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Decpite the sipnificant importance of pervice innovation in & value-centersd retail environment, leas iz explored
regarding its conceptualization through firms information technolegy (IT) based otratezic capabilities to pro-
mote the value formation process in & retail oervice ecosystem. To addreas thic pap, this soudy aims to develop an
integrate frameworl based on the concepts of service-dominane logic and resource advantage theary. By
conducting 24 in-depth ineerviews (12 with employess and 12 with customern) across various noa-fuel retail
stores commonly referrel to a5 tuch shope, this study hishlisht: the slenlficane rols of Arms’ stratezic 1T-enzbleld
capabilities in enhancing service process lnnevation and customer service, Theoe [T capabilities, combined with
service process bnnovation aod custemer service, not oaly create opportunities for value co-crestion through
recource exchange (velue-incxchonge) but aloe enable customers to create value through individual cerviee
consumption (value-in-wse), The fmlings further sugpest co-creation experience within the retail scosystem io
chaped by customers’ emotional invelvement, role projection, and eseapiom, which collectively determine their
value-in-experience. Pinally, the proposed frameworh affers valuable implications for practitioness, emphazizing
the need to -J::u.i.gp mare integrative IT-enzbled _p-lnt.fnrm.s to achieve i.q'l.prﬂwd cuatamer value outcomen,

1. Introduction

peropectives such as infrastrucrure, process ransformarion, power re-
lationshipes and coordination in delivering online systems (Ehoct and

Academic rezearch on the acceptance and use of information tech-
nologias (IT) has experienced remarkable srowth in recent years (Duach
et al, 2022; Battizd et al, 2022). Discussions about sus@ining innova-
tion drivers have fostered integration among social communities and
ervice environments, enhancing economic value (Varoo et al | 20240
The literature highlightz the key role of information systems in
addressing environmental and social impacts and facilitating cohesive
knowledge sharing, creating pathways for economic growth This
growth provides vanous implications for implementing technological
innovations {Dwived: et al | Z009), improving relationships between
service providers and customers, and converting resources into eco-
nomic value (Palmle et al, 2022), IT ecapabilities refer to the

Grover, 2005; Mulligan, 20:02; Chen and Taouw, 200 2). Thess are in other
words frms' ability oo ‘acguire, deploy, combins, and reconfigurs 1T
repources in support and enhancement of validating the measures’ (Lu
and Ramamurthy, 2011, p.932) to achieve the creanizational objectives.
Bazed on these advancement:s in information technology, service inno-
wvation iz pivotal in enhancing customer experience by continuously
improving service offerings (Barbu et al, 2021) and delivenng customer
wvalue (Lin, 2022} It differentiates from traditional innovation by
focusing on process innovations and service strategies to create value
thtough new of improved offerings (Gustafsson et al, 2020; Savder
et al., 2016).

Service innowvation (51} which refers to the strategic utilization of
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Abstract

The studies to date on service research have provided a generic overview on cus-
tomer's positive value-in-use (value creation) as well as negative value-in-use (value
destruction). Surprisingly, very little attention is made to exploring the experiential
nature of value-in-use. This study aims to conceptualize the experiential nature of
value-in-use where positive value-in-use results in value destruction in some situations
(and value creation commonly), and negative value-in-use results in value creation in
some situations (and value destruction normally). By integrating value-in-experience
and value-in-context, the study proposed experience-dominant logic (EDL) as an
important paradigm for value creation in the customer journey. The EDL is backed by
the four foundational premises for which the insights are taken from literature as well
as through in-depth interviews with customers and managers of the E-beauty services.
The research also provides a framework for future research avenues as well as various
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1 | INTRODUCTION

Rapid technological advancements have brought a shift in marketing
strategies and consumer behavior (Ameen et al, 2021; Chan &
Li, 2010). Companies have quickly moved on using information
technological capabilities (ITC) to meet the ever-changing customer
expectations (Djellal & Gallouj, 2001; Gallouj & Savona, 2009;
Tanrikulu, 2021). These technological implications have changed the
market dynamics from offline to online (Ostrom et al., 2015). Firms
continuously strive to innovate their product and service offerings
(Broadie et al., 2011). Creating value is one of the main challenges
for online platforms, especially for service sectors (Kohda, 2020).
For achieving competitive advantage. value creation is paramount
(Gréinroos, 2000). The goods and services are considered means of
exchange rather than the basis of exchange (Vargo & Lusch, 2008).
The exchange that matters is the offerings that provide
value (Gummerus, 2013), Firms are the potential value facilitators,
and customers are the real value creators (Grénroos, 2011). Unlike
earlier thoughts on value creation, the new stream of research

future research directions.

