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Abstract 

Value co-creation profoundly affects brand experience, human interaction rules, and customer behavior 
performance and is a recurring theme in research in the field of virtual brand communities. Studies 

have determined an influence model for value co-creation, but there is a dearth of research on the 

impacts of value co-creation activities on brand attachment. This study built a mediation theoretical 
research framework on value co-creation theory, brand experience, and brand attachment. The purpose 

of this study is to explore the significance of value co-creation activities on brand experience. 

Furthermore, this study intends to measure the impact of brand experience on brand attachment. 
Additionally, this study intends to investigate the mediation role of brand experience in the relationship 

between value co-creation and brand attachment. This study analyzed 512 data collected by structural 

equation modeling using registered users of the OPPO community as participants. The results of this 
empirical test show that the three dimensions of value co-creation (interpersonal interaction, feedback, 

and advocacy) have a positive effect on brand experience and that brand experience has a positive and 

significant impact on brand attachment and mediates the relationship between value co-creation and 
brand attachment. The findings of significance for management are the identification of factors that 

enhance value co-creation in virtual brand communities. 
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1- Introduction 

Rapid developments in information technology mean that companies are establishing their own virtual brand 

communities in order to create a long-term advantage in the market [1]. Virtual brand communities mitigate the 

separation of traditional communities of companies in terms of time and space and strengthen the brand relationship 

between companies and customers while providing a differentiated path for building corporate brands and enhancing 

brand attachment [2]. Virtual brand communities deliver brand value and provide a convenient channel for value co-

creation between companies and their customers. In virtual brand communities, customers interact with companies that 

design and manage new products and give advice [3]. Studies show that customers' role in value co-creation in virtual 

brand communities has changed. Previously, customers were classified as consumers of value, but they have become 

value creators [4–7]. In the process of value creation, the company proposes a value proposition and establishes a 

                                                           
* CONTACT: scchen@nkust.edu.tw 

DOI: http://dx.doi.org/10.28991/ESJ-2023-07-04-014 

© 2023 by the authors. Licensee ESJ, Italy. This is an open access article under the terms and conditions of the Creative 
Commons Attribution (CC-BY) license (https://creativecommons.org/licenses/by/4.0/). 

http://www.ijournalse.org/
http://dx.doi.org/10.28991/ESJ-2023-07-04-014
http://dx.doi.org/10.28991/ESJ-2023-07-04-014
https://orcid.org/0000-0002-4198-9092
https://orcid.org/0000-0002-2166-2412
https://orcid.org/0000-0002-0039-421X


Emerging Science Journal | Vol. 7, No. 4 

Page | 1233 

common goal with the customer to achieve value, and the company and the customer communicate with each other and 

integrate their resources to create value together [5, 6, 8]. Value co-creation allows companies to meet customers' needs 

better and enhance their market position. Customer participation in value co-creation helps strengthen brand attachment 

for the virtual brand community, producing good customer-enterprise relationships [9]. Therefore, value co-creation in 

virtual brand communities and its effect on brand attachment are vibrant areas of research. The existing literature on 

brand experience on brand attachment has been studied from the following aspects. 

Virtual brand communities allow businesses to develop and become innovative interactive communication platforms. 

In virtual communities, community members communicate with others, showcase their knowledge and skills, and share 

information and resources across space and time [10]. Using information technology, virtual brand communities are now 

the most promising business marketing model, offering customers the opportunity to interact with each other and the 

company and allowing companies to customize their products and services to meet customers' needs for entertainment, 

communication, and consultation [11]. Virtual brand communities significantly impact brand value creation by 

transforming branding from a company-led process to a collective interaction between company stakeholders [12]. 

Virtual brand communities are ecosystems for value co-creation, so the factors influencing value co-creation at the level 

of the entire environment of the system are of interest [13]. Virtual brand communities provide customers with 

information, and customers join different types of communities to get information about the brands in which they are 

interested. Companies link the development of communities with the Internet to form virtual brand communities, which 

are an online extension of brand management [4]. The digital era has changed the channels for interaction between 

brands because customers and customers discuss brand-related issues through virtual communities, providing companies 

with real and reliable information about their needs and allowing them to develop more distinctive products [14]. 

Therefore, to ensure the quality of products and services, virtual brand communities must also increase customers' 

motivation to participate in brand experiences and create long-term brand attachment through value co-creation (i.e., 

interpersonal interaction, feedback, and advocacy) [15]. Interaction between customers and companies allows companies 

to meet customers' needs, increase their brand attachment, and create new relationship values. When customers 

participate in value co-creation, the more time, energy, and money they invest, the greater their awareness and familiarity 

with the brand, and the more actively they engage in the brand experience and have a meaningful brand experience. 

Hence, this research aims to cover the research gap by measuring the impact of value co-creation on brand experience. 

Virtual brand communities facilitate the timely release of corporate brand information, promote interactive 

communication between companies and customers, and provide a path to enhance brand attachment [16]. Virtual brand 

communities have become an essential medium for companies to maintain brand relationships with customers and for 

innovative marketing strategies. Virtual brand communities engage customers in brand experiences that create positive 

emotions and brand attachments. A positive brand experience establishes a stronger emotional connection to the brand. 

A good brand experience enhances customers' sense of identity and of belonging to the virtual brand community. Brand 

experience influences customers' choice of branded products, provides a path for virtual brand communities to capture 

more innovation value, relationship value, and marketing value, and allows customers to form long-term brand 

attachments [17, 18]. As a result, customers may be influenced by value co-creation and develop a brand attachment to 

the virtual brand community, which is one of the most important criteria for maintaining the relationship between 

customers and the virtual brand community and for innovative marketing strategies. Although these inferences can be 

drawn from both practical and theoretical perspectives, the deeper theoretical logic remains to be explored, and the 

influence path of customer brand attachment remains to be explored. Consequently, this research aims to explore the 

second research gap by measuring the impact of brand experience on brand attachment. 

Virtual brand communities allow for value co-creation activities, engage customers in brand experiences, and enhance 

customer brand attachment. Customers are emotionally and behaviorally invested in the company, which increases the 

self-brand connection [19]. When a company publishes brand information, customers focus on and purchase brand 

products, which enhances brand attachment. Brand attachment is an emotional connection between a company and its 

customers and results from mutual communication between the company and its customers [20]. Previous studies show 

that companies and customers work together in virtual brand communities to design and manage new brands to achieve 

a competitive advantage in the marketplace by attracting customers through brand experiences and promoting brand 

innovation [3]. The standard of living of the general public continues to rise, so the brand awareness of customers is 

increasing. Customers focus on the quality of services, the functional value of products, and the additional value that 

branded products bring. Companies also need the support of loyal customers to advance in the market [21]. Customers 

feel that they are invited to participate in the production process to turn their ideas into reality in value co-creation 

activities, so they participate more actively in brand experience activities, evaluate the company's products, enhance 

customer loyalty, and experience greater willingness to buy [22]. From the company's perspective, customers provide 

innovative ideas for new products and provide more business opportunities for the company's development. Customers 

engage in value co-creation (i.e., interpersonal interaction, feedback, and advocacy) to gain experience value and form 

a positive brand experience [23]. And after using the brand's products for a long time, they gradually form brand 

attachments and bring business benefits to the company. Many brands are available to customers, and it is becoming 
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more difficult for companies to gain continuous customer loyalty, so stimulating the brand experience through value co-

creation is crucial for companies to enhance brand attachment. In short, the above analysis suggests that brand experience 

with virtual brand communities can be found to be a mediating variable influencing the relationship between value co-

creation and brand attachment from the perspective of value co-creation theory. In summary, it is important to examine 

the indirect effects of value co-creation by virtual brand communities on customer brand attachment through brand 

experience. Therefore, to explore the intermediate mechanisms through which value co-creation affects customer brand 

attachment, this paper will examine the third research gap by measuring how value co-creation affects customer brand 

attachment through the mediation impact of brand experience. 

