A8 s8egd+

Journal of Consulting Convergence Research

@~ P i =TidEN

The Korea Candulting Secisty (KOCOS)

kocos.biz [ kocons.org




9-]}\_] o'B‘uoz]:rL

Journal of Consulting Convergence Research

L IT 719 SAbAte] oAl wo] Djx]+&
........................................................................................................................ '|Qr§_:]_
2. ZRQ2]A Boly|9} mutslo] 7Fo] IA: RA|ZQUAAIQ] IR G} -wrvrverersersrerrsssnmssrsenninins
............................................................................................................................................. 7E]I_/'F_ / 009
3. AlojmA ol d ofxE AT D-AF ol =0 Xl dF EHo] Jfoj& At
%_)E!QE ................................................................................................................................................
...................................................................................................................... Q—E‘—‘ﬂ’ ﬁeé]:‘?,] / 017
4. AulabiRtel nYYAE FRF AEAEA §F F5HY A7 - oldo] A XR
CJRFOL QI T8-S ZE AT O B - coereerestssm ettt L
...................................................................................................................... g0, 7Moo} / 027

5 SR LB

‘ . Hel - —
The Korea Consulting Society (KOCOS)



Journal of Consulting Convergence Research
Vol. 4 No. 1 Mar. 2024

1. A Study on the Factors affecting Employees' turnover Intentions in IT

Companies .................................................................................................................................................

2. The Impact of Organizational Ethical Climate on Reporting Behavior:

Verification of the Mediating Effect of Organizational Identification «««eeeemremeemenees

3. The Effects of Gamification Affordance on Green Product Purchase Intent
Focusing on the Moderating Effect Of ESG Management ......................................................
.................................................................................................... Chunhua ]ln, Liangyu Chen / 017

4. A Study on the Co-Creativity of Product and Service Convergence using the
Service Design Framework -Focusing on Children's Safety XR Design Workshop- -
.......................................................................................... Yu_Kyong HWang, Sun_Ah Klm / 027

P@®, T bEEE

The Korea Consulting Society (KOCOS)



ISSN 2799-8924
AN FJATF Al 49 A 15 pp. 01-08, 2024 https://doi.org/10.55479/JCCR.2024.4.1.001

IT719 FAR olHelme] WA el B AT

o = 1 o2
7S, =HS
'ZMenla et THMM B0 SAIDLE, M 2nfsty|aistn Aol st ms

A Study on the Factors affecting Employees’ turnover
Intentions in I'T companies

Hyun-Dong Yoo!, Nam-Wook Cho*

Doctoral Student, Graduate School of Public Pdlicy and IT, Seoul National University of Science and Technology
2Professor, Dept. of Industrial Engineering, Seoul National University of Science and Technology

2 o B ATAE IT /19 $ARY o4 oxe] GF& AL 89 BHHIA Bk olF Hstol
QoA ol gl me] A GYS PRI, IT /Y FAFES dom YRS AAF e EAH
B4 FRsdnh B4 A0, 24 290 2484, wae] 344, 4Pl oA el fu g2
AR Asw Uestod, #ARd, A¥8, oEade oldswl v dge] EA4CE feusA
e Aoz vehith B ATARE 11719 FAAE oA oldstt o Faw FAYL AT,
NF HgOE IT719 FAAEC] 49 74 AFS Awss U B0l @ 5+ Ak oF B /A5 49
So] oo EE Folu, T2 A H§L AR F AL Aoz JluH

ZI9E 1 IT 715), ol 9%, 24 a9, A9 e

)

Abstract This study aims to analyze the factors that affect the turnover intention of IT company
employees and derive the importance of organizational factors. For this purpose, this study identified
the influences on turnover intention, conducted a survey among IT company employees, and performed
statistical analysis. The results show that organizational commitment, compensation fairness, and
qualitative commitment have a significant effect on turnover intention, but relationship factors, job
factors, and external factors have no statistically significant effect on turnover intention. These
findings provide important insights into understanding the turnover intentions of IT workers, which
can help IT organizations develop employee retention strategies. By doing so, organizations can reduce
employee turnover intentions and thus reduce costs.
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A Study on the Factors affecting Employees’ turnover Intentions in IT companies

