@ TECHNIUM

SOCIAL SCIENCES JOURNAL

Vol. 20, 2021

A new decade
for social changes




Technium Social Sciences Journal
Vol. 20, 652-667, June, 2021
ISSN: 2668-7798

The Influence of Customer Interaction on Participation in
Value Co-Creation: Evidence from Virtual Communities in
China

Yue Huang', Lu Suo®

12 Stamford International University, Thailand

7079728@qgg.com

Abstract. This study aims to investigate the influence of customer interaction on customer
participation in value co-creation. Quantitative approach is employed to gather data via online
questionnaires from 502 Chinese registered members of various virtual brand communities,
including Huawei Pollen Club, Xiaomi Community, Meizu Community and OnePlus
Community. SEM is employed to analyze data of the research model. The results confirm that
customer’s product engagement positively affect customer experience value including functional
experience value, emotional experience value and social experience value three dimensions
while interpersonal interaction significantly positive influence only emotional experience value
and social experience value. Besides, emotional experience value and social experience value
were found to have a significant positive effect on customer participation in value co-creation.
Furthermore, our results determine that experience value plays a mediating effect in the influence
of customer interaction on participating value co-creation. The findings fill in the gaps of
previous relevant studies and enriches the research on the factors that drive customer
participation in value co-creation. It also provides managerial insights for virtual communities to
improve their service about customer participation and bring more business value.

Keywords. customer experience value, customer interaction, customer participation, value co-
creation, virtual communities

1. Introduction

Virtual communities have become a place for companies to attract customers to
participate in product innovation in recent years. In virtual communities, customers not only
can interact with each other to meet their own needs for information, emotions and other
content, but also can participate in the company's product innovation to achieve value co-
creation (Nambisan & Baron, 2009). Especially those virtual brand communities centered on
corporate brand products (Muniz, & O’ Guinn, 2001), their members have greater interest and
rich knowledge in brands and products, which are more conducive to the formation of
innovative ideas in interaction (Fuller, Matzler & Hoppe, 2008), and customers also engage in
value co-creation through the use of interactive communities (Schau, Muniz, & Arnould, 2009).
The practices of companies such as Dell, Apple, and Xiaomi have shown that customer
participation in value co-creation could enhance the innovation capabilities of enterprises,
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improve customer brand loyalty, and facilitate the establishment of enterprises’ competitive
advantages (Xu & Mei, 2014).

The effect of value co-creation by enterprises through virtual communities has also
piqued the interest of academics, who have looked at the forces that drive it from a variety of
perspectives. From the perspective of customer needs, Nambisan et al. (2009) used the theory
of satisfaction with usage to confirm that customers’ cognitive benefits, personal integration
benefits, social integration benefits, and entertainment benefits are the driving factors for
customers to participate in value co-creation. Fuller et al. (2008) regarded the virtual brand
community as an essential resource for corporate innovation, and they found that customer
skills, creativity, brand knowledge, etc. positively impact customer participation in corporate
product innovation. Meanwhile, scholars also revealed that the relationship between community
members and related content of the brand community, such as the sense of responsibility to the
community, the sense of partnership with the company (Nambisan & Baron, 2010), and the
trust of the brand (Fuller et al., 2008) will also positively affect their participation in corporate
product innovation activities.

Although scholars have conducted extensive research on customer participation in
virtual community value co-creation, there are still some shortcomings. First of all, scholars
ignore the effect of customer experience value in virtual communities on their participation in
value co-creation. Customer experience value is the interactive and relative experience of
customers. Existing research on virtual brand communities has found that customer experience
value positively impacts members’ behavioral inclination (Jin, 2007), and thus may also have a
positive effect on participating in value co-creation. Additionally, there is also a scarcity of
studies on the importance co-creation process when it comes to consumer engagement.
Interaction is a key content of the virtual brand community (Zhu, Dholakia, Chen, &
Algesheimer, 2012) and a crucial means for customers to create and obtain value (Li, & Ma,
2013). Parker and Ward (2000) has confirmed that customer interaction will have a positive
impact on customers and enterprises. However, less research study customer interaction in the
virtual environment. It is still a "black box™ that the process of customers interacting with others
in virtual communities until they finally participate in value co-creation. From current research
status, this study constructs a theoretical model of customer interaction, experiential value and
customer participation value co-creation in the virtual brand community environment, and tries
to explore the following research questions: (1) How does customer engagement affect the
importance of the customer experience? (2) How can the importance of a customer's experience
affect their willingness to participate in value co-creation? (3) Does the importance of the
consumer experience mediate the impact of customer interaction on customer involvement in
value co-creation?

2. Literature Review

2.1 Value Co-creation

Value co-creation refers to the integration of the resources provided by customers and
enterprises in the interaction, and the ultimate realization of value creation (Cova, Pace &
Skalen, 2015). This concept was originally just a description of the customer's participation in
the production of value in the field of production, so it is called co-creation. Later, the concept
of creating value through customer experience was extended to the field of consumption,
emphasizing customer experience and its significance (Prahalad & Ramaswamy, 2013;
Prahalad & Ramaswamy, 2004). In the virtual community, customer participation in enterprise
product innovation is the value co-creation in the production stage. This kind of value co-
creation is initiated by enterprises, and the value co-creation between B2C (Zwass, 2010) is
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mainly manifested as customers' participation in the development of new products of the
enterprise, including customers' providing new product creation, design and promotion
activities for the enterprise (Li, Jin & Bu, 2014). Existing researches on virtual communities
pointed out that customers' participation in value co-creation is driven by customers' cognition,
personal integration and other interests (Nambisan & Baron, 2009), as well as influenced by
their own knowledge, skills and creativity (Fuller et al., 2008). At the same time, the relationship
between the customer and the community, the company (Nambisan & Baron, 2010) and the
brand (Fuller et al., 2008) will also play a positive role in promoting its participation in value
co-creation.