This research aims to cover the following research gaps. First, it explores the impact of value co-creation activities 

on the brand experience. Second, it examines the impact of brand experience on brand attachment. Third, it investigates 

the mediation impact of brand experience on the relationship between value co-creation and brand attachment. This 

research also offers some implications for practitioners and managers. The main implications of this paper are as follows. 

First, this paper adopts the suggestion of previous scholars [13, 24, 25] that brand experience is a key process through 

which value co-creation affects customer brand attachment, responding to their claim that "further work should be done 

to explore these potential mechanisms and to demonstrate their existence and role". Thus, this study identifies the 

intermediate mechanisms that influence brand attachment from the perspective of value co-creation theory. This study 

classifies customer value co-creation into three dimensions: interpersonal interaction, feedback, and advocacy, in 

accordance with the virtual brand community context, and confirms from this new research perspective that value co-

creation enhances brand attachment through brand attachment. Thus, this study extends and validates the research 

literature on value co-creation theory in virtual brand communities. 

2- Theoretical Foundation and Hypothesis Development 

2-1- Theoretical Foundation 

Value co-creation theory is the subject of numerous marketing and management studies. With the emergence of social 

media, virtual brand communities provide a convenient platform for value co-creation [26]. The core of value co-creation 

is the interaction between customers and companies and the creation of value [27]. Value co-creation has been studied 

in a narrow and broad sense. Vargo & Lusch [13] showed that, in addition to customers and companies, all other 

economic and social actors use resources and achieve value co-creation under institutional constraints and coordination. 

Using service-dominant logic, it can be inferred that value co-creation, in a narrow sense, is the co-creation of use value 

that occurs when customers consume a product or service and interact directly with the company [13]. 

Prahalad et al. [28] studied customer experience to show that value co-creation in a broad sense includes direct 

customer-company interaction and direct or indirect consumer participation and interaction in the co-creation of value 

during the production, research and development, design, and sales stages of a product or service. Value co-creation 

refers to co-creation at the time of value formation, when customers use their own resources to participate in the process 

of corporate value co-creation, and value co-creation for continuous value enhancement, when companies use existing 

resources to participate in the process of customer value co-creation. A comparative analysis shows that the broad sense 

of value co-creation better highlights the characteristics of value co-creation. 

Auh [29], Nambisan & Baron [30], and Chan et al. [31] verified through empirical analysis that broad value co-

creation is an object of study. Using the relationship between stakeholders, Merz et al. [32] defined value co-creation as 

the creation of brand value using the network relationships and interactions between all stakeholder ecosystems. 

From a strategic management and marketing perspective, Prahalad et al. [28] showed that customers are a key factor 

for companies to improve their competitiveness, interact with them, and participate in each value chain link. This creates 

experiential value co-creation that puts the customer at the center. Value co-creation is a process in which producers and 

consumers collaborate to create market value [24]. Brand companies inspire customers to generate a positive and 

continuous state of emotional motivation. Companies are not the only value creators, and customers are no longer purely 

consumers of value; they are co-creators of value. Companies and customers participate in value co-creation by 

integrating resources [13]. 

This study defines value co-creation based on dominant logic as a process by which consumers and producers 

participate in value creation together through interaction. In terms of the actual behavior of virtual brand community 

members and previous studies [13, 24, 28], customer value co-creation in virtual brand communities is divided into three 

dimensions: interpersonal interaction, feedback, and advocacy. Interpersonal interaction refers to interpersonal 

communication and the exchange between individuals, customer service, or other members of the virtual brand 

community. Feedback means the act of an individual providing information, suggestions, or opinions to other members 

of a virtual brand community about product features, usage experiences, and services, and advocacy refers to the positive 

behavior of an individual who actively promotes or recommends a community/brand/product to other members or who 

helps other members of a virtual brand community. 
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2-2- Hypotheses Development 

Value co-creation classifies customers as cooperative producers who perceive and obtain co-creation value by actively 
participating in the production of products and services using their own resources [33]. For customers in virtual brand 
communities, participation in value co-creation (i.e., interpersonal interaction, feedback, and advocacy) activities 

provides access to beneficial information and an enjoyable, interactive process in the community. Studies show that 
when customers and companies act together as value creators, value co-creation has different domain divisions [34]. 
When the customer leads the interpersonal interaction, feedback, and advocacy, a productive domain of value creation 
is created. In this context, the company plays a leading role in guiding the customer to actively participate in the 
development and production of the product and in formulating a product that achieves customer satisfaction. When 
companies lead value co-creation activities, the main emphasis is on value co-creation that caters to the needs of 

customers at the consumer end. The customer is the leading advocate for the company's development, and the company 
enhances the customer's feelings in terms of consumption or experience by optimizing services and providing the 
required resources.  

Morrison et al. [35] showed that customers provide valuable and innovative ideas that allow manufacturers to design 
new products and that customers try to meet actual needs, providing innovative and constructive suggestions for 
companies at the development stage of new products. It has been shown that brand companies use the Internet to use 
customers as unpaid contributors, making full use of their wisdom, connections, power, and resources to work together 
with companies to decrease information asymmetry in competitive markets [36]. Companies must allow customers to 

participate in value co-creation to operate a virtual brand community in the long term. When customers interact 
significantly with companies, more innovative knowledge and information are collected by companies, so the quality of 
products increases.  

Customer experience has a significant impact on brand building [37]. The more information that customers receive 
through indirect channels, the more they are attracted to value co-creation, which ultimately develops a positive brand 
experience [27, 38]. Previous studies show that value co-creation does not occur in only one part of the organization; it 
is the process of creating value together through cooperation between organizations that are upstream, midstream, and 
downstream [39]. Interactive communication between customers and between customers and companies must positively 

impact the co-creation of value due to the integration of corporate resources [9]. Zaborek & Mazur [40] showed that 
value co-creation by customers and companies increases business performance. The process of value co-creation is a 
process of co-creating experiences, which is important for enhancing brand value. 

Interactive experiences are mainly generated by interpersonal interactions. When customers engage in interpersonal 
interaction, feedback, and advocacy, they are no longer independent individuals but individuals with specific connections 
to other customers, increasing the interactive experience's effect.  

The value co-creation process includes interactions between customers and companies and between customers [9]. 
Studies show that company-initiated value co-creation allows customers to learn more [41]. Customers engage in the 
value co-creation that is initiated by the company, which involves a series of product development activities such as 
collecting design ideas, evaluation, promotion, and trial, which involve knowledgeable information, images, and videos 
of the company's brand that stimulate the sensory experience of consumers [42]. 

Customer-company interaction and joint participation in the design and development of new products enhance 

customer ownership, and customers' emotional connection to the brand increases, creating an emotional experience [15]. 
Value co-creation (i.e., interpersonal interaction, feedback, and advocacy) gives access to the brand experience, 
stimulates the imagination of customers, and satisfies their curiosity, stimulating a thoughtful experience [43]. In virtual 
brand communities, as customers engage in more activities and become more trusting of the brand, they become more 
active in sharing their experiences of the brand's products, which increases the brand experience [17]. This study 
proposes the following hypotheses: 

H1a: Interpersonal interaction is positively associated with brand experience. 

H1b: Feedback is positively associated with brand experience. 

H1c: Advocacy is positively associated with brand experience. 

Previous studies show that consumption levels increase significantly when economic incomes grow, and brand 
experiences are studied academically and by businesses [44, 45]. Experience marketing is increasingly a focus, but brand 
experience is a growing trend [46]. The study of brand experience is common in brand management research, and 
interactive communication between customers in the community can change customers' brand experience. Schultz et al. 
[47] showed that the formation of emotional attachment is linked to the customer's consumption experience, which is 
the experience that the customer receives when purchasing a branded product. 

