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Abstract

Research aims: The paper aims to examine independent value creation (IVC) and
its implication on value, trust, and marketing performance (satisfaction and
loyalty) in the banking sector in Indonesia. The research model was developed
from the existing literature to show the relationship between IVC and marketing
performance.

Design/Methodology/Approach: A survey design was used in this investigation,
and the questionnaire collected study data. The data were analyzed from 385
respondents selected by purposive sampling and taken from bank customers. PLS-
SEM analysis was used for hypothesis testing, and multi-group analysis was
performed for moderating testing.

Research findings: The findings demonstrated a strong positive link between IVC
and marketing performance — satisfaction and loyalty. It was also found that
learning value and trust partially mediated the relationship. Moreover, gender
moderated the relationship between IVC and customer satisfaction and trust.
Theoretical contribution/Originality: This study provides an academic
contribution to explaining IVC and its role in value, trust, and marketing
performance. The impact of IVC is further demonstrated by the role of gender
moderation, which contributes to the Service-Dominant Logic (S-D Logic)
literature by providing additional context.

Practitioner/Policy implication: The study suggests that managers should pay
attention to what customers do independently in value creation. They should also
alter their perspective of the source of competitive advantage by shifting to
customer activities in finding bank services. Furthermore, the impact of IVC on
satisfaction and trust needs to consider the role of gender.

Research limitation/Implication: The sampling technique limited the
generalization of findings, and IVC measurement needs to be explored in future
research.

Keywords: Independent Value Creation; Enjoyment and Learning Value; Trust;
Banking Customers; S-D Logic; Indonesia

Introduction

The study of the customer’s role in obtaining service value has received
attention in the literature. It was followed by the emergence of concepts
describing the role of customers in transactional activities simultaneously
with providers. The study involves the idea of engagement (Prentice &
Nguyen, 2020; Merdiaty & Aldrin, 2022), participation (Wang, 2022),
cooperation (Zhou et al., 2021), co-production (Yalley, 2021), and co-
creation (Klafke & de Oliveira, 2022). This idea led to identifying
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a continuum of consumer involvement in value creation, ranging from low involvement,
such as only supplying information, to high involvement, such as acting as a product
marketer.

Customer involvement is also a shift towards higher interaction where the customer does
not interact directly with the provider. The concept of this interaction is called
independent value creation (IVC), a creative process in which there is no direct
communication between the consumer and the provider (Grénroos & Voima, 2012).
Consumers only interact through transaction media, such as self-service technology, to
carry out all communication and transaction activities.

Nevertheless, IVC has received little attention in the marketing literature, particularly its
role in customer value and marketing performance. It is paradoxical to marketing
practices, especially with the development of self-service technology that allows
customers to carry out value-creation activities independently in various sectors. This
technology applies to tourism (Kelly et al., 2019; Shiwen et al., 2021); banking (Guan et
al., 2021), public services (Chen et al., 2021), restaurants (Park et al., 2021), supermarkets
(Sharma et al., 2021), and airlines (Gures et al., 2018). Specifically, self-service technology
in banking has developed rapidly, and customers rarely have direct contact with bank
personnel. Customers can also create almost all services and value through self-service
technological devices (ATM, internet banking, and mobile banking).

For various reasons, the study is urgent. Firstly, the literature has not explicitly discussed
this phenomenon, so an explanation of value creation carried out independently is still
unclear. There is a study gap related to this terminology. Secondly, value creation was
studied more regarding co-creation, which was carried out jointly between the customer
and the provider. For instance, studies of the positive effect of value creation have been
confirmed in previous studies, namely on values (Niu & Chen, 2022) and trust (Nkoulou
Mvondo et al., 2022). In addition, value creation supports customer satisfaction (Gligor &
Maloni, 2022) and customer loyalty (Lyu et al., 2022). Thus, this study is a development
from previous studies which examined more on value creation by providers
independently. Finally, technological developments enable transaction activities to be
carried out independently, which has developed rapidly. Consequently, customers only
need to use their mobile phones, and all transactions can be done quickly, cheaply, and
pleasantly.