2.2 Customer-to-customer Interaction

In the virtual community, the interaction between customers refers to the
communication and exchange between individuals (Adjei, Noble & Noble, 2010), which is an
important content of the virtual brand community (Zhu et al., 2012) and also a considerable
means for customers to create and obtain value (Li, & Ma, 2013). Currently, the dimensions of
the interaction between customers in the virtual community are divided into different
dimensions. Adjei et al. (2010) set the interaction between customers as a single dimensional
variable. Massey and Levy (1999) believed that the interaction between customers in the virtual
environment should be divided into two dimensions: product engagement and interpersonal
interaction. It was categorized into product interaction, interpersonal interaction, and cognitive
interaction by Nambisan et al. (2009). At the same time, consumer attitudes, product creativity,
and behaviors can also be influenced by customer engagement in the simulated brand
environment. Prior studies identified customers' interaction could reduce their uncertainty about
product in a simulated brand environment, and then positively influence on customers'
purchasing behavior (Adjei et al., 2010). Fuller et al. (2008) mentioned that customer interaction
could realize the integration of resources and facilitate product innovation. However, Li and Ma
(2013) found that the interaction between customers can positively affect the community
satisfaction of customers.

2.3 Customer Experience Value and Hierarchical Experience Model

Customer experience value is the experience related to customer's own preference,
which is interactive and relative. Customer experience value is not exclusive to customers, but
could be realized and co-created by interacting with others (Tynan & Mckechine, 2009). Some
researchers believe that there is a close relationship between customer experience and different
levels of needs of customers, and incorporate the hierarchy of needs theory into the study of
experience value, establishing the corresponding relationship between different dimensions of
experience value and different experience needs from a vertical perspective (Zhang & You,
2009). Soutar and Sweeney (2001) and Fan and Li (2006) divided the customer experience
value into functional experience value, emotional experience value and social experience value
these three dimensions according to the hierarchy of needs theory, and classified the five levels
of customer needs into three dimensions of experience value. Gentile, Spiller, and Noci (2007)
further detailed the relationship between customer needs at various levels and experiential
value. Zhang and You (2009) proposed a hierarchical experiential value structural dimension
model (Hierarchical Experience Model for short) on this basis.
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3. Research Model Development and Hypotheses

3.1 Variables and The Construction of Research Models

Virtual brand community is centered on enterprise brand products (Muniz, & O’ Guinn,
2001), and customers often interact around this central content to achieve the purpose of
obtaining or creating value (Nambisan & Baron, 2009). Besides, as a type of virtual community,
virtual brand community also has the character of interpersonal interaction among customers in
virtual community (Li, & Ma, 2013; Massey & Levy, 1999). In other words, the interaction
between customers is realized through product content and mutual communication (Wu & Fang,
2010). Therefore, this study divides the interaction between customers into two dimensions:
product engagement and interpersonal interaction. This is consistent with the dimension
division of customer interaction in virtual community proposed by Massey and Levy (1999),
while the dimension of cognitive interaction is missing in the three-dimensional division of
customer interaction proposed by Nambisan et al. (2009) in virtual brand community. The
reason is that as a developing country, the privacy of individuals on the Internet in China is not
effectively protected, and the cognitive interaction between customers is still not widespread
(Li, & Ma, 2013). Product interaction refers to the interaction between customers with brand
product-related information (such as product technology, usage, brand market, etc.) as the
communication content to achieve the purpose of obtaining or sharing relevant information
(Nambisan & Baron, 2009). Interpersonal interaction refers to the exchange and communication
between customers for the purpose of establishing relationships and emotions (Li, & Ma, 2013).

The needs of customers in some industries (such as tourism, catering services, etc.) are
hierarchical, so scholars establish the corresponding relationship between different customer
needs and different experience values from the vertical, so as to realize the research on the level
of experience value based on customer needs (Soutar & Sweeney, 2001; Fan & Li, 2006).
Recent research showed that the needs of customers in virtual brand communities are also
hierarchical. Functional needs, self-expression needs, social needs, esteem needs and self-
actualization needs are the low to high needs of community members in the virtual brand
community (Yan, Wang & Liu, 2015). Therefore, based on the Hierarchical Experience Model
and the five levels of customer needs in the virtual brand community, this study draws on the
division of customer experience value from Soutar and Sweeney (2001), and divides the
customer experience value in the virtual brand community into functional experience value and
emotional experience value and social experience value these three aspects. The functional
experience value of customers corresponds to the satisfaction of their functional needs,
including the acquisition of enterprise product information and experience as well as efficiency
or convenience (Wang & Fesenmaier, 2004). Emotional experience value is the customer's self-
expression and the satisfaction of social needs, which is mainly reflected in the trust between
members and the recognition of the community. The value of social experience is the
satisfaction of customers' need for esteem and self-actualization, which is manifested in the
improvement of reputation and personal sense of achievement in the community.

Interaction is an important content of virtual brand communities. According to
interaction theory, interaction will have an impact on the experience value of individuals
(Collin, 2004; Wang & Wan, 2012). At the same time, experience value will also affect
customer behavior (Adjei et al., 2010). Therefore, this research uses the virtual brand
community as the research background to establish a conceptual framework of customer
interaction, experience value, and customer participation in corporate product innovation
behavior, to explore the effect of customer interaction on experience value, experience value on
customer participation in value co-creation and the effect of customer interaction mediated by
experience value on customer participation in value co-creation.
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3.2 Hypotheses Development

3.2.1 The Impact of Customer Interaction on Experience Value

1) Product Engagement Between Customers Enhances Customer Experience
Value

In the virtual brand community, customers often interact with the product knowledge,
experience and other relevant content. The more frequent such interaction is, the greater the
opportunity for customers to acquire product knowledge (Hertel, Niedner. & Hermann, 2003)
and customers could better understand the product and more effectively use the product
(Nambisan & Baron, 2009), so as to gain more value of customer functional experience. Around
the same time, as consumers' product engagement become more in-depth, their comprehension
of product-related contents becomes more in-depth (Algesheimer, Dholakia & Herrmann,
2005), and this shared understanding is a central factor in customers forming a sense of
relationship or social identity. Furthermore, product engagement encourages consumers to
share their expertise. Customers who gain expertise will be able to complete those tasks and
will become more competent as a result (Kohler, Rohm, Ruyter, & Wetzels, 2011). Sharing
product information offers a forum for consumers on the knowledge-sharing side to demonstrate
their own skills, boosting the sharers' trust and sense of self-competence (Hsu, Ju, Yen & Chang,
2007). Therefore, the following hypotheses are proposed:

H1la: Product engagement has a significant positive impact on functional experience
value;

H1b: Product engagement has a significant positive impact on emotional experience
value.

