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Abstract 
The service dominant logic (S-D Logic) is comparatively a new term in 

the field of marketing and since last decade practitioners and 

researchers have increased their interest into this area. One of the 

elaborations of S-D logic recognized that the consumer is always a 

coproducer that help companies develop a better fit of his/her needs. 

The study revalidates the scale developed on customer value co-

creation behavior in the service settings. Finally the study also helps 

identify the dimensions of value co-creation behaviors of the customers 

that helps companies realize the nature and behavior of the customers 

in the process of value co-creation. Customer participating behavior 

and customer citiznship behavior were taken as the dimensions of 

customer co-creation behaviors. The consequeses taken in the study 

were new product developemnt and customer loyalty. The research 

opens many gates for the researchers to dig into the area and 

contribute to the service marketing literature on S-D logic. 

Kyewords: Service dominant logic, service coproducer customer value 

co-creation behavior, customer participating behavior, customer 

citizenship behavior 

 

Introduction 

Since last two decades, the emergence of service sector has been 

observed not only in developed economies but also in the developing 

countries. This is mainly due to revolution in the technological 

advancement that helps make faster communication channels, increased 

buying power of the customers, increased buying choices and turned the 

world into a global village where everything is accessible on few clicks. 

This also results in marketing where the pendulum has been shifted to 

services from the goods. In advance countries service contribute  more 

than the goods in a GDP and now developing countries also becoming 

service based economies due to technological revolution. This major 

shift in the GDP’s of the nations helps researchers and practitioners think 

about the role of services in marketing because marketing of services is 

slightly different from the marketing of goods.  

The service-dominant logic (S-D Logic) is comparatively a new 

term in marketing and since last decade practitioners and researchers 

have increased their interest into this area (Xie, Bagozzi, & Troye, 2008). 
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The prior literature on the issue is mainly focused on consumer behavior 

or decision making of consumers and is not focusing consumers as the 

active body that can create the value (Yi & Gong 2013). Vargo & Lusch 

(2007) in their explanation of S-D logic have stated that its not a theory 

but a theoritical lens through which one can see potential economic and 

social exchange. In a comparision of goods and services dominance in 

the contemporary settings, Lusch, Vargo, & Wessels (2008) explained 

that terms such goods, production, distribution and consumption are 

associated with goods and where service or services play a secondary 

role. But since the inception of services as scientific disipline, the area 

needs a its own working boundry to help grow the strong and distinctive 

scinece of services. 

S-D logic is defined service as the application of knowledge and 

skills for the advantage of other party rather than as a source of viewing 

production of units or output (Vargo & Lusch, 2004). It is clear that 

theese benefits are directed towards the customer and rather than the 

producer or a service provider, this prespective leads to an idea that 

whatever a firm is providing should not seen as output with value but as 

resource inputs for value creation process (Lusch et, al., 2008). The 

service centered prespective in marketing is based on the philosophy 

with deep focus on continuous process, that a consumer is a part of value 

production. Even when it comes to goods, it’s worth noted that 

manufacturing is not the end process, but rather a intermediary process. 

It was further elaborated that consumers must learn how to use, repair, 

maintain and adapt the goods to his/her needs and behaviors. Hence, 

using a product the consumers are continuing the marketing and value 

creation and delivery processes. This elaboration further recognized that 

the consumers is always a coproducer that help companies develop a 

better fit his/her needs. 

The present study is conducted to test the hierarchical 

dimensionality of customer co creation behavior. In past, there were few 

authors who have discussed this dimensionality as multidimensional 

approach in Bove, Pervan, Beatty, and Shiu’s work (as cited in Yi & 

Gong, 2013) and as one-dimensional approach used by Fang, Palmatier, 

and Evans (as cited in Yi & Gong, 2013) to capture the customer value 

co creation beavior. However, considering the richness of the concept, Yi 

& Gong (2013) have identifies the measures of customer’s co creating 

behavior, developed and valiated the constructs and explores the 

hierarchial dimensions of the model. 