Companies create more brand value by making full use of Internet communication and interaction. Individuals 

develop a strong brand attachment to items if they satisfy the three basic human needs of autonomy, relatedness, and 
competence [48, 49]. In the different experiential environments that companies provide, customers choose a brand and 
develop new perceptions and feelings about it. When customers perceive that the brand image is consistent with their 
self-image, they have a good brand impression of the brand, establish a positive emotional connection with the brand, 
actively maintain the relationship with the brand, and then form a brand attachment [50]. 
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In terms of the factors that shape brand experience from the customer's perspective, Japutra et al. [20] noted that brand 

experience can facilitate the establishment of long-term brand attachment for companies. Brand experience allows 

companies to conduct personalized marketing, and brand experience increases customers' familiarity and satisfaction 

with, and attachment to the brand. Brand attachment is a specific emotion that can be influenced by brand experience. A 

good brand experience requires a high level of customer participation in brand activities, and this high level of 

engagement promotes a positive evaluation of the brand's products and builds a strong emotional connection between 

the customer and the brand [51]. Companies that use virtual communities to enhance brand attachment must focus on 

consumers' emotional and perceptual experiences in the community and enhance all aspects of the customer experience 

[52]. 

From a relational perspective, brand symbols and brand experiences can enhance brand attachment [20]. From the 

perspective of predicting consumer behavior, brand attachment describes the relationship between a brand and a 

consumer. Positive experiences facilitate customers' emotional attachment to the brand, which enhances customers' self-

brand associations, and customers feel a gradual increase in their fit with the brand [53]. In analyzing the factors that 

affect brand emotion, experience is the basis for customer-product contact and allows customers to form an emotional 

connection with the brand. By satisfying customers' curiosity and intrinsic needs through brand experiences, companies 

enhance customers' favorable feelings toward their brands, and customers develop a stronger brand attachment to brand 

products [54, 55]. 

When customers participate in brand experiences and establish and maintain brand relationships, they develop a sense 

of belonging and attachment to the brand [55]. Therefore, this study hypothesizes that customer participation in brand 

experiences affects the formation of brand attachment. The following hypothesis is proposed: 

H2: Brand experience is positively associated with brand attachment. 

Value co-creation (i.e., interpersonal interaction, feedback, and advocacy) has a positive effect on brand experience, 

and brand experience has a positive effect on brand attachment. Therefore, brand experience may have a mediating role. 

The marketing goal for virtual brand communities is to win customers' long-term brand attachment, and the prerequisite 

for winning long-term brand attachment is to create a good brand experience for customers. Brand experience is a key 

factor in the marketing and sales chain and allows companies to manage virtual brand communities and create more 

brand value for them.  

Based on the process of value co-creation (i.e., interpersonal interaction, feedback, and advocacy), Mangold and 

Faulds [56] noted that customers are no longer passive recipients of information in a traditional environment: they take 

the initiative to create brands and participate in interactive communication in a service-driven logic, with no control over 

the time, content, or frequency of interaction between virtual brand communities and customers. The brand experience 

is formed by the interaction between customers and companies, including indirect and direct contact. When customers 

choose a brand or service, their feelings are the primary criteria for choosing the brand, creating a favorable impression 

of the quality and usefulness of the brand's products. When these positive brand experiences accumulate, they strengthen 

customers' brand attachment to the virtual brand community. 

Casual interactions can have an impact on customers' willingness to actively co-create value, which is mediated by 

the brand experience [22]. In terms of interactive communication, customers participate in value co-creation and create 

customer value in the community [57]. Therefore, experiential value (e.g., brand experience) can mediate the relationship 

between customer interactions for value co-creation (i.e., interpersonal interaction, feedback, and advocacy). 

Value co-creation (i.e., interpersonal interaction, feedback, and advocacy) can influence brand equity when self-

consistency and brand experience act as mediators [5]. Customer participation in value co-creation contributes to 

customer brand loyalty. Customers participate in value co-creation (Interpersonal interaction, feedback, and advocacy) 

and use the brand experience as a mediator to influence the brand relationship [1].  

Customers interact with others who share common interests by engaging in interpersonal interaction, feedback, and 

advocacy. The group evolves from a fragmented community of individuals into a united whole, enhancing the brand 

experience [19]. Good brand experiences gradually increase customers' attachment to branded products. As customers 

become more engaged, they are more willing to defend the brand, more likely to reject other brands, and become more 

attached to the brand [5]. The following hypotheses are proposed: 

H3a: Brand experience mediates the relationship between interpersonal interaction and brand attachment. 

H3b: Brand experience mediates the relationship between feedback and brand attachment. 

H3c: Brand experience mediates the relationship between advocacy and brand experience. 

Figure 1, shows the flowchart of the research methodology through which the objectives of this study were achieved. 
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Figure 1. Theoretical Framework of the Research 

3- Research Methodology 

3-1- Procedure 

This study uses OPPO community users as the target for the questionnaire. The OPPO community is a representative 

virtual brand community where official information about OPPO is shared and where members participate in a variety 

of interesting and fun activities, experience convenient shopping and good service, and discover a quality lifestyle. In 

the OPPO community, interesting and fun activities are provided for customers, and online shopping and a variety of 

fashionable brand merchandise is available: booking, queries, purchases, and the receipt of goods are incorporated, and 

there is professionally staffed customer service which addresses customer problems without the need to leave home. The 

selection of OPPO community users as the survey target enhances the representativeness of the questionnaire. 

3-2- Measures 

Interpersonal interaction, feedback, and advocacy drew on scales validated by Yi & Gong [33], Baldus et al. [58], 

and Dessart et al. [59], each variable with three items. Brand experience used four items from Carlson & Zmud [60] and 

Lee & Kang [61]. Brand attachment using an adapted scale from Thach & Olsen [62] with five items. Importantly, the 

measurement variables were all measured using well-established scales with specific measurement items, as shown in 

Table 1. A Likert scale is used to indicate the degree of measurement items, with 1 indicating strong disagreement and 

7 indicating strong agreement. 

Table 1. Variables and measurement item 

Variables Items 
Factor 

Loadings 

Composite reliability 

(CR) 

Average variance extracted 

(AVE) 

Cronbach's 

Alpha 

Interpersonal 

interaction 

INI1 

INI2 

INI3 

0.669 

0.728 

0.819 

0.784 0.550 0.785 

Feedback 

FEE1 

FEE2 

FEE3 

0.664 

0.872 

0.737 

0.804 0.581 0.784 

Advocacy 

ADV1 

ADV2 

ADV3 

0.720 

0.809 

0.671 

0.778 0.778 0.777 

Brand experience 

BE1 

BE2 

BE3 

BE4 

0.604 

0.830 

0.827 

0.916 

0.876 0.644 0.824 

Brand attachment 

BA1 

BA2 

BA3 

BA4 

BA5 

0.743 

0.917 

0.676 

0.788 

0.621 

0.867 0.571 0.900 

Model Fit 

χ2= 150.820; df = 125; χ2/df= 1.207< 3; GFI= 0.969 > 0.9; AGFI = 0.950> 0.9; CFI= 0.994> 0.9; NNFI= 0.993> 0.9; RMSEA= 0.024< 0.08. 
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3-3- Sample  

This study uses questionnaires to collect data. In order to facilitate the timely completion of the questionnaire, social 

media Apps, such as WeChat, are used to release the questionnaire information and recruit the respondents. The selection 

criteria for the questionnaire respondents are that they must be registered users of the OPPO community and have been 

using it for at least one year because it is necessary to ensure that the subjects understand the survey content and complete 

it correctly. Five hundred forty-five questionnaires were distributed, and 512 valid questionnaires were obtained after 

invalid questionnaires were screened. This represents a valid return rate of 93.94%. The results of the analysis through 

descriptive statistics were as follows. 51.4% male vs. 48.6 female, almost equal gender ratio, of which 332 were married 

participants and 180 were unmarried participants. 71 participants (13.9%) had been using it for less than 1 year, 217 

participants (42.4%) had been using it for 1 to 2 years, and 224 participants (43.8%) had been using it for over 3 years. 