SUpervisor,

immediate

colleagues at work, and stakeholders related to

Relationship ~ with
the job. [14]

in an

satisfaction and emotions,

and desire satisfaction

Definition  of
organization. [13]

attitudes,

[14]

Social recognition and the influence of the
company in the local community. [15]
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towards goals, experiences, and other positive
[e)

Psychological, emotional, sense of achievement
emotional states. [15]

Relationship
Factors
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Influence on an individual’'s job

decision. [13]

Definition

Description of factors

Table 1.
Factors

Variable
Turnover
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Status Single 32 317 0.714 0683
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Master's Degree 17 168 Factors 0.740 0.762 ) ’ ’
Associate Degree 12 11.9
10 to 15 years % 257 R N .
43 SEHTo| J|=8H &4
More than 15
Yfeafs years 30 27 431 o =E/EEHT J|&&A
[0 - -
Service L;fza]th;‘lz"ryem 1 109 2 AT S4 W AuE goliy] A 51 -
3 to 5 years 17 168 FTEAT9] V)& FAT Table 49 2o} & S4HW
5 to 10 years 17 168 v 58 AR SHHEE AN, SHET +
21 to 30 years 9 89
Age o0 - o YA gelo] 3o M=438H o2 7Mg =korn 23
Lo Dves ‘ £9l0] FF9] 327HOE A e AL BAT 5




A Study on the Factors affecting Employees’ turnover Intentions in IT companies

o

Uitk B A7) B W9l o] agle] M=311% 44 olFelE Fek2olo tet AN HE
CA e 441 #H= Afolo] M=
B ATNN HUFS A% 54 A 7 3B
Table 4. Descriptive statistics of independent and AZ #el5}7] 98 Pearson A#TAREAS A s}
dependent variables A3, #el A3} Table 58} o] RE 29l Alo]ojA
O o] A~z alol Al L-0]13)} Al A= s
Correlation Analysis Descriptive Statistics ‘rr/] T 001 D] Oﬂ _] ‘rr/]fﬂ' © “Jd—ﬁla 7]—;(]‘—
Variabl M Standard N Aow Q'?_Q%E}' gk Q ] Eﬁéoﬂ ‘]%‘?:11% %%Eﬂi
e | Deviaion Q1 Afole] AL 09 ool Wele] EEEA eob
Turnover Factors 31183 0.93303 101 E}%:g_;d AL Q—E}L}X] %L% oz Bol 1;}
Relationship Factors 3.7203 0.65411 101
Job Factors 364% 067114 101 AR S ae A3e] 232 Table 63 Zth
Organizational Factors 3.2197 0.70293 101 H wygol F 7k 4131, 79 & .002(p<0.05) o=
External Factors 4.0066 0.64632 101
Internal Factors 4.3861 0.573H 101
Table 6. ANOVA
Signific
432 I PEA BN HaE AHE sum | Degrees | o ance
o Model of of S F Probabil
7h91 ¥ o]Z & Ao]E Lolry] 93 A} Squares | Freedom duare ityo a
ofe] AAQ 58w A e WA Ak Regression | 15547 | 5 3100 | 4131 002
WMo Al Alsled o HARN &
(OneWayANOVA) #= dAstloH, T Residual 57 | % 0753
Ak 219 X}O] kA8 A 7] 918 Duncan Ak
_— Total 87.054 100
T AL AT
Table 5. Pearson correlation of variables
T Relationship Organizational External Internal
Classification Turnover Factors Factors Job Factors Factors Factors Factors
Turnover Factors 1
Relationship Factors -0.259 1
Job Factors -0.134 0.292 1
Organizational Factors -0.387 0578 0.31 1
External Factors -0.029 02 0.128 0.247 1
Internal Factors 0.098 0.191 0.322 0.117 0.294 1
Table 7. Regression Analysis
Unstandardized Coefficients | > 2ndardized Significance | Multicollinearity Statistics
Coefficients t Probahilit
B Standard Error | Beta ¥ [Tolerance | VIF
Constant 3.998 0.847 4.720 0.000
Relationship Factors | -0.108 0.165 -0.076 -0654 | 0515 0.642 1.557
Job Factors -0.083 0.144 -0.059 -0575 | 0567 0.811 1.233
Organizational -0.467 0.156 -0.352 2985 | 0.004 0623 1604
Factors
External Factors 0.047 0.144 0.033 0.327 0.745 0.866 1.155
Internal Factors 0.266 0.167 0.163 1.593 0.115 0.821 1.217

