnel training, highlighting the
high level output of the principle of the landmark achievements and provide funds to the
formation of research teams in the selection of the best research. Publication Program
is to encourage academic innovation, disseminate of academic thinking, and expand
academic impact of SEM by funding the publication of academic achievements made by
teachers. Award Project aims to guide and encourage the teachers to apply for high-level
scientific research projects, and academic achievement of high level, encourage teachers to
care about development of the institute by taking an active part in university teaching and
research work . Forum Project aims to create academic atmosphere, strengthen academic
exchanges and combine academic intelligence by expanding academic horizons and
holding various forms of academic forums.

Publication Program is an important part of Cultivating Talents Programs , which
will put emphasis on economic management disciplines with the scope of all various
disciplines in SEM. As we all know, forestry economics and management assumes an



Foreword

increasingly important responsibility for personnel training and scientific research in the
national ecological construction, low-carbon economic development and construction of
modern forestry system. Forestry economics and management of BFU, as the only nation
greatly supported in all similar universities, has formed an academic system of the forestry
economy with Chinese characteristics with long-term accumulation, and played an active
role in the development of economic management disciplines and participation in national
forestry major issues and hot issues of frontier. To promote academic development and
enhance academic services to the community , economics and management disciplines of
BFU are working to carry out systematic study on forestry economic system theory and
continuous study on major forestry economics issues, trying to summarize and sort out
the Chinese forestry economic development in both theory and practice to play a better
role in guiding the development of forestry in China.

Publication Program will make a comprehensive introduction of the latest
achievements in forestry economics and related disciplines to the society , including
forestry management based on economic theory, economic priorities and hot issues in
forestry, domestic and international comparison of forestry economics and policy, as well
as economics, management and policy studies on the latest academic achievements in
the forestry aspects of the application. All of these works include the latest work based on
doctoral thesis of young teachers and the latest scientific research of teachers of SEM.

The publication does not seek a systematic integrity in the content and form, just to
put more on innovative and exploratory research, particularly focuses on the relationship
of forestry development in new period and sustainable economic and social development,
including the global climate change in response to the economic and environmental
policies, China’s current reform and development related to forestry and ecological
environment, etc.

These works are mostly works of young research workers in forest economics of
SEM of BFU. They may not be quite complete and there may be different point of view
in the academia, but our purposes are to make the research of forestry economics more
prosperous, encourage academic innovation, the courage to explore major issues of
forestry economy and better economic development of China’s forestry services, which
will give chances to young researchers in forestry economics to publish their achievements,
and push the exchanges and communication and contention to improve their academic
standards for laying a base of talents for forestry development in China.

President of Beijing Forestry University
Song Weiming
May 16, 2011
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Preface

With the development of technology and industry, the formation of post-modernism
consumer culture, and the arrival of consumer sovereignty, service-oriented marketing
paradigm is beginning to flourish. On the one hand, companies began to realize that
businesses must co-operate with customers for survival and development, and only the
ability to maximize customer is the new source of competitive advantage in the future.
On the other hand, a fundamental change in the role of customers who are increasingly
involved in the enterprise’s value creation activities demonstrated constantly the ability
to create personalized products or service together with enterprises, having greater and
greater influence in enterprises. Therefore, the traditional enterprise-oriented value
creation model is being challenged, and a new model of letting customers participate in
value creation is receiving concern.

First of all, this paper defined the definition of the core concept and composition
dimension in this study, analyzed the motivation of customer participation, studied the
nature of customer participation in customer value creation activities, and elaborated the
intrinsic mechanism separately from the knowledge transfer perspective and relationship
perspective to lay the theoretical basis for that were discussed in the formation of such a
nature internal mechanism for the depth analysis of the impact mechanism of customer
participation in customer value creation activities.

Secondly, based on the nature of customer participation in customer value creation,
in the situation of introducing the psychological contract theory in organizational behavior
into customer participation, this paper built bridges for customer participation in customer
value creation activities from a psychological mechanism level, built the theoretical
model framework of customer contract in customer value creation impact in the sense of
participation, and adapted standard research method to have an in-depth analysis of the
impact of the various psychological contract dimensions on the various customer value
dimensions. The research results show that the link-psychological contract combining
enterprises and customers has a significant impact in guiding customers to better create
customer value and measured and interpreted the impact effectiveness.

Again, based on the motives and nature of customer participation in value creation,
this paper built a theoretical framework model of the function of customer participation
in customer value creation from the convergence perspective the "antecedent-the process
-the result". Using standardized research methods, at the antecedent stage, conduct an in-
depth analysis of the effect of the affective commitment, self-efficacy, interactive fairness
and perceived risk factors as antecedent elements from the perspective of the interaction of
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enterprises and customers; at the process stage, conduct an in-depth detailed interpretation
of effect mechanism of customer participation activity impact on customer value; at the
result stage, conduct a further analysis of the function mechanism of customer value in the
relationship between customer participation and customer satisfaction. This paper had a
systematic study of the impact mechanism of customer participation impact on customer
value creation from an overall perspective, and accordingly proposed the corresponding
research hypotheses and path model.

Next, based on the integrated theoretical model research of customer participation in
customer value creation, this paper adapted depth interviews and empirical investigation
methods, applied multivariate statistical methods such as structural equation models to
test theoretical assumptions and path model, and conducted interpretation of the impact
of the research path and measuring results of the integration model. The study found that
affective commitment, self-efficacy, interactive fairness and perceived risk were confirmed
as the antecedent elements of affecting customer participation; customer participation
impact on customer value creation relationship exists; customer value’s complete
intermediary role between customer participation activities and customer satisfaction was
tested.

Finally, in order to further study the impact mechanism of customer participation
activities in customer value creation, based on uniqueness theory, this paper explored and
analyzed the function of consumer’s needs of uniqueness in affected relations of customer
participation in customer value creation and empirically tested the regulator influence
of uniqueness of consumer’s needs in the relationship between customer participation
and customer value creation. Through the samples of different levels of uniqueness of
consumer’s needs this paper tested the theoretical model of customer participation effect
in customer value creation. Research showed that the theoretical model of customer
participation effect in customer value creation had universal effect in varying degrees of
consumer’s needs of uniqueness. In varying degrees of consumer’s needs of uniqueness
groups, the impact mechanisms of various customer participation in customer value
creation is different.

This study integrated the theory and literature from the psychology, consumer
behavior, organizational behavior, decision-making, sociology, marketing, science and
other related subjects, adapted the method combining standardized research and empirical
research, aimed at enriching and developing the research of customer participation in
customer value creation, and provided meaningful guidance for businesses to implement
customer value creation practice together with consumers.

Author
May 30, 2011
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