This indicates that the participants' eligibility was sufficiently reliable. Consumption Below 2000RMB had the least 

number of participants (7.8%), while 6000RMBor more had the most respondents (280 or 54.7%); in addition, 2000-

3999RMB had 80 participants and 4000-5999RMB had 112 participants. 

Research 
Methodology

Design Methodology
Interpersonal interaction, feedback, and advocacy measured by Yi and Gong (2013), Baldus et al. (2015), and Dessart et al. s 

(2016) scales. Brand experience measured by Carlson and Zmud (1999) and Jung and Soo s (2012) scale. Brand attachment 

measured by Thach and Olsen s (2006) scale. 

Data Collection and Sampling Methodology
545 questionnaires were collected from the OPPO community users using a convenience sampling method. After excluding 

invalid questionnaires, a total of 512 approved samples were obtained, with an effective rate reaching 93.94%.

Research Instrument
Questionnaire was designed using a 7-point Likert Scale 

Data Analysis Methodology
AMOS 24.0 was used to conduct convergent validity, discriminant validity, and analyzing the theoretical model 

of the research.  

 

Figure 2. Research Methodology Flowchart 

4- Data Analysis and Results 

4-1- Analysis Procedure 

This study uses Amos 24.0 to analyze the data for structural equation modeling. The measurement model is analyzed 

first, and then the structural model. After verifying the reliability of each variable, we measured CR, AVE, and 

Cronbach's alpha. After verifying the reliability, we analyzed the discriminant validity of the theoretical model based on 

the 95% confidence interval for correlations to verify that each variable was independent and did not cross over. After 

this, the most important thing was to test the regression coefficients to see if the hypothesis was valid by verifying that 

the p-value was less than 0.05. Finally, we test for mediating effects depending on the 95% confidence interval for Bias-

corrected. 

4-2- Convergent Validity 

Previous scholars pointed out that factor loadings greater than 0.50 and Cronbach's Alpha greater than 0.70 indicate 

that the variables have high reliability and validity. CR greater than 0.60 and AVE greater than 0.50 further indicate that 
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the measurement model has better internal consistency. In this study, factor loadings greater than 0.557 and less than 

0.931, Cronbach's alpha greater than 0.769 and less than 0.887, CR greater than 0.778 and less than 0.892, and AVE 

greater than 0.521 and less than 0.67. It is clear that the results of the CFA analysis confirm the high reliability of the 

measurement scales used and the high convergent validity of the measurement model in this research. 

4-3- Discriminant Validity 

Firstly, the AVE method was used to measure the discriminant validity, and if the square root of the AVE of each 

variable is greater than the correlation between the variables, then the measurement model has good discriminant validity 

and is suitable for further analysis of the structural model [63]. In this study, the square root of the correlation between 

variables is less than the square root of AVE, which indicates good discriminant validity and is suitable for analyzing 

the structural model (as shown in Table 2). 

Table 2. AVE for examining discriminant validity 

Variables Mean SD 1 2 3 4 5 

1. Interpersonal interaction (INI) 5.137 1.077 0.741     

2. Feedback (FEE) 4.118 1.219 0.467 0.762    

3. Advocacy (ADV) 4.427 1.124 0.590 0.505 0.736   

4. Brand experience (BE) 5.207 1.031 0.576 0.526 0.592 0.802  

5. Brand attachment (BA) 5.599 0.940 0.420 0.267 0.338 0.488 0.756 

Note. The diagonal value is the square root of AVE. 

Second, Table 3 shows the means and standard deviations of the variables included in the theoretical model and the 

confidence interval for correlations among them. The 95% confidence interval for the correlation coefficient between 

two variables is calculated using the 95% confidence interval for the correlation coefficient, which indicates good 

discriminant validity if the 95% confidence interval does not include 1. Interpersonal interaction was positively 

correlated with brand attachment and did not contain 1, whereas positive feedback and advocacy were also positively 

correlated with brand attachment and did not contain 1. The brand experience was positively correlated with brand 

attachment and did not contain 1, whereas positive feedback and advocacy were also positively correlated with 

Interpersonal interaction and did not contain 1. Interpersonal interaction was positively correlated with brand experience 

and did not contain 1, whereas positive feedback and advocacy were also positively correlated with brand experience 

and did not contain 1. This shows that all variables in this study do not have covariance problems and have good 

discriminant validity. 

Table 3. 95% confidence interval for correlations 

Variables 1 2 3 4 5 

1.Interpersonal interaction 1     

2. Feedback (0.367-0.582) 1    

3. Advocacy (0.471-0.068) (0.390-0.631) 1   

4. Brand experience (0.446-0.696) (0.414-0.619) (0.491-0.670) 1  

5. Brand attachment (0.329-0.507) (0.158-0.364) (0.247-0.423) (0.390-0.591) 1 

4-4- Hypothesis Testing Results 

In SEM analysis, if the sample size is more significant than 200, it will cause the chi-square to inflate, leading to 

decreased model fit [64]. This study used Bollen-Stine Bootstrap to correct SEM chi-square. The results of the structural 

model fit analysis are shown in Table 1 (χ2= 150.820, df= 125, χ2/df=1.207, GFI= 0.969, AGFI= 0.950, CFI= 0.994, 

NNFI= 0.993, RMSEA= 0.024). These data show that the structural model has a good fit.  

Table 4 shows the results of a path model testing hypothesized effects (H1a, H1b, H1c, and H2). The first hypothesis 

(H1a) discussed the relationship between interpersonal interaction and brand experience. Positive interpersonal 

interaction was indeed found to be significantly associated with brand experience (β = 0.270, p < 0.001), and H1a was 

thus supported. The second hypothesis discussed the positive effect of feedback (H2a) on brand experience. Path model 

coefficients analyses also showed a significant effect for feedback to be positively correlated with brand experience (β 

= 0.163, p < 0.01); H1 b was thus supported. H1c discussed the relationship between advocacy interaction and brand 

experience. Positive advocacy was indeed found to be significantly associated with brand experience (β = 0.193, p < 

0.001); thus, H1c was supported. Therefore, interpersonal interaction, feedback, and advocacy significantly and 
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positively affect the brand experience. The fourth hypothesis discussed the relationship between brand experience and 

brand attachment (H2). Path model coefficients analyses also showed a significant effect for brand experience to be 

positively related to brand attachment (β = 0.740, p < 0.001); H2 was thus supported. Therefore, brand experience 

significantly and positively affects brand attachment (see Figure 3). 