sk p<0.05, *#xp<0.01




sto] B, 1T714

S

= ii;]]'

R2=0.179, F=4.1319] &-9]A 0]

p
L

ol A

S|
il

T A48 A1

il TR N o R B M ® ® T X BRI TEW L ET R
,,umrﬂ :,L -3 e#a = umM ‘mﬂ ~ = Ho Eo .m%ﬂ, C;# o W B w ~ H_I ,J&III 1 oW = éo
won TO _ 3 o =
° oo T T o L T F ooy I o T Wy
do ek Jone o o > _ N T I -
N ke o T T A o N TEE® g ®
o = o%ﬂﬂiwﬂlﬁwy oﬂ.ﬁ»un_Eumeon W,ma,maﬂﬁu,eﬁo»maﬂo
R N B L e AN Moo= e W E g AR s
g og%ﬂcfmwﬂwﬁ,&?ﬁ% Xog = o W e
B R T e E N Yo N S W oy NENES N og
R X R DN T X i D TR
Bl — Mo o N X o L s "R T ol o M K < o |
T oL X B e WU a5 W N
) < BN R HE g 0 9o oW oo o _ By o X 3 o
w9 o NN FENE T =T o o pH Kk EE oo P b
i = — K i " O o) o
s Tigzlesivas ELPH_mbx o amtEedd
e W R X m,ﬁ Nl I RS o N = 5 > = Ao o X o =
D T N Al ﬂ.?ﬂ?&mm% Bl X fmﬁ%wﬁndr&
o = — = o~ . o]
R ems KL AT 9y Ll Rl - . O Sl o
AT R L TR E P B bwe o ®WEER R R
R RN T TN T w o ¥ R
op g NoAr ) WS o o 5k X0 o N M%_ K g Qj Y s 5
oo N R e TR ST - e B S ol o W g ooy
of M W N M E Mo AT o = B K o T o T N ool T oz
Pag TEE OTEE O MPYPRT THPX TP Gt
—Fd K aX K aX K® ®EE KW KE P T
o 6 - CRNGS UGS B = T oaw~ T oa~ T T
L H = H = s 3 T
TR dy = dy = R PR wp PR L _, I
TH g g W B & W w N wo o o o ol S =K
TR g m TGS S g gt g o
7 o & < o S 2k & g = o . M
T L B, P & ;on RN - IR = R iy % w
o — —_— —_— O —_ ) —_ o =
LT EENE Epg EST? Ep Y EpTER & <
N o W34 xe Tdhx T 002 TEX T g e
o el Fxl Fgum Fxwm Fxwx oS MW X
T o w9 _£9 _{x _FR . o—-—mxzTs ™M TI
Z-ﬂﬁEEQ]d_ﬂMQ]d_ﬂ T oL T LT L2l T "
_.Mdréﬂﬂriu%ﬁﬂriu%dr.ﬂr%o Nrioﬂﬂrioﬁuﬂ o Y
B D o oy = e o o I e - BRI S ) g W
= Iy — BN — BN R I o= Ln_tu,ov =
m_xIgem"__@]ﬁhﬂﬁ%o%hﬂﬁMWIﬁ.ﬂd|4LMﬂﬂ4LMﬂd|4 g
B M R T e T T SR o
Mo o g o u,.|]mv T o KR OoR TR oo 4@?% W T
P T e Sy S g e gy Wy W T %
T+ 2= o oo W o F e 20 > .. ° o 2 m+ Jo
Blom X X om o O R o o 9ROk o S Xooy o) ° R g O ° T oo IR
© R ﬁwﬂr&ﬂ.mﬁmT&%.ﬂjmﬁiEmw?&i%@&iwmﬂ - <
< B oohohm WP S EN P SN W OF o o) % = o) m NB G
o o SR o) o o8 o) o K S % = B R S AR o