H1c: Product engagement has a significant positive impact on social experience value.

2) The Interpersonal Interaction Between Customers Enhances the Experience
Value of Customers

In the virtual brand community, customers interact with each other as well as the product
content. In terms of consumer product awareness acquisition, interpersonal interaction among
customers will draw customers' attention to and emphasis on product-related information,
encouraging active learning. And the improvement of the interaction level between customers
will also enhance the efficiency of learning activities. The reliability of the customer's practical
experience would increase as a result of this. Customers' subjective experience satisfaction can
be improved by interpersonal interaction, which could help them feel that other customers really
appreciate their unique challenges and encourage shared empathy and social identity (Nambisan
& Baron, 2009). Customers could articulate and show themselves as they interact with other
members, which helps them boost their self-image and position in the group (Lim, Yeow &
Yuen, 2010). As a result, the following hypotheses are proposed:

H2a: Interpersonal interaction has a significant positive impact on functional
experience value;

H2b: Interpersonal interaction has a significant positive impact on emotional
experience value.

H2c: Interpersonal interaction has a significant positive impact on social experience
value.

3.2.2 The Influence of Experiential Value on Customer Participation in Value Co-
Creation

The increase of customers' functional experience value will have a positive impact on
their participation in value co-creation. Interaction provides customers with more functional
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experience benefit, as well as increased awareness and skills for brand products. According to
information management research, if a group member believes his or her knowledge is
important and beneficial, he or she will be eager to share it with others (Fuller et al., 2008).
Wasko and Faraj (2005) also mentioned that customers who believe their information is
inadequate are often less likely to share it with others or contribute to the culture. As a result,
as consumer satisfaction rises, they will be more able to exchange information and contribute
to the community, and therefore more likely to engage in the value co-creation of the virtual
brand community. Hence, the following hypothesis is proposed:

H3: Functional experience value has a significant positive impact on customer
participation in value co-creation.

The emotional experience value of customers in virtual brand community is the
satisfaction of identification, belonging, connection and other related needs. Among them,
customer community identity will increase the closeness between customers and brand
community. The higher the degree of customer community identity, the more customers will
believe that the community can represent their own self-esteem and image. Previous studies
have found that community identity has a positive impact on customers' participation in brand
community activities, which is not only reflected in the information exchange and question-
answering activities between customers, but also reflected in the product creation and product
testing activities of customers to enterprises. Nambisan (2002) believed that customers'
identification with virtual communities was an important factor driving their participation in
the development of new products of enterprises, while Fuller et al. (2008) proved that
community identification had a positive impact on customers' participation in product
innovation. Hence, the following hypothesis is proposed:

H4: Emotional experience value has a significant positive impact on customer
participation in value co-creation.

In the virtual brand community, customers enhance their social experience value
through interactive activities such as knowledge sharing, so as to meet customers' needs such
as self-esteem, which will enable customers to have a confident perception and feel that they
have value, power, ability and position in the world (Yan et al., 2015. Lin, Hung and Chen
(2009) found in their research on virtual brand communities that the sense of self-competence
experienced by community members is the confident perception of their own abilities, which
will promote the positive attitude and contribution of community members to the community.
In virtual communities, participating in enterprise product innovation is an important part of
community contribution (Nambisan & Baron, 2010). Therefore, customers are likely to
participate in product innovation activities under the influence of self-efficacy. Based on this,
the following hypothesis is proposed:

H5: Social experience value has a significant positive impact on customer participation
in value co-creation.

3.2.3 The Mediating Role of Experiential Value

The interaction between customers is not only an integral part of the virtual brand
community, but also a key way to add value to customers (Li, & Ma, 2013). As the virtual brand
community is centered on the brand products, customers often interact with the related content
of the products. Such interaction can not only realize the sharing of knowledge, so that
customers can experience the functional value of solving practical problems, but also enhance
the relationship between each other and the recognition of the community, and experience the
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emotional value. At the same time, answering other customers' questions will boost their peer
standing and self-esteem, giving them a sense of social value. On the other hand, the
interpersonal interaction between customers will also have a positive impact on customer value
experience. Emotional communication between customers not only accelerates the efficiency
of product content communication, but also positively influence the emotional relationship
between customers and other customers and communities. Moreover, in interpersonal
communication with other customers, customers themselves are also conducive to self-
expression, so that they gain social experience value. Customers' participation in value co-
creation activity is positively impacted as they perceive improved value in the virtual brand
environment. To be specific, the function of customer experience value increase will let
customers think they have more knowledge, and emotional experience value enhancement
means that customer has more community identity, social experience value of ascension, make
them have more confidence to participate in community activities, and all of these will promote
customers' participation in the value co-creation of the virtual brand community. As a result,
the following hypotheses are proposed:
H6a: Functional experience value plays a mediating role in the influence of product

engagement on customer participation in value co-creation;

H6b: Emotional experience value plays a mediating role in the influence of product
engagement on customer participation in value co-creation;

H6c: Social experience value plays a mediating role in the influence of product engagement
on customer participation in value co-creation;

H7a: Functional experience value plays a mediating role in the influence of interpersonal
interaction on customer participation in value co-creation.

H7b: Emotional experience value plays a mediating role in the influence of interpersonal
interaction on customer participation in value co-creation.