Therefore, this study attempts to investigate the role of IVC on customer satisfaction and
loyalty by examining the role of customer value (including enjoyment and learning value)
and trust as mediating. This study also examines the moderating role of gender in these
relationships to investigate the effect of IVC between males and females. Further, this
study is expected to contribute to the literature in explaining the role of bank customers
in creating value independently, significantly enhancing customer satisfaction and loyalty.
Meanwhile, practical management’s contribution is advising banks to manage customers
whose ability to create value independently is expanding due to technological advances.
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Literature Review and Hypotheses Development
S-D logic and independent value creation

Service-Dominant Logic (S-D Logic) provides a comprehensive foundation for
understanding value creation that contributes to the firm’s strategic advantage
(Bettencourt et al.,, 2014). Value is always co-created jointly and reciprocally in
interactions among actors through service delivery (Vargo & Lusch, 2004). Moreover, all
economic and social players contribute to value creation similarly (Wieland et al., 2015).
IVC was first presented within the framework of the value-in-use creation model
(Grénroos, 2011), which shows value-creation activities carried out independently by
customers. Another category is co-creation, creation value from the customer’s
perspective, and co-production, from the supplier’'s perspective. Meanwhile, value
creation carried out independently by the provider is called value facilitation, an inversion
of IVC. Co-creation and IVC have similarities in that both are value-creation activities
carried out by customers. However, IVC is value creation carried out by not dealing with
providers but with transaction media. It is similar to engaging as an active participant in
Learning Health Systems (Gremyr et al., 2021), consumer engagement in Al technology
(Wen et al.,, 2022), and co-creation in banking self-service technology (Galdolage &
Rasanjalee, 2022). In banking, this activity is conducted by customers through self-service
technology, namely ATM, mobile banking, and internet banking. In addition, IVC includes
an interaction of focal customer activities and fellow customers (Su et al., 2021) and
customer citizenship behavior such as word of mouth and helping behavior (Kim et al.,
2020).

Studies on IVC in Indonesia are still limited in the literature, with diverse perspectives,
such as studies on media services confirming the effect of value creation on marketing
performance (Musfialdy et al., 2020). Studies on educational services verify the
relationship between co-creation activities’ input, process, and output (Aldianto et al.,
2018). In addition, human resource management ensures that perceived usefulness
strongly predicts e-HRM usage (Wahyudi & Park, 2014).

IVC, enjoyment, and learning value

The study of value-creation activities reveals a positive relationship associated with
enjoyment value. Its values include excitement, a sense of adventure, enthusiasm,
entertainment, and being immersed in exciting connections (Rodrigues et al., 2016). From
another perspective, enjoyment covers the fun, excitement, positivity, and wisdom
(Mostafa, 2020). Involvement in sharing, expressing personal needs, providing advice, and
high participation also encourage increased customer pleasure (Chen & Wang, 2016).
Moreover, cognitive, affective, and behavioral involvement increases emotional
responses and creates certain moods (Rather, 2019). The relationship between
engagement and pleasure can be identified from social media (Khajeheian & Ebrahimi,
2021) and online communities (Akman et al., 2019). In addition, previous studies uncover
that value-creation in banking services enhances enjoyment benefits (Baabdullah et al.,
2019).
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Apart from its impact on enjoyment, IVC affects learning value. The learning value is
reflected in increasing knowledge, providing solutions, and developing the product
(Nambisan & Baron, 2009). This relationship is based on the theory of economic exchange,
which states that a relationship must yield benefits from the sacrifices incurred
(Cropanzano & Mitchell, 2005). Studies confirming participation’s impact on learning
value are on educational services (Nambisan & Baron, 2009; Sutarso et al., 2017) and
social commerce (Aljukhadar et al., 2020). Therefore, customer activities in banking
transactions through self-service technology are also based on the intention to get
benefits of learning.

Hiab: IVC positively influences a) enjoyment value and b) learning value; the higher bank
customer IVC, the higher their enjoyment and learning value.