| Are] guly, 43

Cronbach a #te] 061 o]Ao=



A Study on the Factors affecting Employees’ turnover Intentions in IT companies 7

FPuE Arssel A7E
otk

T st 9l

o mY

ol

ACKNOWLEDGEI\/IENTS
o EHE 204A%E RGIAEPAL) ] A
oz BROYIEAEAS A wob FAAAS

(PO017123, 2024 2HA & 2191414

oL
O
2
e

~
=
o2

REFERENCES

[11 K T. Kim & B. S. Cho. (2008). A Study on the
Relationships between HRM and Organizational
Outcomes. Korean Journal of Management, 16(1),
115-157.

[2] J. L. Price. (1977). The Study of Turnover.
Ames, TA: Jowa State Press.

[3] Y. J. Park. (2023) Comparison of Influencing
Public

Turnover: Focusing on job attitude, organizational

Factors by Generation on Employee
inertia, and turnover intention. Local Government
Research, 26(4), 361 - 390.

[4] R.T Mowday, RM. Steers & LW. Porter.
Linkage:  The

Absenteeism  and

(1981).  Employee—Organization
Psychology of Commitment,
Turnover. New York, Academic Press.

[5] MLA. Abelson. (1987). Examination of Avoidable
and Unavoidable Turnover. Journal of Applied
Psychology; 12, 382-386.

[6] AC. Bluedorn. (1982). The Theories of
Turnover: Cause, Effects, and Meaning. Fesearch in
the  Sociology  of  Organization.
Connecticut : JAI Press : 75-128.

[71 C. Iverson. (1992). Employee Intent to Stay :
An Empirical Test of a Revision for the Price and
Mueller Model. Doctoral Dissertation University of
lowa.

[8] W.H. Mobley. (1977). Intermediate Linkages in
the Relationship between Job Satisfaction and
Employee Turnover. Journal of Applied Psychology;,
62, 237-240.

Greenwich,

[91 DR. Dalton, WD. Tudor. & DM
Krackhardt,(1982). Overstated.  The
Functional Taxonomy, Academy of Management
Review; 7, 117-123.

[10] D. K Cho, & J. S. Yang, & M. K. Lee. (2004).
A Study on Leadership Style and Venture Business
Organizational Effectiveness. Korean Academy of

Turnover

Human Resource Management, 10, 37-53.

[11] J. H Yoo, & J. J. Lee. (2020). A Study on
Working  Environment
Developers and Improvement Plans. SPRi. Retrieved
from https://sprikr/posts/view/22931

[12] J. J. Lee, & J. S. Sim. (2019). A Study on the
Analysis of Subcontracting Labor Environment and the
Improvement of the Treatment in Software Developers.
SPRi. Retrieved from https.//sprikr/posts/view/22923
[13] Y. J. Hong. (2008). The Relationships among
Work and Organizational Factors, External Factors
of Work and Turnover Intention of Female

of Freelance Software

professional golfer’s. The Korean Society of Sports
Science, 8. 191-198.

[14] K B. Hong. (2012. A study on the
determinants of turnover intention : with a focus on
Korean public enterprises. Doctoral —dissertation.
Catholic University, Seoul.