Table 4. Hypotheses testing results 

Hypotheses and paths Regression weight 
Standard 

error 
z-value Path Coefficient (β) p 

H1a: Interpersonal interaction → Brand attachment 0.270 0.057 4.715 0.307 *** 

H1b: Feedback → Brand attachment 0.163 0.039 4.488 0.234 *** 

H1c: Advocacy → Brand attachment 0.193 0.043 4.488 0.299 *** 

H2: Brand experience → Brand attachment 0.740 0.080 9.270 0.503 *** 

Interpersonal 
Interaction

Advocacy

Brand 
Experience

Brand 
Attachment

0.234*** 0.503***

Value Co-Creation

Feedback

 

Figure 3. Path coefficient 

Hypotheses 3a, 3b, and 3c discussed the indirect effect of brand experience on the relationship between interpersonal 

interaction and brand attachment (H3a), between feedback and brand attachment (H3b), and between advocacy and 

brand experience (H3c). See Table 5 for an analysis of the mediating role. Path model analyses showed a significant 

effect for the mediating effect of H3a: the indirect effect (Z >1.96, p < 0.05 and the 95% confidence interval from 0.083 

to 0.410), H3a is therefore affirmed. Path model analyses also showed a significant effect for the indirect effect of H3b: 

95% confidence interval from 0.050 to 0.198), so H3b is also refuted. Path model analyses also showed a significant 

effect for the indirect effect of H3c: the indirect effect (Z >1.96, p < 0.05, the 95% confidence interval from 0.056 to 

0.236). Thus this study accepts H3c. 

Table 5. The analysis of indirect effects 

Effect Point Estimate 
Product of coefficients 

Bootstrap 1000 times 

Bias-corrected 95% 

S.E. Z-Value P-value Lower bound Upper bound 

INI→BE→BA 0.200 0.082 2.439 ** 0.083 0.410 

FEE→BE→BA 0.121 0.038 3.182 ** 0.050 0.198 

ADV→BE→BA 0.143 0.045 3.178 ** 0.056 .236 

Note. ** p-value < 0.01, Interpersonal interaction = INI, Feedback = FEE, Advocacy= ADV, Brand experience = BE, 

Brand attachment = BA. 
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5- Results and Discussion  

5-1- Discussion 

According to the present study's findings, value co-creation activities were found to have a significant relationship 

with brand experience. The findings of this study can be compared to an earlier study conducted by Oklevik et al. [65]. 

According to Oklevik et al.’s [65] research, some earlier research has targeted the dialogue, access, risk assessment, and 

transparency model (DART) related to the different elements of co-creation. However, there was an inadequate 

knowledge and research gap regarding the factors or variables associated with it. Hence, Oklevik et al.’s [65] research 

aimed to assess the mechanisms impacted by value co-creation activities (DART). Consequently, their study explored 

the impacts of DART on brand experience and, in turn, measured the impact of brand experience on brand satisfaction. 

Furthermore, their study examined the mediation impact of brand experience on the relationship between DART and 

brand satisfaction. Oklevik et al.’s [65] study employed a customer engagement viewpoint to assess the relationship 

between DART and brand experience. Their study used a survey methodology to collect 594 samples from different 

industries. According to the results of Oklevik et al.’s [65] study, DART was found to have a significant relationship 

with brand experience. Furthermore, the brand experience was found to partially mediate the relationship between DART 

and brand satisfaction. 

Furthermore, according to the findings of the present research, brand experience was found to significantly impact 

brand attachment. The result of the present study is somewhat similar to an earlier study conducted by Huaman-Ramirez 

& Merunka [66]. Huaman-Ramirez & Merunka's [66] research aimed to investigate the association between brand 

experience and brand attachment. Furthermore, their study also examined brand trust as the mediator, while age and 

income as moderators for the relationship between brand experience and brand attachment. Huaman-Ramirez & 

Merunka [66] study used a survey methodology to collect data from 334 samples who had brand experiences while using 

the brands. According to the findings of Huaman-Ramirez & Merunka's [66] research, brand experience significantly 

impacted brand attachment. This result was discovered to be significant for utilitarian and hedonistic brands. In addition, 

a partial mediating role of brand trust was discovered for the relationship between brand experience and brand attachment 

for utilitarian brands, while a weak mediating significance was discovered for clients having high incomes. Huaman-

Ramirez & Merunka [66] study suggested that experiential marketing can be effective as a marketing strategy to enhance 

consumers' brand attachment. Brand attachment can be improved by providing optimistic brand experiences or by 

improving brand trust, especially for youth from low to medium socio-economic levels. 

Finally, the present study used the brand experience as a mediating variable and discovered it to be a significant 

mediator in the relationship between value co-creation and brand attachment. The result of this study can be compared 

to an earlier study by Khan & Fatma [67]. Khan & Fatma's [67] research framework was built on the trending concepts 

of corporate social responsibility (CSR), brand loyalty, brand trust, and brand experience. Khan & Fatma's [67] research 

aimed to measure the impact of CSR on brand experience, brand loyalty, and brand trust. Furthermore, this study 

examined the impacts of brand experience on brand trust and brand loyalty. Finally, their research investigated the 

mediating roles of brand experience and trust in the relationship between CSR and brand loyalty. Khan & Fatma's [67] 

research was conducted in shopping malls in India, and data from 354 fast-moving consumer goods (FMCG) customers 

was collected using a survey methodology. According to the findings of the Khan & Fatma [67] study, CSR was 

discovered to have an insignificant association with brand loyalty. In addition, CSR significantly impacts brand 

experience and brand trust. Whereas brand experience was found to significantly impact brand trust and loyalty. 

Additionally, brand trust significantly impacted brand loyalty. Finally, both brand experience and brand trust 

significantly mediated the association between CSR and brand loyalty. 

5-2- Theoretical Implications 

This study provides the following theoretical contributions. This study determines customer value co-creation's 

theoretical connotations and extensions in virtual brand communities [25]. Based on the characteristics of the virtual 

brand community and the results of previous studies, this study classifies customer value co-creation into three 

dimensions: interpersonal interaction, feedback, and advocacy. The influence of these dimensions on brand attachment 

is determined using structural equation modeling [13, 24]. This develops the research results for value co-creation theory 

and consumer behavior in a virtual environment and extends the research on virtual brand communities to a research 

field where customers are the main subject for value co-creation [24, 30, 31, 68]. This new research direction allows 

virtual brand communities to enhance brand attachment from a value co-creation perspective. 

This study determines the mediating role of brand experience in customer value co-creation and influencing brand 

attachment. Previous studies determined the intermediate mechanisms through which customer value co-creation affects 

brand attachment from a qualitative perspective [34]. There is a lack of empirical research on how customer value co-

creation affects brand attachment through the mechanism of brand experience. The results of this study are supported by 

empirical tests, which affect the accuracy of the results [33, 68]. This contributes to the empirical research on value co-

creation and opens new paths for enhancing brand attachment in the virtual brand community environment. 
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5-3- Managerial Implications 

This study provides the following managerial implications. Firms must create a good virtual brand community 

atmosphere. Virtual brand communities extend traditional communities to an online setting and promote more active 

participation by customers in value co-creation [69]. When operating a brand, companies must make full use of the 

opportunities that are provided by virtual brand communities to spread brand knowledge and create a good community 

atmosphere [16]. When customers feel a sense of self-identity and social respect in a virtual brand community, they are 

more willing to choose the brand's products, so they develop an attachment to the brand.  

Companies must create a pleasant experience for customers, provide them with various experiential activities, and 

give them material and spiritual rewards [15], such as exclusive gifts, limited purchases, higher status, or greater power 

in the community, to encourage customers to participate in interactions and meet their needs. Companies must improve 

the quality of services and products in virtual brand communities [45]. In the OPPO community, customers learn about 

the various functions of OPPO products and communicate directly with the developers to enhance their sense of 

ownership. Customers can also create a brand and provide suggestions for a new brand. 

Also, companies must encourage customer participation in value co-creation and optimize customer-centric virtual 

brand communities. Customers integrate information, exchange information, and create new brand knowledge in virtual 

brand communities, accumulating in the communities and providing each community member with access to more 

information resources. Customers engage in value co-creation [7], which promotes a stronger dependence on the 

company and brand products. Customers come to rely on the brand and continue to buy and promote it, so the company 

produces more products that satisfy customers [25, 58]. Companies must maintain relationships with customers and 

mobilize their participation so that more customers can participate in value co-creation activities. 