IVC, satisfaction, trust, and loyalty

Moreover, the relationship between co-creation or engagement activities and satisfaction
is based on the argument that involvement enables customers to convey their wishes
while receiving services according to their expectations. This relation has been confirmed
in previous studies on banking (Grott et al., 2019), tourism (Rasoolimanesh et al., 2019),
and higher education (Lane et al., 2021).

Additionally, customer involvement in various matters will encourage their trust in a
brand or a provider. Participation, interactions, and collaboration activities in transactions
encourage increased customer trust in business-business relationships (Franklin &
Marshall, 2019). Customer activities expressing wishes, providing joint solutions and
being involved in product development also increase trust in the brand (lglesias et al.,
2018).

Furthermore, active customer engagement will encourage positive word of mouth, inspire
others and recommend. The role of engagement in loyalty can also be confirmed in
previous studies (Iglesias et al.,, 2018; Seifert & Kwon, 2019). Based on the above
description, customer engagement in bank self-service technology will allow customers
to find satisfaction, trust, and loyalty.

Hice: IVC has a positive influence on c) satisfaction, d) trust in the bank, and e) loyalty; the
higher bank customer IVC, the higher their satisfaction, trust, and loyalty.

Enjoyment and learning value

Customer enjoyment has received attention in customer studies, which show that this
aspect is essential in exchange (Sun & Zhang, 2021), which is currently being mainly
studied in digital marketing studies (e.g., Lee et al., 2022; Mahmoud et al., 2021).
Customer enjoyment indicates the extent to which consumption is perceived as pleasant,
regardless of anticipated performance consequences (Abdullah et al., 2016). Therefore, it
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is necessary to include perceived enjoyment as a concept, as it should be considered
essential for enhancing a positive customer experience in an online environment (Klein &
Martinez, 2022).

Furthermore, previous studies have confirmed that enjoyment value positively impacts
satisfaction or loyalty (Chen & Demirci, 2019; Ladhari & Souiden, 2020; Klein & Martinez,
2022). Moreover, the learning value is the benefit obtained from knowledge of various
related matters regarding the benefits and how to get them from the product. The
learning value is similar to the value of novelty, namely, creating curiosity and satisfying a
need for knowledge (Leroi-Werelds, 2019), knowledge value, and experience value
(Prebensen et al., 2016). Therefore, learning value is also a source of satisfaction and
loyalty (Nambisan & Baron, 2009).

Haq.b: Enjoyment value positively influences a) satisfaction and b) loyalty.

Hsce: Learning value positively influences a) satisfaction and b) loyalty.

Trust in banking

Customers’ trust in banking is essential and determines attitudes and behavior. It is
reflected in confidence in providers, feeling that the bank puts customers’ interests and
consistently provides excellent and reliable service, which will increase satisfaction (Al-
Ansi et al., 2019). Likewise, previous studies have verified that trust will increase customer
loyalty (Chang & Hung, 2018; Alkhurshan & Rjoub, 2020). Hence, higher customer trust
will enhance their satisfaction and loyalty.

Haep: Trust in a bank positively influences a) satisfaction and b) loyalty.

Satisfaction and loyalty

The relationship between satisfaction in banking and loyalty has been consistently
confirmed in previous studies for different contexts, for example, in banking in
Bangladesh (Hossain et al., 2021), Sweden (Eriksson et al., 2020), Tunisia (Hamouda,
2019), and Taiwan (Chang & Hung, 2018); likewise, for other services, such as education
(Raza et al., 2020), hotels (Moise et al., 2020), and airlines (Mohd-Any et al., 2019).
Therefore, the relationship between satisfaction and loyalty can be hypothesized as
follows.

Hs: Satisfaction positively influences loyalty.

Gender

The moderating role of gender has received the attention of researchers in the literature
to distinguish the relationship between social variables. Previous studies have proven the
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moderating role of gender on the effect of price perception on satisfaction (Zhong &
Moon, 2020), focal customer on voice complaint intention (Joe & Choi, 2019), quality of
information on value (Molinillo et al., 2021), source credibility on importance of shared
content (Dedeoglu, 2019), and intention on use (Merhi et al., 2020). This finding denotes
that males and females differ in banking services; the roles of customization, security, and
mobility with trust are moderated by gender. Therefore, the differences between males
and females determine the relationship between value creation and trust.