H7c: Social experience value plays a mediating role in the influence of interpersonal
interaction on customer participation in value co-creation.

Experiential Value

Functional Experience Value K

Customer Interaction

iy

Customer Participation
in Value Co-creation

‘ Product Engagement

Emotional Experience Value F‘ i

3 - s
| ‘ Interpersonal Interaction ¢

Social Experience Value /

Flgure 1. Conceptual Framework

4. Research Methodology

4.1 Sample and Data Collection

The population of this study were registered members of the different virtual brand
community in China. The virtual brand community for data collection should meet the
following conditions: first, the virtual brand community has a certain popularity in China.
Second, it must have large number of members (a minimum of 500,000). Third, the members
in community interact frequently, and the cumulative number of posts is large (a minimum of
3 million). Based on this, this research selects Huawei Pollen Club, Xiaomi Community, Meizu
Community and OnePlus Community as research samples for data collection. The online
questionnaire was distributed in two ways: virtual brand community distribution and snowball

658


https://techniumscience.com/index.php/socialsciences/index
https://techniumscience.com/index.php/socialsciences/index

Technium Social Sciences Journal
Vol. 20, 652-667, June, 2021

| SSN: 2668-7798

www.techni umscience.com

(7) TECHNIUM

—~ SOCIAL SCIENCES JOURNAL

sampling method. In order to ensure that the respondents are registered members of virtual
community, the author conduct the survey by using text or member email in virtual community.
For the snowball sampling method, the first step is to register members in the virtual brand
community, and then the method of introducing members to their friends in the community is
adopted to spread. The online questionnaires are collected through the short message and
mailbox of the forum of virtual brand community. Since the size of the target population of this
study is difficult to define in actual size, the formula of Cochran (1977) will be chosen for
calculating the sample size used in the quantitative analysis. Hence, the actual sample size was
385. The authors collected data during December, 2020 to March, 2021. Among 537 collected
questionnaires, 35 were invalid resulting in 502 usable questionnaires finally.

4.2 Measurement Scales

The measurement of constructs in this study adopts the measurement scales of relevant
literature, such as virtual brand community, interaction between customers, experience value,
participation in value co-creation, etc. All variables were measured using a five-point Likert
scale, with 1 representing strongly disagree and 5 representing strongly agree. Table 1 shows
the details of the measurement items in the research.

Table 1. Source of Measurement Item in Questionnaire

Variable Measurement Items Source
| often communicate with other community members and get a lot
of product information from them. .
Product The information | get from the community help me a lot Nambisan ) &
Engagement - - - Baron (2009); Liu
| often share my product knowledge with others in the community.
(PE) — . - & Yang (2011)
| often provide information to other community members to help
them solve problems and difficulties
| often post in the community and get a timely response from other
members
Interoersonal | often participate in discussions about the topic of other community
per: members, helping each other.
Interaction - — Preece (2001)
() In t}?e community, | meet a lot of people who are worth socializing
with.
I often communicate with other community members to exchange
feelings and build relationships
Participating in the brand community helps me feel that the product
was more usable.
. Participating in the brand community helps me find more convenient
Functional

Experience Value
(FEV)

ways to use it.

Participating in the brand community enables me to learn more
products knowledge and get more skills

Participating in the brand community has improved my product
knowledge and skills.

Zwass (2010); Li
et al. (2014)

Emotional
Experience Value
(EEV)

Participating in the brand community makes me feel the warmth of
the big family from other members.

Participating the brand community helps me to stop being lonely and
bored.

It fits my social identity to be part of a brand community.

| feel a sense of belonging in this community.

Social Experience
Value
(SEV)

Being in the brand community gives me more self-esteem

It gives me more status in this brand community.

Participating the brand community has helped me find meaning in
my life.

| feel | have realized my value in this brand community.

Soutar &
Sweeney (2001)
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I often participate in new product ideas solicitation activities
initiated by enterprises or communities.

g:rstti?:ringt[ion in I often participate in new product design solicitations initiated by
P enterprises or communities.
Value — - - — Yan et al. (2015)
. I often participate in new product evaluation activities initiated by
Co-creation enterprises or communities
(CPVC) P '

I often participate in new product promotion activities initiated by
enterprises or communities.

5. Research Analysis and Results

5.1 Descriptive Analysis

Among the 502 respondents, the ratio of male to female was balanced. Among them, 269 were
male, accounting for 53.59%, and 233 were female, accounting for 46.41%. Most of the
respondents are young people between the ages of 19-35, with a bachelor's degree or below.
Moreover, more than half of the respondents have been members of the virtual community for
1-3 years, accounting for 54.78% of the total, and more than 80% of the respondents log in to
the community over 7 times per week. The detailed personal profile is shown in Table 2.
Table 2. Demographic Profile of the Study Respondents

Variable Frequency ) (n=502)
Gender Male 269 53.59%
Female 233 46.41%
Under 18 20 3.98%
19-25 136 27.09%
Age (vears old) 26-35 221 44.02%
36-45 102 20.32%
Above 46 23 4.58%
High school or Below 73 14.54%
Diploma 179 35.66%
Your Education Bachelor’s Degree 226 45.02%
Master’s Degree 22 4.38%
Doctoral Degree 2 0.40%
<2 times 8 1.59%
3-6 times 73 14.54%
Weekly Login Frequency 7-10 times 172 34.96%
> 10 times 249 49.60%
<6 months 67 13.35%
6-month -1 year 98 19.52%
How long have you beena 1-2 years 112 22.31%
gﬂ‘nﬁ’ﬁzl oy N iS5 3 vears 163 32.47%
3-4 years 36 7.17%
> 4 years 26 5.18%
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5.2 Reliability and Validity