The current research first re-check the validity and reliability of 

the model given by Yi & Gong (2013). Secondly, the influence of 

customer participation behavior on customer citizenship behavior is also 
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explained as in some cases this also happens that due to the participation 

behavior, the citizenship behavior is also emerged. Finally the study also 

explaines the concequenses of this customer value co-creation behavior 

to companies. Therefore, in these three area, the study is going to 

contribute in the filed of S-D logic for the academisians and 

practitioners. 

Key constructs 

The research conducted by Yi & Gong (2013) has taken 

customer participation behavior and customer citizenship behavior as 

dimensions of co-creation behavior of a customer.  The authors defines 

customer participation behavior as a in role behavior that is required for 

value co creation whereas customer citizenship behavior is a voluntary 

and extra role behavior that help company provide the extraordinary 

value to the firm but not necessary for co-creation of value (Bove, 

Pervan, & Shiu, 2008). The concepts were also explained by Gruen 

(1995) stated that customer participation behavior is related enforceable 

in role behavior whereas citizenship behavior contains voluntary and not 

explicit behaviors that helps a firm to get benefits. Since both the 

variables follow different dimensions with respect to antecedents and 

consequences mentioned by Groth’s and Yi, Nataraajan & Gong’s papers 

(as cited in Yi & Gong, 2013). Therefore, this research has taken 

separate scales for both the behaviors or customer value co-creation 

behaviors. 

Prior research on the topic has taken four dimensions of each 

construct taken for customer value co creation behavior. The 

multidimensions for customer participation behavior are information 

seeking, information sharing, responsible behavior and personal 

intraction. The dimensions taken for customer citizenship behavior are 

feedback, advocacy, helping and tolerance (Yi & Gong, 2013).  

Customer Participation behaviors 

Customer participation behavior generally explains the behavior 

that is required by the customers in the creation of a successful service. 

Yi, Nataraajan, & Gong (2011) explained this behavior as the 

engagement and involvement of customer in the process of value 

creation. Wilson, Zeithaml, Bitner, & Gremler (2012) have emphasized 

that the role of customers are mandatory in production of successful 

services outcomes. Truly, companies has to have this behavior for the 

purpose of creation of successful services i.e. fitness trainings, piano 

lessons, physical therapy, airport check in, weight reduction programs etc 

Yi et al., (2011).  

 

 



Future of Marketing and Management (FMM 2017)  

Journal of Managerial Sciences  86  Volume XI Number 03  

Information seeking 

Customers are involved in information exchange behavior 

process for the clarity in the requirements of service and satisfaction of 

other cognitive needs.  For instance, a customer wants the information 

about parameters of service or the status of a service. It was further 

mentioned by Miler and Jablin (as cited by Kellogg, Youngdahl & 

Bowen, 1997)  that it is the same behavior as the newly hired employee 

show for seeking of information to determine his/her role in the 

company, customers of services also need to understand their role in 

service delivery process as a co-creator of value. Provision of this 

information helps in reducing the uncertainty of customers with the 

company employees regarding value co-creation. 

The information for customers is necessary for two main 

reasons, first, it help reduces uncertainty that ultimately results in 

understanding and control of environment where co-creation take place. 

Secondly, this helps customers enable to get a command in their role as 

value co-creators and integrate themselves into the process of co-

creation. Multiple ways available for customers to seek the information, 

one is to ask others directly or they may also observe the behaviors of 

seasoned customers to get some cues (Morrison, 1993).  

Information sharing 

As a requirement for effective management especially in service 

firms for value co-creation, it is mandatory for companies to know about 

the resources of customer and the quality of those resources (Lengnick-

Hall, 1996). If the information from the customer end is not provided or 

the information is not correct, then it will be difficult for company 

personnel to make strategies or to improve the systems that meet the 

consumer needs (Ennew & Binks, 1999) i.e. it is imperative to share the 

information of a car with the mechanic to fix the problems, designing a 

cake of special occasion requires some information from the customer, 

patients information to the doctors is also integral to identify and cure etc 

(Yi & Gong, 2013). Therefore, not sharing of right information with the 

producer may result in low value co-creation of a service. Hence, this 

factor is a key success driver in value co-creation.  