Hsqo.: Gender moderates the effects of IVC on value, trust, satisfaction, and loyalty; value
and trust on satisfaction and loyalty; and satisfaction on loyalty.
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Figure 1 Theoretical Framework

Research Methods

Sample

The population of the study was bank customers in Indonesia, and the unit of analysis was
individual or bank customers. The sampling technique used two-stage sampling: bank-
level and respondent-level. The selection of samples for both levels employed judgment
sampling. The criteria for selection at the bank level were that they were included in the
ten largest banks in Indonesia and had good technology coverage and services.
Meanwhile, the criteria for respondents’ level were that they were over 19 years old, and
the bank they selected was the primary bank. Then, a survey questionnaire was used to
collect data to confirm the research model and examine research hypotheses. As a result,
the study involved 385 respondents from two major cities in Indonesia (Jakarta and
Surabaya). Based on previous studies, the sample size met the requirement number (Shah
& Goldstein, 2005; Kline, 2016).
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The demographic descriptions of the sample showed that the percentage of male and
female respondents was almost equal (50.4 percent of males and 49.6 percent of
females). The most significant demographic percentage of the banking customer was
undergraduates (45.7 percent), private employee jobs (49.4 percent), Bank Central Asia
(BCA) (32.7 percent), and ages between 26-35 years (35.6 percent). Thus, relatively, the
composition of the respondents is described as equal among gender, although not equal
among other aspects.

Measurement

Appendix 1 shows the items used to assess constructs, in which a seven-point Likert scale
with anchors of “strongly disagree” to “strongly agree” was employed to measure each
item. The measure of IVC was developed from the customer value co-creation behavior
scale (Yi and Gong 2014). It was adapted to the value creation activities performed
independently by the customer without direct interaction with the provider (Gronroos &
Voima, 2012). It was also developed based on studying IVC activities in services (Sutarso
et al., 2017). Thus, sixteen items measured IVC activities. In addition, other constructs
were measured by adopting from the previous study: enjoyment value was measured by
four items (Yim et al., 2012); learning value was assessed by four items (Nambisan &
Baron, 2009); customer satisfaction was assessed by four items (Amin, 2016); trust was
determined by four items (Alalwan et al., 2017); loyalty was measured by four items
(Makanyeza & Chikazhe, 2017).

Instrument testing

This study used three steps in developing the instrument. The first step was the literature
study, a search for literature related to the research topic and concept measurement.
Next, the preliminary survey aimed to ensure that the theoretical basis followed the
research setting. Furthermore, the initial instrument was made and discussed with an
expert. Finally, the questionnaire trial to limited respondents was conducted; therefore,
the instrument could meet the qualifications of sufficient validity and reliability. The 30
respondents were involved in the trial, and instrument revision was performed to adjust
to the research setting and respondent’s characteristics. The revised instrument was then
used as the final questionnaire and distributed to the respondents. All steps were carried
out to obtain measurements that met the quality of construct validity, face validity,
content validity and reliability (Trochim et al., 2016).

Data analysis technique

To test the hypotheses, this study used a structural equation model analysis with the
Partial Least Square approach. This method was employed because this method enables
researchers to estimate complex models with many constructs, indicator variables, and
structural paths without imposing distributional assumptions on the data (Hair et al.,
2019). The other reasons are the small sample size, non-normal data, and applicability for
exploratory research (Zeng et al., 2021).
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Results and Discussion

The research model was analyzed using SEM, a PLS structural equation modeling tool that
estimates the measurement model and assesses the parameters of the structural model
fitness. Even though considerations are tentative (Hair et al., 2019), three indicators were
used to test the model fitness: Average path coefficient (APC), Average R-squared (ARS),
and the Average block VIF (AVIF) (Kock, 2014). The test demonstrated that the value of
APC = 0.237 (p<0.001); ARS = 0.346, (p<0.001); and AVIF = 1.615. By comparing the cut-
off value, it was concluded that the model met the required criteria.