Retrieved from http:.//www.riss.kr/link?id=T12851405
[15] J. Y. Chul. (013). A Study on the Antecedents of
Tumover Intention of Ship Building and Offshore Heavy
Industry Worker. Master’s dissertation.  DongA University,
Seoul. Retrieved from hitpy//wwwiriss kr/link?id=T13524863
[16] J. H Lee, M. J. Kim, H N. Seung, & H. J. Yoo,
(2019). A Consensual Qualitative Study on Korean
employees Determinants of Turnover. 7he Korean
Psychological Association: General, 33(2), 219-245.
DOI : 10.22257/kjp.2019.6.38.2.219

[171 D. W. Lim (2018). Legal Review on the
Provisions of the Gift Tax Law for Job Creation. Kkeri.
Retrieved from https.//www.keri.org/keri-insights/1168
[18] X C. Wu (018). The Effect of the Occupational
Values of the Hotel Employees on the Tumover Intention.
Master’s dissertation. Kyonggi University, Seoul



AEEHAT A4d Als

o)
n

FE (hyun Dong Y00) N3]

<2022 29 ¢ AgEledEd
Arddishd (28

<2023 39 ~ A AeE)E
ekl ITA Ao e (A

- 20199 99 ~ EA] AT E
CTO

- TR ¢ 2T, ITH 9%

- E-Mail : hyundongyoo@navercom

0

3|2l

Z=<(Nam-Wook Cho) [H3ld]
1994 29 A goiEhal AkelEEt
3} )
19963 2€ : Aguighal 4k Est
3} A4
L2009 59 SRTSt A3
3} up}

L0439 ~ AR AL
djstaL Akl gt g

R EENE L Y
A, A A 2

- E-Mail @ nwcho@seoultech.ac.kr

Mz



ISSN 2799-8924
AN FJATF Al 49 A 15 pp. 09-15, 2024 https://doi.org/10.55479/JCCR.2024.4.1.008

2452l 29719t WS b A ZATUNY PR A}

The Impact of Organizational Ethical Climate on Reporting
Behavior: Verification of the Mediating Effect of
Organizational Identification

Xiu Jin"*
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2 o #3ARA: felA 24 BAVNZA 24 fe B9AslE 249 BAR ool FHAY JFS
WA 2AAA 249 B 297 44 o FaAAT drh 249 A% bed Bt Y} A2
1 WEolth of AFE 24 RV 499 AFe] dFS AL FLY Ak F3) F2ANN 249
#94 BA/lE A9o] 240 B BAL =D 240 g HEH Pl AF o e ol e
xA9] 4714 WAy BES 98 ni FoA 249 PR BES B & rtn Witk o] AT
BAe 24 §d 29719 9 we 499 4L A4S olF Ao 24 g L9478 F5]
A% AL AART A BA2719 AT WAE Bgev BA AT BH AR AFHE Aok §
F ATIIAE oleld AaE AR Aus] A ole 49 £9T Bast dn

ANAE : e 2947), 2ASAN, PAbel gelde), ugsl, 29 v E

Abstract This paper indicates that in an environmentally friendly and ethical organizational atmosphere,
the organizational ethical atmosphere has a positive effect on the development and profits of the
organization. The moral climate of an organization is becoming increasingly important. This is because
it is directly related to the sustainable development and survival of the organization. This study
demonstrates that organizational climate is an important factor affecting employee behavior, especially
in small and medium-sized enterprises. The ethical climate of an organization helps employees feel
concerned about the organization, promotes a deeper understanding of the organization’s ethical
standards and norms, and promotes the long-term development of the organization. It is believed that
unscrupulous behavior in an organization can be prevented by reporting such behavior to achieve
business goals. The purpose of this study is to determine the behavior of employees affected by an
organizational ethical climate. Based on these findings, present suggestions for strengthening the
organizational ethical climate, expanding the research scope of the organizational ethical climate, and
providing a theoretical basis for related research are proposed.. In future research, it will be necessary
to conduct multiple experiments to further explain these results.