  Responsible behavior 

It was proposed by Ennew & Brinks (1999) responsible behavior 

is one of the dimensions of customer participation behavior which 

emphasized on the concept that customer as one party in the job has 

some role and responsibility in creating successful service delivery. 

Bettencourt (1991) suggested that in order to have successful co-creation 

between employees and customers, it is mandatory for customers to be 

cooperative, respecting rules & regulations and follow employee 
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guidelines i.e directives of employees to be physically present are 

required to follow by the customers in order to ensure successful value 

co-creation (Yi & Gong, 2013). There may be a little success in value co-

creation process without customer’s responsible behavior. Therefore, this 

dimension of participative behavior is also significant.  

 Personal interaction 

In service settings, the service encounters results in a relationship 

in some form or another; these relationships between the company 

personnel and customers can be close or by nature are more distant. This 

interaction between employees and customers called interpersonal 

relations that are mandatory for value co-creation (Ennew and Binks, 

1999). Customer functional quality is one of four components of service 

quality give by Kelley, Donnelly, & Skinner (1990) states that customer 

and employee interactional aspects include respect, friendliness and 

curtesy. The more the positive social environment, pleseant and 

congenial, the more chance of value co creation as mentioned by 

Lengnick-Hall, Claycomb, and Ink’s paper (as cited by Yi & Gong, 

2013). 

Customer citizenship behavior 

Customer citizenship behavior differs from participation 

behavior of customers that provides successful value creation by only 

voluntary customer behavior towards the company (Yi, et al., 2011). The 

service marketing literature suggests that this behavior of customers is 

solely their own discretion (Groth, 2005). 

 Feedback 

Business operations often get many benefits from the feedback 

provided by the customers to the company or the employees. Bettencourt 

(1997) have suggested feedback as one of the construct of customer 

citizenship behavior stated that this behavior towards the development 

and governance is one of the major contributions by of voluntary 

performance of a customer. This construct refers to the responsibility of 

customers to participate and get involved with the company’s affairs 

(Graham, 1991). Groth, Mertens, & Murphy (2005) have also taken 

feedback as one of the dimensions of OCB stated that its wanted and 

unwanted information provided by the company to the service 

organization and that information is positive or negative which 

ultimately leads to the help of a company to improve its service 

processes in the long run. Furthermore, better service delivery of a 

company is the direct concern of most of the customers, thus the 

willingness of them becomes cruitial component to understand the 

customer citizenship behavior. It was further argued by Yi & Gong 

(2013) that since customers are the ones who are on the receiving side of 
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the services so they can greatly benefit the company through the 

suggestions and feedback for better service delivery system. 

Advocacy 

It is the second dimension of customer citizenship behavior also 

referred as recommendation which refers to recommending the business 

to others especially friends, peers and family (Groth et al., 2004). This is 

also a voluntary behavior that indicates commitment to the company 

promotion of the interest of the company beyond individual’s promotion 

(Bettencourt, 1997). Referrals and the recommendations are beneficial 

especially to the service settings because they help promote products, 

develop positive image and there to increase to the size of the business. 

This construct of customer citizenship behavior is also voluntary and 

becomes mandatory for successful co-creation of value (Yi & Gong 

2013).  

 Helping 

This dimension of customer citizenship behavior refers to 

helping other customers and is close to altruism behavior of the 

customers derived from the concept organizational citizenship behavior 

(Groth et al., 2004). Altruism means directed behavior and helping 

specific individuals especially the employees with having clear intentions 

to help (Smith, Organ, & Near, 1983). This act of customers is the key in 

service business as service customers are most of the time required help 

due to the confusion about certain aspect of the services i.e. how to pay, 

where to pay and how to use etc. This may be intense in the internet 

service delivery businesses where the role of employees is limited or 

employees may not be in a position to provide the required help to their 

customers.  It is quite possible that customers may extend their 

knowledge to other customers by recalling their difficulties and 

experiences when they started using the services and may also help as a 

social responsibility reported by Rosenbaum & Massiah (as cited by Yi 

& Gong 2013) .  