Table 1 Factor loading and cross loading

Iv-IF 0.74 -0.17 0.20 -0.13 -0.07 0.01 <0.001
Iv_PI 0.83 -0.11 0.15 0.09 -0.01 -0.10 <0.001
Iv_HL 0.84 0.06 -0.08 -0.04 0.02 0.20 <0.001
Iv_TL 0.69 0.23 -0.30 0.08 0.05 -0.15 <0.001
EV1 0.04 0.88 -0.06 0.07 -0.01 0.06 <0.001
EV2 -0.07 0.75 0.15 -0.12 0.04 0.01 <0.001
EV4 0.02 0.86 -0.08 0.03 -0.02 -0.06 <0.001
Lv1 0.03 0.08 0.87 -0.07 -0.04 0.02 <0.001
Lv2 -0.09 -0.01 0.92 0.05 0.00 0.06 <0.001
Lv3 0.00 -0.02 0.87 -0.03 0.01 -0.08 <0.001
Lva 0.06 -0.05 0.88 0.04 0.03 -0.01 <0.001
TR1 0.02 -0.05 0.03 0.82 -0.08 0.22 <0.001
TR2 -0.06 -0.05 0.06 0.84 -0.03 -0.10 <0.001
TR3 0.06 0.02 -0.09 0.86 0.09 -0.02 <0.001
TR4 -0.02 0.08 0.00 0.87 0.01 -0.09 <0.001
SAl -0.03 -0.05 0.05 -0.05 0.85 0.00 <0.001
SA2 -0.03 0.04 0.04 0.09 0.87 -0.07 <0.001
SA3 0.01 -0.01 -0.03 0.02 0.90 0.01 <0.001
SA4 0.05 0.03 -0.07 -0.07 0.80 0.07 <0.001
LAl -0.04 0.00 -0.02 -0.20 0.19 0.79 <0.001
LA2 -0.07 0.03 0.16 -0.04 0.09 0.80 <0.001
LA3 -0.04 0.07 -0.16 0.09 -0.10 0.83 <0.001
LA4 0.14 -0.09 0.02 0.15 -0.17 0.84 <0.001

Measurement model

The model estimation of the outer model was performed by its validity and reliability, in
which the validity was measured by convergent validity (loading factor, significance, and
AVE) and discriminant validity (the square root of AVE) (Hair et al., 2019). Table 1 presents
the items’ loading factor and significance on the construct. The minimum factor loading
in the construct was 0.69 (Lv TL), with a significance of p<0.001. Moreover, the Average
Variance Extracted was more than 0.50 (Table 2). Therefore, this score met the cut-off
value, meaning that items in the construct converged.
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Table 2 AVE and square roots of average variances extracted (AVEs)

1 IvVC 0.78 0.58 0.56 0.43 0.37 0.39
2 Enjoyment value 0.58 0.84 0.58 0.35 0.30 0.30
3 Learning value 0.56 0.58 0.88 0.52 0.50 0.44
4 Trustin bank 0.43 0.35 0.52 0.85 0.57 0.55
5  Satisfaction 0.37 0.30 0.50 0.57 0.86 0.47
6 Loyalty 0.39 0.30 0.44 0.55 0.47 0.81
Average Variances Extracted 0.53 0.70 0.78 0.72 0.73 0.66

Note: Square roots of average variances extracted (AVEs) are shown on a diagonal.

Moreover, the reliability was estimated by composite reliability and Cronbach alpha.
Table 3 displays an assessment of reliability describing the lowest composite reliability of
0.86 at IVC and the lowest Croch Alpha of 0.78 at IVC, and the enjoyment value where the
score exceeded the cut-off value (Klemeld, 2018).