Key Words : Organizational ethical climate, organizational identification, supervisor’s ethical behavior,
reporting behavior, moderated mediation effect
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The Effects of Gamification Affordance on Green Product Purchase
Intent Focusing on the Moderating Effect of ESG Management

Liangyu Chen!, Chunhua Jin®*

'Doctoral Student, Dept. of Business Administration, Honam University
2Assistant Professor, Dept. of Business Adnimistration, Honam University

2 o X AL ANl o TWso] 2HS BH 1 FAAL FEFI FA6l AnANH o
Wooh 2AAE Pulese] WAL GFlA ESGADS 2AaNRE FEad olF Az da 437
oz ARFHES TIF FABEL ANE Deivlo] 0§ PYOE MERANZ AWl SPSS 260
BAZZIYE Agetel AZRAS Stk AT A3}, ESGAGE AclsAAH o EH 29 2912191 2
FAAA O EWA AN o EHA A oA 5484 o EHAd TAME Tl o] W
oA B 2EEARE AR Ao WHAL Mo B AT ANE wgos ARA MG, FAY U
7ol AT WG AAHY

D= : A Aol ol xW e TAAE, Fjex, ESGA S, 1enkAE

Abstract This study emphasized the importance of gamification affordance, and verified the moderating
effect of ESG management in gamification affordance, on green product purchase intent. To verify
this, an empirical analysis was conducted using the SPSS 26.0 statistical program by conducting a
survey on Alipay consumers who have used Ant Forest, a representative app that actively conducts
gamification affordance activities. As a result of the study, it was found that ESG management has a
moderating effect in the relationship between autonomy support affordance, visibility of achievement,
competitive affordance, interactivity affordance, and green product purchase intention, which are
sub—factors of gamification affordance. Finally, practical implications, limitations, and future research
directions were presented based on the results of this study.

Key Words : Gamification Affordance, Green Product, Purchase Intent, ESG management accounting,
Green Marketing
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Fig. 1. Research Model
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Table 1. Factor Analysis Result

Component Commul Cron,
Variables |Item nali bach
1234|561y Z
Autonomy |41 94 94g| 241| 278|.788] .222| 891
Support
Affordance | 21241196 211] 234] 816] 75| 856 | 923
(ASA) 3 |.215[.233|.233|.186/.801|.197| .861
Visibility of | 1 |.221].203|.241].213].169[.803| .833
Achievement| 2 [.167|.127|.202|.134] 387].882] 862 | .917
(VA 371.230].158|.139] 231].186[.823] ".886
Competitive | 1 |.234].064].253[.724].162| .281| .864
Affordance | 2 |.162[.290|.131|.776|.197|.187] 872 | .921
(N 371119|.152|.247].753|.284] 171] "853
Interactivity | 1 |.170|.231[.837).163[.291].148] 823
Affordance | 2 |.138|.257(.827/.199].109].164| 845 | .904
(O] 3711137|.203|.843[.196 | .276|.242] 856
1 |.767|.189].127.163|.142[.167| .872
2 723|.167|.273].184/.189|.205| 831
371746].120(.103].205].262| 176|803
4 1.692.268| 202|.194].251|.197| 820
5 |.713[.172|.290|.101|.203| 227| 767
6 |.738|.242|.184].269|.206|.236| 827
1 |.287|.203[.737].198[.173[.229] 795
271503] 224|741 276|.255( 158 773
ESG 371.192] 206(.757.100].182] 264 761
Management| 4 |.187(.179|.723|.290(.251|.178| .756 |.925
EM 5 1.213|.197|.781|.183.127|.166| .792
6 |.198.206|.703|.188].216|.223| 773
7 1.231|.187|.772].201|.182|.197| 743
1 |.293[.204].195[.725].174].148] .794
271.157].187|.106 |.754. 264| 102| 726
3 1197|.208|.227].737|.177|.138] 778
4 [.262|.249|.187].699|.182|.159| 786
5 [.204|.113|.210|.747| .262|.127| 774
6 |.184].292|.142.775|.287|.205| 802
Green 1 |.275(.825[.197|.165|.161].207| 833
Product | 2 |.267|.776|.176|.173|.181|.236| 853
Purchase | 3 |.324|.723|214].226|.162| 267|841 | 943
Intent | 4 |.356(.784].188|.175|.216|.256| .857
@PP) | 5 |267|.787|.233|.172|.243|.215| .832
Eigenvalue 8.78]4.89(3.84[3.81(3.78(3.74
213]0[4]|6]3
. . |273[19.7|16.2|14.2]10.7]10.8
Explain rate(%) "o | 65 | 4g | 99 | 70 | 39
Accumulation |42.5|52.3(65.2(67.4|73.5|77.0
rate(%) 4214693 ] 22|56 |03