When managing virtual brand communities, companies must monitor interaction patterns and behaviors and 

encourage members to participate in value co-creation. Customer participation in value co-creation is important for 

improving the quality of products and services and promoting brand attachment for customers [18]. The cognition, 

behavior, and emotion that are generated by customer participation in value co-creation are not measurable, but customer 

participation in value co-creation gives a competitive advantage that is sustainable for the future development of the 

company. 

Companies must also enhance the experience of customers and strengthen their brand attachment. In a virtual brand 

community, customers are concerned with product quality, functional value, and corporate brands' positive brand 

experiences. A unique brand experience profoundly impacts customers, so companies gain a competitive advantage in 

the market [70]. The virtual brand community must optimize the brand experience for customers by providing the latest 

product and promotional information in a timely manner and attaching importance to customer participation and 

interaction [46, 59, 69].  

When designing brand experience activities, companies must consider the sensory and emotional elements of brand 

products and enrich the process by which customers think about the experience. Companies must design innovative 

brand products that evoke associations for customers and stimulate their interest in creative thinking [39, 43]. Companies 

must also consciously engage customers in experiential activities based on information about the lifestyles and 

philosophies of customer groups. By providing a positive brand experience, attachment to the brand is promoted [19]. A 

good brand experience gives customers a sense of belonging and dependence on the brand, which promotes long-term 

brand attachment. 

5-4- Limitations and Future Work 

Future research might optimize and build a complete research model to analyze the factors and mechanisms that 

influence customers' participation in value co-creation and expand the study to more industries. Companies must 

consider factors such as the type of customers and their level of brand knowledge to provide more satisfying products 

and services.  

A combination of multiple research methods will increase the general applicability of the research findings. Future 

work might expand the coverage of the sample and select a more representative and scientific sampling method to 

produce more accurate results. In data collection, data mining and text mining could be used to better determine the 

mechanism for the effect of value co-creation on brand attachment.  

Future work could also use multiple theories and perspectives to determine the antecedent, moderating, and mediating 

variables for brand attachment. This study determines the indirect influence role of value co-creation on brand 

attachment. Future work could incorporate other mediating variables in the research model to determine the impact of 

value co-creation on brand attachment under the influence of different mediators to allow more practical guidance for 

the development of enterprises. 
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6- Conclusion 

H1a, H1b, and H1c are supported. Empirical analysis shows that value co-creation (i.e., interpersonal interaction, 

feedback, and advocacy) positively impacts the brand experience. The results of this data analysis are consistent with 

earlier studies [15, 43]. Customers participate in community-based interactive communication activities for value co-

creation (i.e., interpersonal interaction, feedback, and advocacy) to gain insights into the company's brand image and 

brand knowledge [5]. Customers engage in value co-creation, actively interact with other community members, enrich 

their own experience of using the platform, experience fulfillment, and form a long-term brand experience. By engaging 

in value co-creation, customers use their invested knowledge and resources to gain personalized experience value, which 

positively impacts them. 

H2 is supported. The results of the data analysis show that brand experience positively influences brand attachment. 

The results of this data analysis are consistent with earlier studies [23, 52, 56, 70, 71]. Brand experience stimulates 

customers' visual, auditory, and olfactory senses, leaving a deep impression on them and providing them with a unique 

experience, forming brand attachment [72]. Customers interact with the virtual brand community to generate brand 

experiences that stimulate positive emotions and allow customers to spontaneously develop empathy with the corporate 

brand [56]. This emotional resonance allows customers to increase their positive feelings towards the brand, which 

significantly impacts the customer's self-brand connection. 

H3a, H3b, and H3c are supported. The results show that value co-creation (i.e., interpersonal interaction, feedback, 

and advocacy) indirectly affects brand attachment through brand experience. The results of this data analysis are 

consistent with the study by Zhao et al. [57]. As a virtual communication space, virtual brand communities provide more 

opportunities for customers to communicate with companies online and are important platforms for customers to 

participate in value co-creation activities. The market environment is changing, and the role of customers has also 

changed significantly [1]. Customers have wider access to brand knowledge and information, from understanding to 

being familiar with brand products [71]. Customers interact with companies, create value together, and participate in 

brand experiences to form emotional attachments to the brand. 

7- Declarations  

7-1- Author Contributions 

Conceptualization, T.H. and A.K.; methodology, T.H., U.R., and A.K.; formal analysis, T.H. and A.K.; writing—

original draft preparation, T.H., U.R., A.K., TH.W., RH.C., CH.H. and SC.C.; writing—review and editing, T.H., U.R., 

A.K., TH.W., RH.C., CH.H. and SC.C. All authors have read and agreed to the published version of the manuscript. 

7-2- Data Availability Statement 

The data presented in this study are available on request from the corresponding author. 

7-3- Funding 

The authors received no financial support for the research, authorship, and/or publication of this article. 

7-4- Institutional Review Board Statement 

Not applicable. 

7-5- Informed Consent Statement 

Not applicable. 

7-6- Conflicts of Interest 

The authors declare that there is no conflict of interest regarding the publication of this manuscript. In addition, the 

ethical issues, including plagiarism, informed consent, misconduct, data fabrication and/or falsification, double 

publication and/or submission, and redundancies have been completely observed by the authors. 

8- References  

[1] Huangfu, Z., Ruan, Y., Zhao, J., Wang, Q., & Zhou, L. (2022). Accessing the Influence of Community Experience on Brand 

Loyalty toward Virtual Brand Community: Developing Country Perspective. Frontiers in Psychology, 13, 1444. 

doi:10.3389/fpsyg.2022.865646. 

[2] Cao, G., Duan, Y., Edwards, J. S., & Dwivedi, Y. K. (2021). Understanding managers’ attitudes and behavioral intentions towards 

using artificial intelligence for organizational decision-making. Technovation, 106, 102312. doi:10.1016/j.technovation.2021.102312. 



Emerging Science Journal | Vol. 7, No. 4 

Page | 1244 

[3] Ind, N., Iglesias, O., & Markovic, S. (2017). The co-creation continuum: from tactical market research tool to strategic 

collaborative innovation method. Journal of Brand Management, 24(4), 310–321. doi:10.1057/s41262-017-0051-7. 

[4] Anwei, G., Zhengliang, X., Na, L., & Tao, J. (2017). Theoretical Model Construction to Analyze the Effect of Customer 

Information Acquisition on Value Co-creation in Virtual Brand Community. Library and Information Service, 61(17), 53. 

[5] Lee, D., Ng, P. M., & Wut, T. M. (2022). Virtual Reality in Festivals: A Systematic Literature Review and Implications for 

Consumer Research. Emerging Science Journal, 6(5), 1153-1166. doi:10.28991/ESJ-2022-06-05-016. 

[6] Yang, M. S., Zhang, W. S., Ruangkanjanases, A., & Zhang, Y. (2021). Understanding the Mechanism of Social Attachment Role 

in Social Media: A Qualitative Analysis. Frontiers in Psychology, 12, 12. doi:10.3389/fpsyg.2021.720880. 

[7] Yang, M., Hu, S., Kpandika, B. E., & Liu, L. (2021). Effects of social attachment on social media continuous usage intention: The 

mediating role of affective commitment. Human Systems Management, 40(4), 619–631. doi:10.3233/HSM-201057. 

[8] Yang, M., Suanpong, K., Ruangkanjanases, A., Yu, W., & Xu, H. (2022). Development and Validity Test of Social Attachment 

Multidimensional Scale. Frontiers in Psychology, 12, 5379. doi:10.3389/fpsyg.2021.757777. 