Table 3 Assessment of reliability and collinearity

IVC 0.85 0.77 1.93
Enjoyment value 0.87 0.78 1.75
Learning value 0.93 0.91 2.13
Trust in bank 0.91 0.87 1.91
Satisfaction 0.92 0.88 1.70
Loyalty 0.89 0.83 159

Structural model

Hypothesis testing was done by including control variables in the model to capture the
impact of other variables on the model. This assessment confirms that age (B= 0.027,
p<0.299) and bank (B= -0.082, p<0.053) had no impact on the model. The results of
hypothesis testing in this study are depicted in Figure 2.
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Figure 2 Hypothesis Testing
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Hypothesis tests supported all relationship paths except H,, and Hj, (see Fig. 2 for
standardized path coefficients and significance levels). Hypotheses 1a—1e examined IVC’s
impact on enjoyment, satisfaction, learning value, loyalty, and trust. As a result, IVC had
a significant effect on enjoyment value (B=0.58, p<0.01), satisfaction (B=0.10, p<0.07),
learning value (B=0.60, p<0.01), loyalty (B=.09, p<0.03), and trust (f=0.43, p<0.01).
Therefore, hypotheses Hi-Hie were supported. Hypotheses 2a—2b explicated the
influence of enjoyment value on customer satisfaction and loyalty. The effect of
enjoyment value was insignificant on satisfaction (=0.03, p=0.29) and loyalty ($=0.03,
p=0.23). Hence, H,, and Hy, were not supported. Hypotheses 3a—3b verified the
relationship between learning value and two variables: satisfaction and loyalty. Learning
value positively influenced satisfaction (B=0.024, p<0.01) and loyalty ($=0.10, p=0.02).
Thus, hypotheses 3a—-3b were supported. Hypotheses 4a—4b were about the impact of
trust on satisfaction and loyalty. Trust was observed to have a significant positive effect
on satisfaction (B=0.42, p<0.01) and loyalty (=0.35, p<0.01), supporting hypotheses 4a—
4b. The effect of satisfaction was also confirmed on loyalty (B=0.17, p<0.01); accordingly,
Hs was supported. Table 4 shows the finding of hypothesis testing and describes that all
hypotheses were supported except Hz, and Hay.

Table 4 Assessment of structural model

Hia: IVC has a positive influence on enjoyment Yes, (B=0.590, Supported

value. p<0.001)

Hip: IVC has a positive influence on satisfaction. Yes, (f=0.100, Supported
p<0.023)

Hic: IVC has a positive influence on learning value. Yes, (f=0.605, Supported
p<0.001)

Hiq: IVC has a positive influence on loyalty. Yes, (B=0.093, Supported
p<0.033)

Hie: IVC has a positive influence on trust. Yes, (B=0.466, Supported
p<0.001)

H.,a: Enjoyment value has a positive influence on No, (f=0.032, Not supported

satisfaction. p<0.262)

Hap: Enjoyment value has a positive influence on No, (B=0.032, Not supported

loyalty. p<0.266)

Hsa: Learning value has a positive influence on Yes: (B=0.237; Supported

satisfaction. p<0.001)

Hsp: Learning value has a positive influence on Yes: (B=0.105; Supported

loyalty. p<0.019)

Hasa: Trust in a bank has a positive influence on Yes: ($=0.424; Supported

satisfaction. p<0.001)

Hasa: Trust in a bank has a positive influence on Yes: (B=0.353; Supported

loyalty. p<0.001)

Hs: Satisfaction has a positive influence on loyalty Yes: (B=0.174; Supported
p<0.001)

Afterward, the gender moderation test used a multi-group analysis technique (Kock,
2014). Table 5 reveals the results of the gender moderation test, where there was
confirmation of two gender-moderated relationships, i.e., gender moderated the
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relationship between IVC and satisfaction (0.050. p=0.046). The effect of IVC on
satisfaction was positive for males (0.124, p=0.039) but not for females (0.047, p=0.256).
In addition, gender also moderated the effects of IVC on trust (0.05, p=0.023), where the
impact was positive and higher for males (0.550, p<0.001) than females (0.398, p<0.001).