has considered value creation mainly as value-in-use rather than
value-in-exchange (Grénroos & WVoima, 2013; Gronroos, 2011;
2006). While enough evidence is available on a new stream of
thoughts on value creation, the research still lacks conceptualizing
the experiential nature of value-in-use and drawing its outcomes in
the online service context. The experiential value-in-use is an essen-
tial aspect of value creation, especially in online contacts, as cus-
tomers are primarily looking for value creation and experience
creation (Medberg & Grinroos, 2020). The customer’s behavior is
changing rapidly due to ever-changing competition and the avail-
ability of the offerings. The customers' journey from thinking to
planning to purchase to buying and then consumption to post-
consumption is full of unexpected interferences (Jaakkola &
Alexandar, 2014). The experience in one situation is not necessarily
the same as in another. Therefore, limiting the value creation to
value-in-use may not provide a wholesome experience to customers
at all stages of the customer journey. Hence, addressing the experi-
ential value-in-use is of most significant concern that needs to be
addressed.

J Consumer Behav, 2022;1-1%.
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ARTICLE INFO ABSTRACT

Keywonds The games as a service model have enabled game developers to reach worldwide audiences and regard games as
Video games services rather than products, opening up new avenues to establish value propositions. Freemium--premium
;‘;":’Ds“: gmming services gaming models of value co-creation have been studied in the past. Fostering the conversion of free users to

premium subscribers and retalning those premium users are critical objectives for premium service providers. It
Is eritical to effectively enable value co-creation through appropriate value propositions when the logie shifts
from products to services such as depicted in the service-dominant logie. Since value propositions are the
cornerstone of value, they must include insights about the customer’s preferences, capabilities, and expectations,
which can be gathered through the customer’s value co-creation activities, Furthermore, little is known about the
value realization that is assessed after using premium gaming services. The current study, which builds on the
conceptual foundations of S-D logie, intends to investigate the gaming players’ in-game co-creation experiences
in the premium gaming setting through value co-creation activities. The model was tested using structural
equation modeling (SEM)-based partial least based on survey data collected from 346 online gamers who used in-
game premium services, The findings indicate that superior functionality, competition, socfability, personali-
zatlon, and self-indulgence all have a substantial impact on players’ desire to co-create with gaming service
providers. Furthermaore, the data revealed a significant outcome of value realization, which is appraised based on
the premium gaming players’ co-creation experience aspects. The findings of study 1 were further validared
through qualitative intuitions 1o ensure the robustness of the valuable key insights, which confirms that different
premium gaming motivations are necessary to enhance the value co-creation ties and gamer's overall co-creation
experience positively. To improve premium players' co-creation experiences, online game service providers
should route co-creation media into premium gaming settings.

Value co-creation
Co-creation experience

1. Introduction

Online games are goal and experience-driven services, where each
player is subject to achieving some milestones (Kokko et al, 2018).
Freemium games allow the players to enjoy the basic gaming environ-
ment; however, it restricts to uplift the players’ in-game stability,
compatibility, sociability, and sell-indulgence (Hamarl, Alha, et al,
2017). The major features that freemium gaming services lack include
superior gaming functionality, game competitiveness (Trepte and
Reinecke, 2010), social connection (Mantymaki et al., 2020), person-
alized gaming ventures (Wu ¢t al., 2018), and self-indulgence (Syahrivar
et al., 2021). Customers’ ability to attain a satisfactory self-mark in the
gaming world is limited by the absence of these characteristics in
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freemium gaming. The desire to attain more leads to the purchase of
premium packages by the players (Abbasi et al., 2021; Brockmann et al.,
2015).

Furthermore, when it comes to premium gaming services offered by
the gaming providers, players desire more agility and customization
(Meng et al, 2021). The rise of the free-to-play (F2P) service paradigm
in the online game industry has presented new issues for game de-
velopers and publishers. Due to fierce rivalry in the industry, 500 new
games are developed and published online daily, with significant
financial investment. However, only 2% of players are retained as pre-
mium customers, which is the key source of revenue generation for the
F2P game services model (FHussain et al,, 2021). The fundamental reason
for this difference is that the game developers lack market orientation,
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Abstract

Purpose — This study examines the roles of retail experience quality dimensions, customers' in-shop emotion
valence and in-shop involvement valence in shaping the holistic retail customer experience.
Design/methodology/approach — We conducted a total of 25 interviews with customers who have used
services at non-fuel retail stores in Malaysia, commonly known as tuckshops, which are located adjacent to fuel
stations. The data were analyzed using thematic analysis, which led to the identification of key themes and
categories that informed the development of our conceptual framework.