[9] Rashid, Y., Waseem, A., Akbar, A. A., & Azam, F. (2019). Value co-creation and social media: A systematic literature review 

using citation and thematic analysis. European Business Review, 31(5), 761–784. doi:10.1108/EBR-05-2018-0106. 

[10] Jennings, B. (2018). Solidarity and care as relational practices. Bioethics, 32(9), 553–561. doi:10.1111/bioe.12510. 

[11] Akrout, H., & Nagy, G. (2018). Trust and commitment within a virtual brand community: The mediating role of brand 

relationship quality. Information and Management, 55(8), 939–955. doi:10.1016/j.im.2018.04.009. 

[12] Dall’Olmo Riley, F., & De Chernatony, L. (2000). The Service Brand as Relationships Builder. British Journal of Management, 

11(2), 137–150. doi:10.1111/1467-8551.t01-1-00156. 

[13] Vargo, S. L., & Lusch, R. F. (2016). Institutions and axioms: an extension and update of service-dominant logic. Journal of the 

Academy of Marketing Science, 44(1), 5–23. doi:10.1007/s11747-015-0456-3. 

[14] Shin, K., Peng, X., & Qin, P. (2016). Research on the effect of customer-to-customer interaction of virtual brand community on 

customer participation in value co-creation by taking experiential value as mediating variable. Chinese Journal of Management, 

13(12), 1808-1816. 

[15] Liñán, F., & Fayolle, A. (2015). A systematic literature review on entrepreneurial intentions: citation, thematic analyses, and 

research agenda. International Entrepreneurship and Management Journal, 11(4), 907–933. doi:10.1007/s11365-015-0356-5. 

[16] Shu, L., & Zhang, H. (2013). Relationship between characteristics of virtual brand community and brand attachment for Nokia 

BBS users. Journal of Computers (Finland), 8(12), 3223–3229. doi:10.4304/jcp.8.12.3223-3229. 

[17] Keegan, B. J., Rowley, J., & Tonge, J. (2017). Marketing agency – client relationships: towards a research agenda. European 

Journal of Marketing, 51(7/8), 1197–1223. https://doi.org/10.1108/ejm-10-2015-0712. 

[18] Eynon, M. J., O’Donnell, C., & Williams, L. (2018). Gaining qualitative insight into the subjective experiences of adherers to an 

exercise referral scheme: A thematic analysis. Journal of Health Psychology, 23(11), 1476–1487. doi:10.1177/1359105316656233. 

[19] Su, Y., Fang, L. Z., & Chen, Y. Y. (2018). The origin and development of brand emotion-based on emotional marketing literature 

review. China Business and Market, 32(6), 53-61. 

[20] Japutra, A., Ekinci, Y., & Simkin, L. (2014). Exploring brand attachment, its determinants and outcomes. Journal of Strategic 

Marketing, 22(7), 616–630. doi:10.1080/0965254X.2014.914062. 

[21] Iglesias, O., Markovic, S., Bagherzadeh, M., & Singh, J. J. (2020). Co-creation: A Key Link between Corporate Social 

Responsibility, Customer Trust, and Customer Loyalty. Journal of Business Ethics, 163(1), 151–166. doi:10.1007/s10551-018-

4015-y. 

[22] Ramaswamy, V., & Ozcan, K. (2016). Brand value co-creation in a digitalized world: An integrative framework and research 

implications. International Journal of Research in Marketing, 33(1), 93–106. doi:10.1016/j.ijresmar.2015.07.001. 

[23] Orehek, E., Forest, A. L., & Barbaro, N. (2018). A People-as-Means Approach to Interpersonal Relationships. Perspectives on 

Psychological Science, 13(3), 373–389. doi:10.1177/1745691617744522. 

[24] Zwass, V. (2010). Co-creation: Toward a taxonomy and an integrated research perspective. International Journal of Electronic 

Commerce, 15(1), 11–48. doi:10.2753/JEC1086-4415150101. 

[25] Winston, E., Ferdous, A. S., Rentschler, R., Azmat, F., & Robertson, N. (2022). Value creation process and outcomes in social 

inclusion focused services. European Journal of Marketing, 56(3), 840–868. doi:10.1108/EJM-10-2020-0791. 

[26] Grace, D., & Lo Iacono, J. (2015). Value creation: an internal customers’ perspective. Journal of Services Marketing, 29(6/7), 

560–570. doi:10.1108/jsm-09-2014-0311. 



Emerging Science Journal | Vol. 7, No. 4 

Page | 1245 

[27] Galvagno, M., & Dalli, D. (2014). Theory of value co-creation: A systematic literature review. Managing Service Quality, 24(6), 

643–683. doi:10.1108/MSQ-09-2013-0187. 

[28] Prahalad, C. K., & Ramaswamy, V. (2004). Co-creating unique value with customers. Strategy & Leadership, 32(3), 4–9. 

doi:10.1108/10878570410699249. 

[29] Auh, S., Bell, S. J., McLeod, C. S., & Shih, E. (2007). Co-production and customer loyalty in financial services. Journal of 

Retailing, 83(3), 359–370. doi:10.1016/j.jretai.2007.03.001. 

[30] Nambisan, S., & Baron, R. A. (2009). Virtual customer environments: Testing a model of voluntary participation in value co-

creation activities. Journal of Product Innovation Management, 26(4), 388–406. doi:10.1111/j.1540-5885.2009.00667.x. 

[31] Chan, K. W., Yim, C. K., & Lam, S. S. K. (2010). Is customer participation in value creation a double-edged sword? Evidence 

from professional financial services across cultures. Journal of Marketing, 74(3), 48–64. doi:10.1509/jmkg.74.3.48. 

[32] Merz, M. A., He, Y., & Vargo, S. L. (2009). The evolving brand logic: A service-dominant logic perspective. Journal of the 

Academy of Marketing Science, 37(3), 328–344. doi:10.1007/s11747-009-0143-3. 

[33] Yi, Y., & Gong, T. (2013). Customer value co-creation behavior: Scale development and validation. Journal of Business 

Research, 66(9), 1279–1284. doi:10.1016/j.jbusres.2012.02.026. 

[34] Vargo, S. L., & Lusch, R. F. (2004). Evolving to a New Dominant Logic for Marketing. Journal of Marketing, 68(1), 1–17. 

doi:10.1509/jmkg.68.1.1.24036. 

[35] Morrison, P. D., Roberts, J. H., & Midgley, D. F. (2004). The nature of lead users and measurement of leading edge status. 

Research Policy, 33(2), 351–362. doi:10.1016/j.respol.2003.09.007. 

[36] Ettel, M., & de Bijl, P. W. J. (2019). A next step for territorial copyright licenses for on-demand audio-visual services in the light 

of the EU Digital Single Market. Information, Communication &amp; Society, 1–17. doi:10.1080/1369118x.2019.1705375. 

[37] Habibi, M. R., Laroche, M., & Richard, M. O. (2014). The roles of brand community and community engagement in building 

brand trust on social media. Computers in Human Behavior, 37, 152–161. doi:10.1016/j.chb.2014.04.016. 

[38] Shamim, A., & Ghazali, Z. (2015). Customer participation in value co-creation: Can it develop corporate brand experience? 

Advanced Science Letters, 21(5), 1197–1201. doi:10.1166/asl.2015.6064. 

[39] Saarijärvi, H., Kannan, P. K., & Kuusela, H. (2013). Value co-creation: theoretical approaches and practical implications. 

European Business Review, 25(1), 6–19. doi:10.1108/09555341311287718. 

[40] Zaborek, P., & Mazur, J. (2019). Enabling value co-creation with consumers as a driver of business performance: A dual 

perspective of Polish manufacturing and service SMEs. Journal of Business Research, 104, 541–551. 

doi:10.1016/j.jbusres.2018.12.067. 