“Assessing the degree of accuracy between different measures of a variable” is what reliability
means (Hair et al., 2013, pp123). The reliability of the measurements was determined using
Cronbach's alpha. According to Hair et al. (2013), the threshold standard for ensuring
instrument reliability and accuracy was set at 0.7 Cronbach's alpha coefficient. In Table 3,
Cronbach's alpha values for all constructs were greater than 0.7, which means each construct's
reliability is acceptable. Validity is concerned with determining how well the measurements
reflect the research concept (Hair et al., 2013). Convergent validity and discriminant validity is
used to determine construct validity. Composite Reliability (CR), Factor Loadings, and Average
Variance Extracted (AVE) were used to evaluate convergent validity. If the CR is 0.7 or higher,
and the factor loadings and AVE values are all 0.5 or higher, the measurement model has strong
convergence validity (Hair et al., 2013). All constructs met the criterion in Table 3, showing
that the measurement model used in this analysis had good convergent validity. As for
discrimination validity, the square root of each construct's AVE is compared to the correlations
between the construct and all other constructs to determine discriminant validity (Fornell &
Larcker, 1981). Table 4 shows that the square root of each construct's AVE value is greater than
the squared correlations of this construct and every other construct. As a result, the discriminant
validity has been established (Hair et al., 2013).

Table 3. Results of Validity and Reliability Analysis

Constructs Indicators | Factor Loadings | AVE CR Cronbach’s Alpha
(>0.5) (>0.5) (>0.7) (>0.7)
PE1 0.879
Product Engagement PE2 0.836
(PE) PE3 0.843 0.722 0.894 0.902
PE4 0.805
11 0.801
Interper_sonal 2 0.785
Interaction - 0.703 0.901 0.931
() 113 0.806
114 0.822
Functional Experience FEVI 0.831
Value FEV2 10827 0765 | 0913 | 0.946
(FEV) FEV3 0.789
FEV4 0.764
Emotional  Experience EEVL 0.762
Value EEV2  10.759 0713 | 0848 | 0.905
(EEV) EEV3 0.743
EEV4 0.788
SEV1 0.839
Social Experience Value | SEV2 0.841
(SEV) SEV3 0816 0.796 0.876 0.893
SEV4 0.827
Customer Participation | CPVC1 0.823
in Value CPVC2 0.865
Co-creation CPVC3 0.844 0.684 0.918 0.953
(CPVC) CPVC4 0.823
Table 4. Discriminant Validity
Constructs 1 2 3 4 5 6
1. PE 0.851
2. 1l 0.319 0.825
3. FEV 0.308 0.187 0.847
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4. EEV 0.365 0.467 0.189 0.853
5. SEV 0.418 0.256 0.261 0.367 0.869
6. CPVC | 0457 0.336 0.284 0.521 0.481 0.876

5.3 Structural Equation Model Analysis (SEM)

This study employed structural equation modeling (SEM) and used the maximum likelihood
estimation method to test the research model. Table 5 lists some fit indexes, recommended
values, and real results of this study. The results showed that ¥2 / df = 1.024, GFI = 0.941,
AGFI= 0.923, CFI = 0.946, NFI = 0.958, RMSEA = 0.034, all of which satisfied the critical
standard, indicating that this structural model had good fitting degree and could be used for path

analysis.

Table 5. Indicators of Model’s Goodness of Fit
Fit Index 12 /df GFI AGFI CFlI NFI RMSEA
Recommended Values <3 >0.9 >0.8 >0.9 >0.9 <0.05
Results in this study 1.024 0.941 0.923 0.946 0.958 0.034

5.4 Hypothesized Direct Relationship Testing

Standardized path coefficient analysis is shown in Table 6. With regard to H1a, H1b and Hlc,
the results assert that product engagement has a significant positive effect on functional
experience value (p= 0.348, p<0.001), emotional experience value (p= 0.246, p<0.001) and
social experience value (= 0.531, p<0.01). Therefore, Hla, H1b and Hlc are supported. Our
results show that interpersonal interaction have no impact on functional experience value
(B=0.142, p >0.05). Thus, H2a failed to be supported. Concerning H2b and H2c, interpersonal
interaction is significantly positive affect emotional experience value (f=0.486, p<0.001) and
social experience value (=0.201, p<0.01), Thus, H2b and H2c are supported. Regarding H3,
functional experience value (f= 0.103, p >0.05) is found have no impact on customer
participation in value co-creation. Therefore, H3 is rejected. In line with our hypothesis,
emotional experience value (B= 0.412, p<0.001) and social experience value (B= 0.685,
p<0.001) these two factors are found to generate a significant positive effect on customer
participation in value co-creation. Thus, H4 and H5 are fully supported.

Table 6. Test Results of Research Hypothesis

Hypothesis Path Path Coefficient (B) C.R. P Results
Hla PE—FEV 0.348 4.893 il Supported
Hilb PE—EEV 0.246 2.168 il Supported
Hic PE—SEV 0.531 6.092 ** Supported
H2a II-FEV 0.142 1.367 1.236 Rejected
H2b II-EEV 0.486 5.291 il Supported
H2c II-SEV 0.201 2.469 ** Supported
H3 FEV—-CPVC 0.103 1.057 0.368 Rejected
H4 EEV—CPVC 0.412 6.291 il Supported
H5 SEV— CPVC 0.685 7.913 il Supported

*p <.05; **p <.01; ***p <.001

5.5 Mediation Testing

Table 7 shows how experience value (functional experience value, emotional experience value,
and social experience value) acts as a mediating factor in the relationship between independent
variables like product engagement and interpersonal interaction, as well as dependent variable
customer participation in value co-creation. The results of mediation were assessed using the
bootstrapping process, which is considered to be the most effective method for testing mediation
and other interfering consequences (Biesanz, Falk, & Savalei, 2010). Under the 95% bias-
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corrected bootstrapping confidence interval, 5000 samples were used to determine whether
there was a mediating effect. The mediating effect was formed if there was no zero between the
upper and lower limits of the bias-corrected confidence interval (Hayes, 2009). As can be seen
from Table 7, experience value plays a significant total mediating role in the impact of product
engagement on participating in value co-creation, with 95% confidence interval of (0.316,
0.526), excluding zero. The mediating effect of functional experience value, emotional
experience value and social experience value were all significant, and the indirect effect was
0.053, 0.192 and 0.257, respectively. Hence, H6a, H6b and H6c are all supported Concerning
of H7, the total mediating effect of experiential value on the influence of interpersonal
interaction on participatory value co-creation is also significant, with 95% confidence interval
(0.287, 0.385), excluding 0. To be more specific, the mediating effects of functional experience
value, emotional experience value and social experience value were significant, but the
mediating effects were smaller than the previous, which were 0.048, 0.169 and 0.042,
respectively. Therefore, H7a, H7b and H7c are fully supported.