Findings — This study identifies three dimensions of retail experience quality: physical surroundings experience
guality, interaction experience quality and service innovation experience quality. These dimensions, which were
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ABSTRACT ARTICLE MISTORY
This research examines the robe of dual types of customers’ self-  Received 18 March 2027
construal (ie, independent vi, interdependent) on value co-  Accepted 37 Juby 2022
creation attitude and behaviour in retall service encounters, Using  ooen e

a mall-intercept survey, 463 responses were collected, Structural  copcanarual valus co-
equal modeling was employed to analyse the results. Findings  oeation; eeperiance: ratall
suggest that customers’ independent sell-construal does not affect  markets; Malaysia
their value co-creation attitude, implying that such customers solely

create value an their own but do not participote in co-creation in

service encounters. On the ather hand, the intenrdependent self-

construal has a strong significant impact on thelr value co-creation

attitude; as a result, such customers create value independently as

wiell as co-create value with the service employeess by collaborating

In service encounters. We argue that for service providers who want

to encourage co-creation in retall markets, understanding the sig-

nificance of consumers” self-construals is essential. This study has

a number of implications. For instance, it shows that businesses

might enhance the shopping experience by co-creating value with

interdependent self-construal customers. Customers that have

interdependent self-construals benefit from direct connection

with frontline staff durlng service interactions, and as a result,

they can play a crucial part in bringing creative ideas to the retail

markel. This study adds to our understanding of who indepen-

dently create value and who co-creates value with others by analys-

ing the relative influence of two types of self-construal in retail

markets.

1. Introduction

The importance of value co-creatien in business is increasingly recognized in the litera-
ture. In contrast to the goods-dominant phenomenon (Vargo and Lusch 2004), the
service-dominant logic (SDL) emphasises on value-in-use, where customers and sarvice
providers deliberately and experientially co-create value [Prahalad and Ramaswamy 2004;
Vargo and Lusch 2017). The 50U is the first paradigm to regard service as the fundamental
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basis of exchange, with value created in-use rather than in-exchange (Grénroos 2013,
Gummesson, Gronroos, and Gummesson 20132), The value-in-use concept highlights the
importance of resource use or consumption (Grénroos 2017). The value co-crea
phenomenon has aroused interest since its inception (Vargo and Lusch 2004), It
varigus actors to see value as wholesome when they engage in servica-to-
exchange for mutual value creation (Siddique et al, 2021), The exquisiteness of th
is that it provides ‘real value' to the actors involved in the service-to-service excha
ecosystem. Customers’ views as co-creators of value remain central to the service logic
{Chen et al. 2017; Frasquet-Deltoro, Alarcon-del-Amo, and Lorenza-Romera 2019).

The service logic (5L, a transformative extension of SDL in explaining the co-creation
process, has clarified the role of customers and service providers in the value co-creation
process (Grdnroos). According to the 5L the service providers embed potential value in
products/services during the production and delivery phases (Grénroos and Gummerus
2014) and act as value facilitators in service exchange [Grinroos and Voima 2013).
Customers then apply their knowledge and skills to the products/services to convert
the potential value into real value, thus are referred to as real value creators. The
customers also co-create value when they interact and engage in dialogue with the
service providers (Gronroos and Voima 2013). The customers, therefore, play an active
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S-O-R based experiential framework for measuring in-store customer
satisfaction in non-fuel retailing
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ARTICLEINFO ABSTRACT
Keywords: Past studies have provided a solid understanding of the role of various customer experience dimensions as stimuli
Mon-fuel retail to enhance customer satisfaction. Additionally, previous research has primarily concentrated on in-store shop-

Customer experience management ping and/or in-store service experiences, asserting that each retail stimulus improves the service and shopping

experience. However, the specific role of various customer experience dimensions, such as sensory experience,
intellectual experience (design and employees), social experience, and pragmatic experience, as stimuli to
enhance in-store customer service and shopping experiences remains somewhat unclear. Furthermore, the
concept of the in-store customer experience is gaining increasing popularity, significantly improving in-store
customer satisfaction. Nevertheless, its development through two key experience taxonomies (in-store service
experience and in-store shopping experience) has remained largely unexplored. Moreover, research has not yet
offered comprehensive evidence on in-store customer experiences and satisfaction in non-fuel retail settings or
how fuel stations transform into retail centres. In addressing these gaps, this study aims to develop a stimulus-
organism-response (S—-0-R) based experiential framework for measuring in-store customer satisfaction, with a
focus on non-fuel retail stores in Malaysia. Employing a mixed methods approach, we conducted 30 in-depth
interviews using qualitative methods to explore five customer experience dimensions. Additionally, we
collected 337 responses through multistage and systematic sampling from non-fuel retail stores in Malaysia. The
findings provide intriguing insights into how these customer experience dimensions influence in-store service
and shopping experiences differently. Furthermore, our findings strongly suggest that the in-store customer
experience results from both the service and shopping experiences, ultimately enhancing overall in-store
customer satisfaction.

In-store shopping experience
In-store service experience
In-store customer satisfaction