KMO=.968(sig=. 000)
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Table 2. Correlation Analysis Result

Ave.[SD.| ASA | VA | CA | TIA | ESG [GPPI

ASA |3.416/1.230( -
VA [3.352]1.203[.913**| -
CA [3.308]1.198/.925%*|.921** | -
1A |3.370]1.250(.739** | 732***|.749**| -
EM |3.424|1.125/.886** | .878** | 908**| .843** | -
GPPI[3.5161.252|.925**| .926** |.949**| .856™* |.978**| -

w001, #K.01, *K.05

A1-1, 7}“1 2, 7}“1 3, 7}“1 4= A=A
Table 3. Results of (X—>Y)

Dependent variable: GPPI
Unstandardized |Standardized

t
B | SE 3 p
Constant | 3.010 | 089 3309 | 000
ASA T od1 | ood 95T 16.584] 000

R%=.256 Adjusted R?=.255 F=148.875***
Durbin-Watson=1.507

Unstandardized |Standardized

t p
B SE s
Constant | 2.887 | .088 3.271 | .000
VA .963 .025 426 7.979 | .000

R2=.358 Adjusted R%=.356 F=151.779%**
Durbin-Watson=1.721

Dependent variable: GPPI
Unstandardized |Standardized

t
B | SE g P
Constant | 6272 | 073 3399 | 000
O R 2 R C I I A

R%=.153 Adjusted R?=.149 F=226.145%**
Durbin-Watson=1.789

Unstandardized |Standardized

t p
B SE B
Constant | 4.259 | .375 5.242 | .000
1A .857 .033 .656 16.261] .000

R%=.337 Adjusted R?=.335 F=69.025%**
Durbin-Watson=1.269

s pC 001, % pK.01, *:2K.05

B Ao E Aiken & West(1991)7F Al¢rsh 9
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WE7E S dge FeA HAs A, 29
dME HPUse FHEASE Tt FARA
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Table 4. Moderating Effect of ESG: (ASA-->GPPI)
Dependent variable: GPPI

Model 1 Model 2 Model 3
&) t &) t s t
Constant 3.399%** -5.737*** 4,299***
ASA .925(38.584***| 271(12.128*** | 105 |3.462***
ESGM - - 738 33.026%** | .431]9.309***
ESGM*GA | - - - - 466 |7.383***
Vel .556 .573 .678
Adjusted .555 .568 .669
F 148.875%** 452.148*** 367.758***

Table 5. Moderating Effect of ESG(VA-->GPPI)
Dependent variable: GPPI

Model 1 Model 2 Model 3
B t B t B t
Constant 3.271%** -6.555%** 3.164***
VA .926(38.959%**| 294 |14.660™**| .176 | 6.927***
ESGM - - .721(35.971%**| 464 11.022%**
ESGM*GA | - - - - .370| 6.781***
R .258 337 .380
Adjusted .236 .329 374
F 151.779*** 531.506*** 419.634***