Table 7. Test Results of Mediating Effect

Hypotheses | Paths Effect Bootstrapping 95% | Whether
Confidence Interval Mediating
Lower Upper Effect or Not?

Total Mediation Effect 0.502 0.316 0.526 YES

H6a PE—SFEV—CPVC 0.053 0.051 0.127 YES

Héh PE—-EEV—CPVC 0.192 0.038 0.144 YES

H6c PE—>SEV—CPVC 0.257 0.017 0.194 YES

Total Mediation Effect 0.259 0.287 0.385 YES

H7a II-FEV—CPVC 0.048 0.016 0.154 YES

H7b II—-EEV—CPVC 0.169 0.087 0.136 YES

H7c II-SEV—CPVC 0.042 0.123 0.189 YES

6. Discussion and Conclusions

This study builds a research model of customer interaction, experiential value and
customer participation in value co-creation, and takes virtual brand community members as
samples to test the hypothesis. The results are shown as follows. Firstly, the product engagement
between customers has a significant positive impact on the functional experience value,
emotional experience value and social experience value. Our result is consistent with the
previous studies that mentioned the product engagement of customer positively affects their
experience value (Hertel et al., 2003; Algesheimer et al., 2005). Secondly, the result found that
interpersonal interaction has a significant positive impact on both emotional experience value
and social experience value. This supported the study carried out by Lin et al. (2009) who found
there was a significant positive relationship between customer interpersonal interaction and
customer experience value. Thirdly, emotional experience value and social experience value
were found to have a significant positive effect on customer participation in value co-creation
in this study. A similar finding was found in Fuller et al. (2008), who stated that community
identity influenced consumer engagement in product innovation. Fourthly, functional
experience value, emotional experience value and social experiential value play a mediating
effect in the influence of customer interaction on participating value co-creation. However, the
impact of H2a on customer interaction on functional experience value and H3 the impact of
functional experience value on customer participation in value co-creation are not significant.
H2a is not supported, which may be caused by the contradiction between the urgency of
customers' demand for functional experience value and the long-term influence of customers'
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interpersonal interaction. Customer's functional experience value is mainly manifested in the
improvement of customer's product information, efficiency or convenience (Wang &
Fesenmaier, 2004). Different from emotional experience value and social experience value, it
is often a problem that customers are facing in their daily life, and they need to find a quick
solution, so it has a certain urgency. However, interpersonal interaction between customers is
aimed at building mutual emotions (Li, & Ma, 2013), and it often takes a long time to have a
positive impact on the acquisition of product knowledge and other contents of customers.
Therefore, interpersonal interaction has no significant effect on the value of functional
experience. In addition, H3 is not supported, which may be because the functional requirements
belong to the hygiene factors of customer satisfaction. In this study, functional requirements are
met, including access to enterprise product information and experience as well as efficiency or
convenience. In virtual brand communities which belongs to the lower levels of customer
demand (Yan, et al., 2015), functional experience value could avoid the customers’
dissatisfaction, but cannot make customer satisfaction. From the perspective of customer
behavior incentive, functional experience value could be regarded as a hygiene factor in the
Two-factor Theory (Yan, et al., 2015), that is, the satisfaction of this demand will not have an
incentive effect on customers, thus resulting in the impact of functional experience value on
customer participation in value co-creation is not supported.

7. Implication

This research provides some theoretical contributions in the field. Currently, the analysis
of customers' participation in value co-creation in a virtual world is still in its early stages (Xu
& Mei, 2014), and there is still a lack of clear understanding of the mechanism of customers'
participation in value co-creation, as well as why customers engage in business value co-
creation practices after joining the community (Nambisan & Baron, 2009). This study
determines that the customer experience value in the virtual brand community has a positive
impact on customer participation in value co-creation, and reveals the influence mechanism of
customer interaction on customer participation in value co-creation, which fills in the gaps of
previous relevant studies and enriches the research on the factors that drive customer
participation in value co-creation. Additionally, our result expands the research on hierarchical
experiential value to the virtual world, confirming that consumer demands at the middle and
high levels are the main demands in the virtual society, and deepening the research on the theory
of hierarchical experiential value.

The results also carry some important practical implications for managers. First, in the
process of managing the virtual brand community, business managers need to analyze the types
of customers in the brand community, and set up the structure and content of the virtual brand
community forum according to the characteristics of customers, so that customers with similar
interests, preferences, backgrounds, needs, and abilities could gather together and enhance their
sense of identity, which will help customers interact with products and emotions. Furthermore,
managers should attach importance to the satisfaction of customers' self-esteem, self-realization
and other high-level needs, and ensure that customers who actively interact with customers in
virtual brand communities can receive timely rewards from community managers. For example,
increasing points and grades are used to increase the experience value of actively interacting
members, which not only increasing the probability of participating in corporate activities, but
also further enhances the experience value of customers, forming a virtuous circle of customer
experience and community interaction.
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8. Limitations and Recommendations for Further Research

This study has some limitations. First, this study verifies the influence of interpersonal
interaction on customer experience value and participation in value co-creation, but in fact,
interpersonal interaction might have a moderating effect in this process, and the verification of
this part of content needs to be further explored in the future research. Second, in this research,
only a quantitative analysis approach was used, and all of the questions were closed. The author
was unable to learn the cause and specifics if respondents replied "strongly disagree” to a
question. As a result, qualitative methods such as interviewing may be integrated into a survey
in the future since they could help to provide more in-depth evidence and increase research
results. Finally, since the current study collected data from an online survey, prospective
researchers will use longitudinal approaches to further validate the study's findings due to the
bias of responses.