 Tolerance 

An extra role behavior of the citizenship behavior allows smooth 

movement of the social system of a company. The polite behaviors or 

willingness to be patient can enable a group or individuals to accept 

delays due to any shortage or mishap by the company in case the 

company is not providing the adequate service at any point in time to its 

customers (Lengnick-Hall, Claycomb, & Inks, 2000). This state of a 

customer is referred as tolerance means willingness to be patient Yi & 

Gong 2013) which provide elasticity that is needed to resolve unexpected 

problems and this unique friendship may be considered as a unique way 

of problem solving. This is imperative because in service delivery 
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environment, failure in service encounters considers to be the second 

largest cause of customer switching that leads to low profitability and 

market damages (Keaveney, 1995). 

Consequences of Value Co-creation Behavior 

This part of literature explains two different consequences of 

value co-creation behavior of a customer namely new product 

development (NPD) and customer loyalty. 

 Value co-creation and new product development 

Companies can enhance their new product performance by 

taking adequate steps at the development processes (Song, Montoya-

Weiss, & Schmidt, 1997). The strategic level of the firm has to 

collaborate in the process of co-creation when a company creates 

innovative products (Renee, Casper, Thomas, & Ab, 2007). Value co-

creation of services can be applied to innovate, design strategies, 

marketing to achieve the company performance goals (Ritala & 

Huizingh, 2014). Accordingly, by applying value co-creation of services 

effectively, firm can develop innovative products which benefit both the 

parties. The concept of value co-creation not only allows companies to 

interact with their customers but also to participate in value creation as 

proved in the study (Hsu, 2016). 

H1: Value co-creation helps in developing new product development 

Value co-creation and customer loyalty 

The process of value co-creation requires customers to invest 

their ideas and time to coproduce the services and that affects the loyalty. 

This loyalty is more towards the company side rather than any product or 

service because the process of co-creation in a service environment the 

firm is usually focal point of evaluation (Stokburger-Sauer, Scholl-

Grissemann, Teichmann, & Wetzels, 2016). The authors draw an idea 

that coproduction of services play an important role in evaluating the 

company by the customer and therefore it helps in strengthening the 

company-customer relationship in the form of loyalty. Thus the study 

hypothesized that: 

H2: Value co-creation behavior leads to customer loyalty 

Research Methodology 
Present research is directed to a service environment and in this 

regard the higher education students of business studies have been taken 

into consideration. The research has tried to explore the perceptional 

aspect of the students that if they are being consulted while designing a 

new service then how better it would be for both the parties. The sample 

audience was belonging to five business institutions based in Karachi, 

Pakistan. The research has used both, offline and online mediums to 

reach to the audiences, but most of the data was collected through online 
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medium using Google docs form where the purpose of the research was 

clearly mentioned. Facbook and Linkedin were used to approach the 

audience as per the convenience of the researcher. The data was also 

collected using personal visits to the university students while they were 

having free time in their respected campuses. The purpose and the 

objectives were clearly explained to them before providing them the 

instrument. A total of 200 questionnaires were distributed in offline 

medium and out of them 190 were received successfully. However, from 

offline medium only 157 questionnaires were selected and 33 were 

rejected because they were either invalid or incomplete. In online 

medium the total responses received were 296 where 56 forms were 

rejected due to their incomplete or invalid nature, so the sample from 

online was 240 which is much higher than offline source. Thus the total 

sample selected for this study from online and offline medium was 397.  

Research instrument 

The research has taken a likert scale from 1 to 5, where 1 was 

strongly disagree and 5 was strongly agree.  