Table 6. Moderating Effect of ESG:(CA-->GPPI)
Dependent variable: GPPI

Model 1 Model 2 Model 3
B t B t B t
Constant 3.246%** -5.620%** 3.341%**
CA .949 (47.555%**| 344 (15.463***| .219 | 7.850***
ESGM - - .665129.891***| 439 |11.007***
ESGM*GA | - - - - .350 | 6.654***
V4 .200 .378 .382
Adjusted .198 .376 .378
F 226.146%** 55.904*** 39.285%**

Table 7. Moderating Effect of ESG: (IA--)GPPI)
Dependent variable: GPPI

Model 1 Model 2 Model 3
51 ¢ | B8] ¢ B8] ¢
Constant 5133 T I e
TR RS 6 70w 106 | 4677 | 03| T o1gEe
BSGRT 2T 2 887 [38.001%%%( 365 | 8446+
BSOMFGA] == T b0 13 205
7 55 6l A7
Ad";ted 362 457 465
T I I e

w001, *%: <01, *: .05
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Green Product Purchase Intention

’
o

#+—<Low Perceived ESG ®==#High Perceived ESG

Gamification affordance

Fig 2: Moderating effect of Perceived ESG on the
relationship  between Gamification affordance and
Green Product Purchase Intent
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- oglo] ¢Hd XR A HAHE FHOE -

'FUZTDY AT AT YAlSE, SRYFL SN tD NS 0

A Study on the Co-Creativity of Product and Service
Convergence using the Service Design Framework
-Focusing on Children’s Safety XR Design Workshop-

Yu-Kyong Hwang!, Sun-Ah Kim?"

IStudent, Dept. of Consulting, Kumoh National Institute of Technology
2Professor, Dept. of Industrial Engineering, Kumoh National Institute of Technology

2 o E A7 BXe Auaugas 383 Zydas dAsta, AAS Zydeas AHgse 92
F AYS F8 AEFR Ara7t 3 OA AES sk Aotk AFEES e A, APATE T3
AES Auze] §3 9 Au s FEFde] i o] 24 nFg vk 4, A AL FAQd A
2Tzle] dE4Q vE telolzE BES &Eto] AF-Muls % TFF] ATE A% ZdYYas
AAg A, AAE Zdddas 28] AT 719, AE, As gaeld s 239 §98ES A,
AF-AH 2~ 3 A Ee 98 4aF5e SR A72A, AatRd ZddYas 289 AE-A
& G5 2880 o] AAE Aol 237 & AT ¢ A ASF Mula §eAEe 284
ol F7kske Theul B ATolA AA G AujaTRe vivke] FEe] zZeddas AEF-AuE FEAF A
el AgH AEE A A 297t vk

FINE : AT, AF-AHz §3, 3, FF, ool ¢, XR vA, A3

Abstract The purpose of this study is to design a framework using service design that combines
products and services in workshops that use the designed framework. For research methods and
contents, first, a theoretical review of the convergence of products and services, service design, and
joint creativity is conducted through prior research. Second, we design a framework for product and
service convergence co-creativity research using the double diamond model, a representative of service
design, which is an integrated development method. Third, in order to utilize the designed framework,
a convergence team including planning, product, and service designers is formed and a workshop is
conducted to develop the product and service convergence design. As a result of the study, it can be
confirmed that the product and service convergence joint creativity workshop using the service design
framework is effective for developing new products. As the need for product and service convergence
increases, the service design-based co-creativity framework presented in this study is significant in
that it presents a leading example of convergence product development.

Key Words : Service Design, Product and Service Convergence, Convergence, Co-Creativity, Children’s
Safety, XR Design, Workshop
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Industrial industrial structure of the (2’016)’
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advance - —
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manufacturing industry
As the importance of
o . Lee Jang
. product user experience
Design (UX)-centered design is Mee
. & (2021)
emerging, a service
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