References

[1] Adjei, M.T., Noble, S.M., & Noble, C. (2010). The influence of C2C communications
in online brand communities on customer purchase behavior. Journal of the Academy
of Marketing Science. 38(5). 634-653. https://doi.org/10.1007/s11747-009-0178-5

[2] Algesheimer, R., Dholakia, U., & Herrmann, A. (2005). The Social Influence of Brand
Community: Evidence from European Car Clubs. Journal of marketing. 69(3).19-34.
https://doi.org/10.1509/jmkg.69.3.19.66363

[3] Biesanz, J. C., Falk C. F., & Savalei, V. (2010) Assessing Mediational Models: Testing
and interval estimation for indirect effects. Multivariate Behavioral Research.
Vol.45(4), 661-701. http://dx.doi.org/10.1080/00273171.2010.498292.

[4] Cochran, G. W. (1977). Sampling Techniques (third edition). New York, NY: John
Wiley & Sons.

[5] Collin, R. (2004). Interactive ritual chain. New Jersey: Princeton University Press

[6] Cova, B., Pace, S. & Skalen, P. (2015). Brand Volunteering: Value co-creation with
unpaid consumers. Marketing Theory. 5(1). 1-21.
https://doi.org/10.1177/1470593115568919

[7] Fan, X.C. & Li, J.Z. (2006). An Empirical Study of Customer's Restaurant Experience.
Tourism Tribune. 21(3). 56-61.

[8] Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research. 18(1),
39-50. https://doi.org/10.2307/3151312

[9] Fuller, J., Matzler, K. & Hoppe, (2008). Brand community member as a source of
innovation. Journal of product innovation management. 25(6). 608-609
https://doi.org/10.1111/j.1540-5885.2008.00325.x

[10] Gentile, C., Spiller, N. & Noci, G. (2007). How to Sustain the Customer Experience:
An Overview of Experience Components that Co-create Value with the Customer.
European management journal. 25(5). 395-410.
https://doi.org/10.1016/j.em;j.2007.08.005

[11] Hair Jr, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2013).
Multivariate data analysis (7thed.), 541-663. USA: Pearson Education Limited.

[12] Hayes, A. F. (2009). Beyond Baron and Kenny: Statistical mediation analysis in the
new millennium. Communication monographs. 76(4), 408-420.
http://dx.doi.org/10.1080/03637750903310360

665


https://doi.org/10.1007/s11747-009-0178-5
https://doi.org/10.1509/jmkg.69.3.19.66363
http://dx.doi.org/10.1080/00273171.2010.498292
https://doi.org/10.1177/1470593115568919
https://doi.org/10.2307/3151312
https://doi.org/10.1111/j.1540-5885.2008.00325.x
https://doi.org/10.1016/j.emj.2007.08.005
http://dx.doi.org/10.1080/03637750903310360
https://techniumscience.com/index.php/socialsciences/index
https://techniumscience.com/index.php/socialsciences/index

o \ Technium Social Sciences Journal
Vol. 20, 652-667, June, 2021

ISSN: 2668-7798

\."_/ sSOCIAL SCIENCES JOURNAL www.techniumscience.com

[13] Hertel, G., Niedner, S. & Hermann, S. (2003). Motivation of Software Developers in
Open-Source Projects: An Internet-Based Survey of Contributors to the Linux Kernel.
Research Policy. 32(7). 1159-1177. https://doi.org/10.1016/S0048-7333(03)00047-7

[14] Hsu, M.H. Ju, T.L., Yen, C.H.& Chang, C.M. (2007). Knowledge sharing behavior in
virtual communities: The relationship between trust, self-efficacy, and outcome
expectations. International Journal of Human Computer Studies. 65(2).153-1609.
https://doi.org/10.1016/j.ijhcs.2006.09.003

[15] Jin, LY. (2007). The influence of the value dimension of virtual brand community on
members' community consciousness, loyalty and behavioral tendency. Management
Science. 20(2).36-45.

[16] Kohler, C.F., Rohm, A.J., Ruyter, K.D. & Wetzels, M. (2011). Return on Interactivity:
The Impact of Online Agents on Newcomer Adjustment. Journal of Marketing. 75(2).
93-108. https://doi.org/10.1509/jm.75.2.93

[17] Li,C.H.,Jin,Y.S., & Bu, Q.J. (2014). The influence of customer participation in virtual
brand community value co-creation on brand equity. Journal of Marketing Science.
10(4).109-124.

[18] Li, Y.G. & Ma, S. (2013). An empirical study on the driving factors of customer
interaction in virtual brand communities and its impact on customer satisfaction.
Chinese Journal of Management. 10(9). 1375-1383.

[19] Lim, N., Yeow, P.H.P. & Yuen, Y.Y. (2010). An Online Banking Security Framework
and a Cross-Cultural Comparison. Journal of Global Information Technology
Management. 3(13). 39-62. https://doi.org/10.1080/1097198X.2010.10856519

[20] Lin, M.J.J., Hung, S.W. & Chen, C.J. (2009). Fostering the determinants of knowledge
sharing in professional virtual communities. Computers in Human Behavior. 25(4). 929-
939. https://doi.org/10.1016/j.chb.2009.03.008

[21] Liu, X. & Yang, W.W. (2011). Research on the Predeterminants of Consumers'
Participation in Virtual Brand Community. Soft Science. 25(3). 135-139.

[22] Massey, B.L. & Levy, M.R. (1999). Interactivity, online journalism, and English-
language web newspapers in Asia. Journalism and Mass Communication Quarterly.
76(1). 138-151.