Table 5 Multi-group analysis of gender

PC(B) p PC(B) p

He1a. IVC-EV 0.534  <0.001 0.617 <0.001 0.051 0.536 Not supported
He1b. IVC-ST 0.124 0.039 0.047 0.256 0.050 0.046 Supported

Heic. IVC-LV 0.639 <0.001 0.569 <0.001 0.051 0.334 Not supported
He1d. IVC-LY 0.140 0.140 0.105 0.071 0.050 0.143 Not supported
Heie IVC-TR 0.550 <0.001 0.398 <0.001 0.050 0.023 Supported

He2a. EV-ST 0.034 0.315 -0.039 0.294 0.083 0.101 Not supported
Heap. EV-LY 0.026 0.359 0.111 0.060 0.036  0.480 Not supported
Heza. LV-ST 0.132 0.030 0.293 <0.001 0.058  0.253 Not supported
Hesp. LV-LY 0.082 0.123 0.094 0.094 0.036 0.473 Not supported
Hesa. TR-ST 0.581  <0.001 0.270 <0.001 0.095 0.060 Not supported
Heap TR-LY 0.452 <0.001 0.287 <0.001 0.051 0.317 Not supported
Hes. ST-LY 0.043 0.275 0.235 <0.001 0.022 0.670 Not supported

Note: PC=Path coefficient; PD=Path difference; p=Probability; IVC=Independent value
creation; EV=Enjoyment value; LV=Learning value; ST=Satisfaction; LY=Loyalty; TR=Trust.

Discussion
The role of IVC in banking

The analysis results showed several findings concerning IVC. First, the analysis confirmed
the positive role of IVC on enjoyment value (H1a). This finding indicates that increasing
value creation independently through obtaining information from other customers,
following provider directions, and interacting and helping other customers positively
impacts feelings of pleasure and enjoyment. This finding supports previous online
marketing studies (Akman et al., 2019; Baabdullah et al., 2019; Khajeheian & Ebrahimi,
2021).

Second, this study verified the relationship between IVC and satisfaction (Hix) and
supports previous studies linking engagement with its various variants with customer
satisfaction (e.g., Chen & Wang, 2016; Khajeheian & Ebrahimi, 2021; Mostafa, 2020;
Rather, 2019). Independent value activities also influenced customer satisfaction,
reflected by customers becoming satisfied, considering providers as partners, and
meeting their expectations. In addition, this finding reinforces the previous study that
opinions, suggestions, and participation increase happiness in relationships and
satisfaction (Grott et al., 2019). Involvement in enthusiasm, attention, interaction and
identification also increases thinking about the right and wise choices and satisfaction
with customer product choices (Rasoolimanesh et al., 2019). From another perspective,
cognitive and emotional involvement increase satisfaction (Lane et al., 2021).
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Third, customer involvement’s positive role in increasing customer learning value (Hy()
was reflected by advancing knowledge, the ability to overcome difficulties, and a growing
understanding of service developments. This finding is consistent with previous studies’
results confirming the relationship (Nambisan & Baron, 2009) and confirms the economic
exchange theory of reciprocal benefits (Cropanzano & Mitchell, 2005). Fourth, IVC
activities also encouraged customer perceptions that the provider was reliable and
provided confidence in good relationships in the future (Hig). This finding also
corroborates previous studies' results (Franklin & Marshall, 2019; Iglesias et al., 2018).
Finally, the relation of IVC to trust (Hi.) was also verified, meaning customer activities
through self-service technology encourage them to be sure and rely on banks—the finding
proves previous findings (Franklin & Marshall, 2019; Iglesias et al., 2018).

