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Abstract:
realm of “Do-It-Yourself” (DIY) and its penetration and development across various industries.

In recent years, there has been a significant increase in consumer interest in the

Simultaneously, there has been a corresponding rise in academic interest in the subject, with a
proliferation of literature being published on the topic. Within this literature, the term “DIY
effect” is commonly employed, however, its definition has yet to be clearly articulated. This paper
aims to meticulously examine the distinction between the DIY effect and a conceptually similar
phenomenon, the “IKEA effect,” and to redefine the DIY effect in light of previous research.
Additionally, the proposed definition is then empirically validated through a series of experiments.
We posit that the phenomenon of the DIY effect constitutes a viable perspective within the field
of Shikakeology, which pertains to the phenomenon of consumers attributing heightened value to
products they have personally assembled by freely choosing and combining individual components.

Naohiro Matsumura!

1 ELC®IC

HOTHRMZIES DIY 3. ZOTABKIIEEL A%
HHZE ST e TE37- TR, HARBENDLD 5,
Wolf & McQuitty 12 & % &, DIY {TENCHEH T 5 iHE
BIZLURD 4 o08E»H 2 LT3, (1) B
MNEZRGHZeHTES, 2) FEbeLTO74 T
VTATA—KRWETES, 3)DIY AI2=T 1 D—
Bicehad, A)ME%EDL DI TES (1,

DIY L7z I L TARKFEWEE R DD, F1UX
HICHZ7OMALOHNE LTEDE  ICEEIEL
TRV, EWKEDRIEMEERENZER LR
D, ZO/RE U TR ZENT. TREZ L. £/ 1Zfith
BB ZOEREeEZ NG, ZHE, a3y
XY PD—2 LTHHIGNT WS,

23y b XAV FOPFTH, Norton HHBEIEL 72 IKEA
MRTESHSNTVS [2], IKEA #REIX. R U
mTH, EMRPME- R & D B EH L TE-
TERmO T ICEATERELS VI bDTH S, —
7. DIYIZEkoTd XN 2RR. 374205 DIY R
Hiz, IKEASISR L BTWB XS5 THRR 3, IKEA ®

AR L RBRREREGHR T L TR
T 560-0043 KFRIFFEAFHRFHLAT 1-7

E-mail: matumura@econ.osaka-u.ac.jp

REAZRMHAILTHHEH T THALT) OHYEFICK
BRI THY, MAL TR DORHHEL 2L FELE
D, & IHAEMEZZRW 3], —J5. DIY &=
e obhd e Bl rRiETE 5,

AFETIE, DIY FIRICHERE Y TS, BUSHANLT
LNEM Y. ZhE DIY U CIEA O SIAE B
(Willingness to Pay, WIP) ZHig3 2 Z & T, &E
WKEWIEZ KT 2028 5 EHL2ICT 5,

2 IKEAZNR Y DIY 5%

a3y b XY MEETZHDL LTIKEARIR Y DIY
IR D B LTz, ZoDRhHICE U TR E
WIEERSNTVRY, RETIE, BITHEZHWT
MEDERLHELZIHSICT %,

IKEA $hSIcRE 3 2 R IFSE L LT, Norton 5
X BEBIEIT OIS 2, WS IHBEE oDy
N—TRZHF, = DI N— T TIRER I NIFHE
26N, I A TREBSICHEMAILTTD So7,
RATE Tk, ZRZEID TN — IO AR B
PHEWEREER, BRENERESE RN —T X
D, BETHEMEAL TET > 770V — T O F Hiiitg
B 63 %R KRB EVIMRIELNT, ZOEBKE



H. Norton S1XH B THAN TH=d DI L THAD

AT THD XD dEWlifEZRET 2HH5 % IKEA
MR EFRL 7

IKEA 1B 3 23 5 1 DDfZE L LT Radtke &
DEBHETF SN [4], BSOS
MLTH 55 ZICX o THHOBFEEVCOTRE
Aizo RHFIIHICHA TR OEETIZ R A
DB E FIE T 2 BIfET A% DT, DIY &80 —FE
ThdreEILNS,

ARTIE. 2D XS5 7% DIY iE8%E L - flifEom
% DIY SRR, %L DT TR, IKEA 1R
EDIYIREFRIL DL LTHK->TED, DIY #hRD
FLERRIITOR TV, AT, DIY $h3
WIOWTOFEEREZITS 2 T 5,

3 E&
3.1 k&R

DIY s % LR 723, DIY #hifE &% it
I D S EREIEIRESINZ EEZ O,
Z 2 TAZEBTIE, TEE-HAAY XD DIY SUAD
FINERAEEZELRET 21 LW EREE L 72,

3.2 REROFHH

EEBRTIE, OB ERN LR EZRN—2 RV,
H. B O, XH 3. VERVYREDEE LIz =Yty
PHELE (M1), R—Z%Y 2=V RV EHAS
OB TEBRSBME IME->TH 5 - 72 BEER V2 DIY
R BiakDERNHAS DY TE- 2 LBER SO
Bl > TthHh 2 (K 2),