[23] Muniz, AM. & O’ Guinn, T.C. (2001). Brand community. Journal of Consumer
Research. 27(4). 412-432. https://doi.org/10.1086/319618

[24] Nambisan, S. & Baron, R. (2009). Virtual Customer Environments: Testing a Model
of Voluntary Participation in Value Cocreation Activities. Journal of Product
Innovation  Management. 26  (4).388-406.  https://doi.org/10.1111/j.1540-
5885.2009.00667.x

[25] Nambisan, S. & Baron, R. (2010). A different role, different strokes: organizing virtual
customer environments to promote two types of customer contributions. Organization
Science. 21(2).554-572. https://doi.org/10.1287/0rsc.1090.0460

[26] Nambisan, S. (2002). Designing Virtual Customer Environments for New Product
Development: Toward a Theory. Academy of Management Review. 27(3). 392-413.
https://doi.org/10.5465/AMR.2002.7389914

[27] Parker, C. & Ward, P. (2000). An analysis of role adoptions and scripts during
customer-to-customer encounters. European Journal of marketing. 34(3/4). 341-359.
https://doi.org/10.1108/03090560010311894

[28] Prahalad, C.K. & Ramaswamy, V. (2004). Co-creation experience: The next practice
in value creation. Journal of interactive marketing. 18 (3).5-14.
https://doi.org/10.1002/dir.20015

666


https://doi.org/10.1016/S0048-7333(03)00047-7
https://doi.org/10.1016/j.ijhcs.2006.09.003
https://doi.org/10.1509/jm.75.2.93
https://doi.org/10.1080/1097198X.2010.10856519
https://doi.org/10.1016/j.chb.2009.03.008
https://doi.org/10.1086/319618
https://doi.org/10.1111/j.1540-5885.2009.00667
https://doi.org/10.1111/j.1540-5885.2009.00667
https://doi.org/10.1287/orsc.1090.0460
https://doi.org/10.5465/AMR.2002.7389914
https://doi.org/10.1108/03090560010311894
https://doi.org/10.1002/dir.20015
https://techniumscience.com/index.php/socialsciences/index
https://techniumscience.com/index.php/socialsciences/index

o \ Technium Social Sciences Journal
Vol. 20, 652-667, June, 2021

ISSN: 2668-7798

\."_/ sSOCIAL SCIENCES JOURNAL www.techniumscience.com

[29] Prahalad, C.K. & Ramaswamy, V. (2013). The future of competition: Co-creating
unique value with customers. Boston: Harvard Business School Press.

[30] Preece, J. (2001). Sociability and Usability in Online Communities: Determining and
Measuring Success. Behavior and Information Technology. 20(5). 347-356.
https://doi.org/10.1080/01449290110084683

[31] Schau, H. J. Muniz, A.M., & Arnould, E.J. (2009). How Brand Community Practices
Create Value. Journal of marketing. 73(5). 30-51. https://doi.org/10.1509/jmkg.73.5.30

[32] Soutar, G., & Sweeney, J. C. (2001). Consumer Perceived Value: The Development of
a  Multiple Item  Scale. Journal of Retailing, 77(2), 203-220.
https://doi.org/10.1016/S0022-4359(01)00041-0

[33] Tynan, C. & Mckechine, S. (2009). Hedonic Meaning Through Christmas
Consumption: A Review and Model. Journal of customer behavior. 8(3). 237-255.
https://doi.org/10.1362/147539209X469326

[34] Wang, X.X.& Wan, W.H. (2012). Research on the mechanism of value co-creation in
consumer sector and its effect on brand loyalty. Management Science. 25(5). 52-65.

[35] Wang, Y. & Fesenmaier, D.R. (2004). Modeling Participation in an Online Travel
Community. Journal of travel research. 43(2). 261-270.
https://doi.org/10.1177/0047287503258824

[36] Wasko, M.M. & Faraj, S. (2005) Why Should | Share? Examining Social Capital and
Knowledge Contribution in Electronic Networks of Practice. MIS Quarterly. 29(1). 35-
57. https://doi.org/10.2307/25148667

[37] Wu, S.C. & Fang, W.C. (2010). The effect of consumer-to-consumer interactions on
idea generation in virtual brand community relationships. Technovation. 30(11).570-
581. https://doi.org/10.1016/j.technovation.2010.07.005

[38] Xu, J.& Mei, S.E. (2014). An empirical study on the influencing factors of virtual
customer co-creation. Chinese Journal of Management. 12(11). 1841-1849.

[39] Yan, X. F., Wang, B.X., & Liu, C.H. (2015). A Needs Hierarchy Model for Online
Brand Community Participation Based on Grounded Theory. Economic Survey.32(1).
90-95.

[40] Zhang, F.C.& You, S.Y. (2009). An Empirical Study on the Empirical Value Structure.
Foreign Economics and Management. 31 (8). 46-52

[41] Zhao, X. S, Lynch, J.G. & Chen, Q. M. (2010). Reconsidering Baron and Kenny:
Myths and truths about mediation analysis. Journal of consumer research. 37(2). 197-
206. https://doi.org/10.1086/651257

[42] Zhu, R., Dholakia, U.M. Chen, X.L. & Algesheimer, R. (2012). Does online
community participation foster risky financial behavior? Journal of marketing research.
49(3). 394-407. https://doi.org/10.1509/jmr.08.0499

[43] Zwass, V. (2010). Co-Creation: Toward a Taxonomy and an Integrated Research
Perspective. International Journal of electronic commerce. 15(1).11-48.
https://doi.org/10.2753/JEC1086-4415150101

667


https://doi.org/10.1080/01449290110084683
https://doi.org/10.1509/jmkg.73.5.30
https://doi.org/10.1016/S0022-4359(01)00041-
https://doi.org/10.1362/147539209X469326
https://doi.org/10.1177/0047287503258824
https://doi.org/10.2307/25148667
https://doi.org/10.1016/j.technovation.2010.07.005
https://doi.org/10.1086/651257
https://doi.org/10.1509/jmr.08.0499
https://doi.org/10.2753/JEC1086-4415150101
https://techniumscience.com/index.php/socialsciences/index
https://techniumscience.com/index.php/socialsciences/index

	Page 1