*Check the appendix for the questionnaire  

Proposed Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

          

 

 

 

 

  Figure 01: Proposed Model 
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Statistical Technique 
 The research is based on the constructs recently developed for 

customer value co-creation behavior therefore it was mandatory to apply 

the confirmatory factor analysis (CFA) to ensure its validity and 

reliability. The nature of the model suggested applying third order CFA. 

After getting the recommended thresholds of CFA and model fitness, the 

study has applied structural equation modeling (SEM) to test the 

hypotheses.  

Results 

Confirmatory Factor Analysis 

Table 01: Reliability & Validity 
 

 

 

Construct/Indicat

ors 

 

Standardized 

Factor 

Loading 

(CFA-

AMOS) 

Construct Reliably Construct Validity 

Cronbach’s 
alpha 

Compos
ite 

Reliabili

ty 
(CR) 

Convergent 

Validity 

Discriminant 

Validity 

Average 

Varian

ce 
Extract

ed 

(AVE) 

Maximu

m Shared 

Variance 
(MSV) 

Average 

Shared 

Variance 
(ASV) 

Information Seeking .908 .934 .827 0.4096 0.06861

1 ISE1 .93 

ISE2 .98 

ISE3 .81 

Information sharing .902 .906 .707 0.4096 0.06125
6 ISH1 .80 

ISH2 .89 

ISH3 .86 

ISH4 .81 

Responsible behavior .869 .869 .624 0.2601 0.08401

1 RB1 .74 

RB2 .90 

RB3 .76 

RB4 .75 

Personal Interaction .933 .942 .764 0.3136 0.14698

9 PI1 .78 

PI2 .91 

PI3 .87 

PI4 .87 

PI5 .87 

Feedback .862 .864 .679 .3481 .2459 

FE1 .78 

FE2 .83 

FE3 .86 

Advocacy .847 .852 .658 0.3481 0.15076

7 AD1 .75 

AD2 .85 

AD3 .83 

Helping .891 .894 .680 0.4624 
 

0.07975
6 

 
HE1 .77 

HE2 .77 

HE3 .90 
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HE4 .85 

Tolerance .843 .843 .642 0.4624 0.0911 

TO1 .86 

TO2 .78 

TO3 .76 

Customer Loyalty .926 .928 .811 0.3481 0.11631

1 CL1 .94 

CL2 .91 

CL3 .85 

New Product Development .858 .867 .685 0.2304 0.10005
6 NPD1 .86 

NPD2 .84 

NPD3 .78 

Reliability and Construct Validity 

Thresholds: [Suggested by Fornell 

& Larcker (1981)] 

α >0.70 

(Nunnally
, 1975) 

CR > 

0.70 

i) AVE 

>0.50 
ii) CR 

> AVE 

MSV < 

AVE 

ASV < 

AVE 

 The reliability and validity of the sample from service industry 

was found satisfaction as per the guidelines of Nuannaly (1967). The 

requirement of AVE of all the variables is above 0.5 that means all the 

constructs taken explains more than the variance explained by the error, 

moreover, AVE is also found satisfactory, which means all the items are 

explaining their own constructs and not other constructs. 

Model fitness  
Table 02: Model Fitness 

Industry CMIN/DF P GFI AGFI TLI CFI RMSEA 

Bank Sample 2.445 .000 .845 .810 .914 .826 .061 

The goodness of fit model ha taken CMIN/DF, p value, GFI, 

AGFI, TLI, CFI and RMSEA for this researhc, most of them are meeting 

the crietria of Hair et al., (2006) whereas some relaxation about GFI and 

AGFI was taken from Gefen et al., (2000). 

Hypotheses testing  
Table 03: Structural path 

Structural Path Β P-value Result 

Direct Relationship    

Customer Value Co-creation 

behavior  NPD 

.53 .316 Reject Ho 

Customer Value Co-creation 

behavior  Customer Loyalty 

.63 .002 Reject Ho 

 The direct relationship between nre product development and 

customer value co-creation behavior is found significant, means there is 

a strong and positive effect found in this research. Moreover, the impact 

of customer value co-creation behavor on customer loyalty is also found 

significant and positive. That means both of the hypotheses taken in the 

study as accepted.  