[41] Schneider, P. A. (2005). The Future of Competition: Co-Creating Unique Value with Customers. Journal of Product & Brand 

Management, 14(5), 348-348. doi:10.1108/10610420510616386. 

[42] Capolupo, N., Piscopo, G., & Annarumma, C. (2020). Value co-creation andco-production in the interaction between citizens 

and public administration: A systematic literature review. Kybernetes, 49(2), 313–331. doi:10.1108/K-07-2018-0383. 

[43] Lamberton, C. P., & Stephen, A. T. (2015). Taking Stock of the Digital Revolution: A Critical Analysis and Agenda for Digital, 

Social Media, and Mobile Marketing Research. SSRN Electronic Journal, 16. doi:10.2139/ssrn.2675139. 

[44] Lai, C. T., Jackson, P. R., & Jiang, W. (2017). Shifting paradigm to service-dominant logic via Internet-of-Things with 

applications in the elevators industry. Journal of Management Analytics, 4(1), 35–54. doi:10.1080/23270012.2016.1259967. 

[45] Kunz, W., Aksoy, L., Bart, Y., Heinonen, K., Kabadayi, S., Ordenes, F. V., Sigala, M., Diaz, D., & Theodoulidis, B. (2017). 

Customer engagement in a Big Data world. Journal of Services Marketing, 31(2), 161–171. doi:10.1108/jsm-10-2016-0352. 

[46] Troisi, O., D’Arco, M., Loia, F., & Maione, G. (2018). Big data management: The case of Mulino Bianco’s engagement platform 

for value co-creation. International Journal of Engineering Business Management, 10, 8. doi:10.1177/1847979018767776. 

[47] Schultz, S. E., Kleine, R. E., & Kernan, J. B. (1989). These Are A Few of My Favorite Things: Toward an Explication of 

Attachment as a Consumer Behavior Construct. Advances in Consumer Research, 16(1988), 359–366. 

[48] Ryan, R. M., & Deci, E. L. (2000). Self-determination theory and the facilitation of intrinsic motivation, social development, and 

well-being. American Psychologist, 55(1), 68–78. doi:10.1037/0003-066X.55.1.68. 

[49] Yu, J. (2020). Existence of Integrated Regulation and Its Implication on Foreign Language Teaching: A Survey Study. Innovation 

in Language Learning and Teaching, 14(1), 67–82. doi:10.1080/17501229.2018.1488855. 

[50] Edmunds, J., Ntoumanis, N., & Duda, J. L. (2007). Adherence and well-being in overweight and obese patients referred to an 

exercise on prescription scheme: A self-determination theory perspective. Psychology of Sport and Exercise, 8(5), 722–740. 

doi:10.1016/j.psychsport.2006.07.006. 



Emerging Science Journal | Vol. 7, No. 4 

Page | 1246 

[51] Aron, A., Mashek, D., McLaughlin-Volpe, T., Wright, S., Lewandowski, G., & Aron, E. N. (2005). Including Close Others in 

the Cognitive Structure of the Self. Interpersonal cognition. The Guilford Press, New York, United States. 

[52] Keller, K. L., & Lehmann, D. R. (2006). Brands and branding: Research findings and future priorities. Marketing Science, 25(6), 

740–759. doi:10.1287/mksc.1050.0153. 

[53] Mikulincer, M., Florian, V., & Hirschberger, G. (2003). The existential function of close relationships: Introducing death into 

the science of love. Personality and Social Psychology Review, 7(1), 20–40. doi:10.1207/S15327957PSPR0701_2. 

[54] Johnson, D. J., & Rusbult, C. E. (1989). Resisting temptation: Devaluation of alternative partners as a means of maintaining 

commitment in close relationships. Journal of Personality and Social Psychology, 57(6), 967–980. doi:10.1037/0022-

3514.57.6.967. 

[55] Malär, L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011). Emotional brand attachment and brand personality: The 

relative importance of the actual and the ideal self. Journal of Marketing, 75(4), 35–52. doi:10.1509/jmkg.75.4.35. 

[56] Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. Business Horizons, 52(4), 

357–365. doi:10.1016/j.bushor.2009.03.002. 

[57] Zhao, X. N., Hou, N., & Liu, H. T. (2018). Influence of Value Co-creation Environment on Jing-you Behavior in Enterprise 

Virtual Community: Based on Social Cognitive Theory. Technology Economics, 37(10), 20-36. 

[58] Baldus, B. J., Voorhees, C., & Calantone, R. (2015). Online brand community engagement: Scale development and validation. 

Journal of Business Research, 68(5), 978–985. doi:10.1016/j.jbusres.2014.09.035. 

[59] Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2016). Capturing consumer engagement: duality, dimensionality and 

measurement. Journal of Marketing Management, 32(5–6), 399–426. doi:10.1080/0267257X.2015.1130738. 

[60] Carlson, J. R., & Zmud, R. W. (1999). Channel expansion theory and the experiential nature of media richness perceptions. 

Academy of Management Journal, 42(2), 153–170. doi:10.2307/257090. 

[61] Lee, H. J., & Kang, M. S. (2012). The effect of brand experience on brand relationship quality. Academy of Marketing Studies 

Journal, 16(1), 87–98. 

[62] Thach, E. C., & Olsen, J. (2006). The role of service quality in influence brand attachments at winery visitor centers. Journal of 

Quality Assurance in Hospitality and Tourism, 7(3), 59–77. doi:10.1300/J162v07n03_04. 

[63] Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement 

Error. Journal of Marketing Research, 18(1), 39. doi:10.2307/3151312. 

[64] Bollen, K. A., & Stine, R. A. (1992). Bootstrapping Goodness-of-Fit Measures in Structural Equation Models. Sociological 

Methods & Research, 21(2), 205–229. doi:10.1177/0049124192021002004. 

[65] Oklevik, O., Nysveen, H., & Pedersen, P. E. (2022). Exploring the relationship between co-creation (DART), brand experience 

strength, and brand satisfaction: a brand engagement perspective. Journal of Marketing Theory and Practice, 1–24. 

doi:10.1080/10696679.2022.2120013. 

[66] Huaman-Ramirez, R., & Merunka, D. (2019). Brand experience effects on brand attachment: the role of brand trust, age, and 

income. European Business Review, 31(5), 610–645. doi:10.1108/EBR-02-2017-0039. 

[67] Khan, I., & Fatma, M. (2019). Connecting the dots between CSR and brand loyalty: The mediating role of brand experience and 

brand trust. International Journal of Business Excellence, 17(4), 439–455. doi:10.1504/ijbex.2019.099123. 

[68] Essamri, A., McKechnie, S., & Winklhofer, H. (2019). Co-creating corporate brand identity with online brand communities: A 

managerial perspective. Journal of Business Research, 96, 366–375. doi:10.1016/j.jbusres.2018.07.015. 

[69] Chou, E. Y., & Lin, C. Y. (2023). Building a social media community around your brand: the moderating role of firm engagement 

tactics. Journal of Marketing Management, 1–33. doi:10.1080/0267257X.2023.2172059. 

[70] Sung, K. S., & Lee, S. (2023). Customer brand co-creation behavior and brand sincerity through CSR interactivity: The role of 

psychological implications in service-dominant logic. International Journal of Hospitality Management, 108, 103388. 

doi:10.1016/j.ijhm.2022.103388. 

[71] Sanches, M., & John, V. P. (2019). Treatment of love addiction: Current status and perspectives. The European Journal of 

Psychiatry, 33(1), 38–44. doi:10.1016/j.ejpsy.2018.07.002. 

[72] Laird, K. T., Krause, B., Funes, C., & Lavretsky, H. (2019). Psychobiological factors of resilience and depression in late life. 

Translational Psychiatry, 9(1), 1–18. doi:10.1038/s41398-019-0424-7. 