FEZ, 20226 25 H () v 7HA17H (H)
WK KDL OAFBEEEEICH 208 Za—
Ry T2EfThbN Iz, EFRSINEIZ. Zr—,102
FoE/ERIELZ42 NTH B,

1 HEEE TR AOSIEEEY =, 7
DEBICHD THANLTTSH o7 DIY RUANDTIE
BHEREWE, 2HEZETHATHALT TS Ho 72
DIY XU NOXIEEFEEHE &, Z ORI
ANDZINERAEE BV,

EEO BRI HRIILFO@ED TH 3,

1. BNERAORESE JEN DR IR > T\ 3 KEHEIC
M5 40—y OFEMmE U TRER 2 n S
HDEEZTVET, 77— b hL T
PIRWTL DD EFEENT, ZMoER:Y
MRS 2, 2B o REZEITH L TDA,
1HBEWE 2. A, 2 HHIZ 3. &L,

R
X 2: {LIgERR <> D—Mf.

2. 1HEHOFIE 7. PG V2R T, ERicz
DR E AT 22N DH L e ®BInZ %, ZD
%, TZofEER vz SVWOlEEZ & 8
WeWE HWETHh?ERAIZ, ZOHL—RY
3160 T3, LA L, SHEEEEZEF T
b5 9,
iz, PRV BHANLTE720D =Y %
BloTSMEICAH Y PF LD DIY RV Z2EoT
oWV, [THETE- MBS IZEDL S



X 3: EBRDET

WOMEERZ S B W0 BDE 007 LE3BH L.
YINEREZENTH S I,

3. 2 HEDFIE 3. SMHEILEERE > BHA
TBDDR—=YEESTAHY IF LD DIY %
VEMESTH BV, ERRICFOBEME AT D1
2XNBHDB e EIBZ D, TDHR, TZTHHTES
7 BBERE R NZ E DL HBWVWOEER S E W nWE
BOEIn?bRAIC, ZOHL—321F160
T3, FHHL, XUERBHEEZHEVTH S I,

iz, BB 2RET, T35 51T &5 E-
TEERE R T T, ORI S IZE DL B
DEELESEW W BN EIn? ) AL,
FINEREEZEVTH LI,

TINEREEZHBANCH L — Y DEB R 27D
Z. EERORNMEAN OSEREE DB WHEEFERICK
ELWELRWESIZTE/-DTH S,

3.3 EHEBRER

EEEROMELR 112K T, BSMEAE 42 A
D55, 1HHOZBMEIZ28 A, 2 HHIZ 14 ATH-
720 1 HHOSEETIE, B G g 2 AR R
FDOFHMEIL 160.2 H. DIY SV ADTINEBEHD T
EMEIZ 229.9 HTH 72, 2 HHOEEBRTIX, B
NN B ZINEEAHDOFEMEZ 210.0 . DIY »¢~
ANDXZINEEEHDOFIEZ 250.1 FITH - 7z,

3.4 DIHCEE

DIY $RPEE O HAE R G 2 28 e MET 5
37, EEFEOEITR o772, HNZERZ TR
B, B TDIY &3 — ) (BERE %0,
DIY 03 1) ¥ NEFXI—) (1HEHO%Yx 2H
Ho#%HiZ 1. 2RI 0) 203 EEE W,

K 1. EEAER.

1[EH 2 E\H
BRI of > DIY S | BRSSO R DIY SR>

138 154 350 300

150 250 250 260

150 500 240 230

90 60 180 140

154 198 150 150

150 180 100 400

150 200 200 200

260 280 200 150

130 150 130 150

150 180 100 180

120 480 200 501

150 130 300 300

130 200 360 350

250 300 180 190

200 250

210 250

150 300

150 300

120 120

160 250

140 150

150 250

150 200

190 190

160 180

100 300

160 160

274 274

K2R THRED, ATMER Y TH, DIY LT
b5 LIk THAEREED 89.86 HE 725 Z
ERbhrol, IHKVIREIIXFFE 4., DIY #RD
FED TR E Tz,

772, BHEREEE ARERBD 0.127 K<, FA
ZERETTICHATE TV I3V, ZOFER
LLTIEE S, EBNRENEROIEHOBEETH D,
EFHTRTWEBEENRLS o728 WD mhRZEIT 6N 5,



# 2: E[AE T DAER.

Coef SE P

(Intercept) 160.21 15.57 0.000 ***
NI/ &2 X — 49.79  26.98 0.069

DIY XX — 89.86 26.98 0.001 **
IEF %I =X DIY #3— -70.00 38.15 0.070

Obs 42

Adjusted R? 0.127

.p<0.1, *p<0.05, **p<0.01, **p<0.001
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