 



Future of Marketing and Management (FMM 2017)  

Journal of Managerial Sciences  93  Volume XI Number 03  

Conclusion & Discussion 

 This design of the study is divided into parts, in first part the 

dimensions of customer value co-creation behavior were taken to test in 

the Pakistani environment. The dimensions were customer participation 

behavior and customer citizenship behavior. The dimensions of customer 

participation behavior were information seeking, information sharing, 

responsible behavior & personal interaction. The dimensions of customer 

citizenship behavior were feedback, advocacy, helping & tolerance. All 

the dimensions taken in the study were found relevant that means the 

items taken from another research are reliable and valid to test the data. 

The second part was devoted to check the consequences of customer 

value co-creation behavior. Two different aspects were taken to test the 

hypotheses. The consequences are new product development and 

customer loyalty. The study concluded that both of them are found 

significant. The purpose of customer co-creation of value is to achieve 

the new dimensions in a service environment or help company to 

improve its services which is achieved or proved in case of higher 

education of Pakistan. Moreover, in education sector the customer 

encounter with the service establishment is very high and when he or she 

is consulted extensively to introduce or improve services, that process is 

responsible in increasing the loyalty of customer because they feel that 

the organization is thinking about them in making their policies. 

Therefore, education marketers must think on these lines to involve 

students in the co-creation process. 

Limitations & future research 

 The study is restricted to education sector and in education it is 

restricted only to private higher education related to business only. 

Therefore, there is a scope of future researchers to check the model on 

other industries and at schooling level because parents of children can 

play a crucial role in the co-creation process. Moreover, other factors that 

can be included in the model taken i.e. culture, co-creation’s impact on 

company performance, return on equity and brand equity.  
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Appendix - Instrument 
Construct items 

Information seeking  

I have asked others for information on what this service offers. 

I have searched for information on where this service is located. 

I have paid attention to how others behave to use this service well. 

Information sharing  

I clearly explained what I wanted the employee to do. 

I gave the employee proper information. 

I provided necessary information so that the employee could perform his or her duties. 

I answered all the employee's service-related questions. 

Responsible behavior  

I performed all the tasks that are required. 

I adequately completed all the expected behaviors. 

I fulfilled responsibilities to the business. 

I followed the employee's directives or orders. 

Personal interaction  

I was friendly to the employee. 

I was kind to the employee. 

I was polite to the employee. 

I was courteous to the employee. 

I didn't act rudely to the employee. 

Feedback  

If I have a useful idea on how to improve service, I let the employee know. 

When I receive good service from the employee, I comment about it. 

When I experience a problem, I let the employee know about it. 

Advocacy  

I said positive things about XYZ and the employee to others. 

I recommended XYZ and the employee to others. 

I encouraged friends and relatives to use XYZ. 

Helping  

I assist other customers if they need my help. 

I help other customers if they seem to have problems. 

I teach other customers to use the service correctly. 

I give advice to other customers. 

Tolerance  

If service is not delivered as expected, I would be willing to put up with it. 

If the employee makes a mistake during service delivery, I would be willing to be patient. 

If I have to wait longer than I normally expected to receive the service, I would be willing to adapt. 

Customer Loyalty 

I am likely to [eat in this restaurant/visit this hotel/book in this travel agency] again in future. 

The chances of me [eating in this restaurant/visiting this hotel/booking in this travel agency] on a 
regular basis are very good. 

I would recommend this [restaurant/hotel/travel agency] to my friends and relatives. 

New Product Development 

During product development, our firm values customer feedback and considers such feedback when 
designing products 

Our firm possess sufficient professional knowledge and competence in NPD to strengthen the 

efficiency of product design and development 

Our firm designs new products by appropriating techniques from and collaborating with foreign and 
domestic manufacturers 

 