The role of value, trust, and satisfaction in banking

The role of enjoyment value in banking provides different findings from other settings,
where in this study, this factor did not positively impact customer satisfaction (Hz.) and
loyalty (Hab). In other words, increasing this aspect did not lead to an increase in customer
satisfaction and loyalty. This finding is different from previous studies in other contexts,
such as on tourism services (Ladhari & Souiden, 2020), mobile data services (Chen &
Demirci, 2019), Spotify apps (Chen & Demirci, 2019), and food retailers (Klein & Martinez,
2022). In these contexts, enjoyment value positively correlated with satisfaction or
behavior intention. This different finding could occur because the expectations of
customers’ entertainment needs in using bank services are low, and the time when using
bank services is short; consequently, the entertainment aspect of bank services is not felt.
The results of this study demonstrated that increasing learning value was also associated
with higher levels of satisfaction (Hs,) and loyalty (Hsb). Therefore, increased learning
value in banking services would increase customer satisfaction or loyalty. This finding is
consistent with previous studies, especially the role of learning values in the field of
educational services (Qi et al., 2020), human resources (Janssen et al., 2021), and tourism
(Prebensen et al.,, 2016). These findings signify the importance of learning values in
managing services.

Moreover, the study finding revealed trust determined satisfaction (Hsa) and loyalty (Hap)
to banking services. In addition, customers believe the bank’s reliability, better
relationship, and better treatment are sources of satisfaction and loyalty. This finding is
consistent with previous studies (Chang & Hung, 2018; Al-Ansi et al., 2019; Alkhurshan &
Rjoub, 2020).

As in previous studies, satisfaction impacted customer loyalty (Hs) in banking services. This
finding consistently supports the results of previous studies, both in terms of the
geographical perspective of the country (i.e., Chang & Hung, 2018; Hamouda, 2019;
Eriksson et al., 2020; Hossain et al., 2021) and the type of service (i.e., Mohd-Any et al.,
2019; Raza et al., 2020; Moise et al., 2020).
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The moderating role of gender in banking

This study confirmed the moderating role of gender in the relationship of IVC with
satisfaction and trust. There were differences in gender in the relationship between IVC
and bank customer satisfaction (He1p). For males, IVC had a positive effect on satisfaction,
but IVC had no impact on females. It means that in males, the higher the IVC activity, the
higher the satisfaction, while the higher the IVC does not lead to satisfaction in females.
This finding can be explained by the fact that individual activities are more in line with the
personality of males than females. Males tend to have independent characters; therefore,
activities carried out independently will be more satisfying. Whereas for females, social
activities with other involvement will be preferred, and individual activities will be less
desirable. This finding authenticates previous studies in different contexts (Joe & Choi,
2019; Zhong & Moon, 2020; Molinillo et al., 2021), concluding that the environmental
component is more important to male customers.

Moreover, gender moderated the relationship between IVC and trust (Hsie), where the
effect was more substantial for males than females. The supported moderating effect of
gender on the IVC-trust relationship implies that the IVC had a more significant influence
on the trust of male customers than female customers. The trend of IVC effect on males
will be easier to trust based on individual considerations. This finding is based on the view
that males prefer logic and ratio, whereas females prioritize emotions and feelings
(Lizarraga et al., 2007). This finding is consistent with the results of previous studies
(Sutarso et al., 2017; Dedeoglu, 2019) even though it is inconsistent with the other study
finding (Sultan & Wong, 2018). Also, the social role theory of gender in value-creation
activities is supported by these findings. According to social role theory, the effects of IVC
between males and females are different because of different societal roles; therefore,
males and females tend to behave differently (Eagly et al., 2003).

Managerial implications

This study provides managerial implications for bank marketers. First, marketers must pay
attention to IVC activities, which are essential in increasing learning value, trust,
satisfaction, and loyalty. Customer facilitation needs to be encouraged to interact with
other customers; they can communicate, ask and answer each other, and easily update
customer conversations. Customers are also encouraged to fulfill obligations, procedures,
responsibilities, and directions in facilitating access to the services needed. In addition,
providers should promote friendly and polite customer interactions so that interactions
will be enjoyable. Providing customer encouragement for assisting, advising, and telling
other customers through practical methods can be done. Customer tolerance in receiving
unexpected service also needs to be stimulated to increase their understanding, patience,
and adjustment. Second, since the enjoyment value from bank services does not affect
satisfaction and loyalty, marketers can ignore this aspect in managing customers.
However, the learning value impacts performance. Therefore, marketers must encourage
customer involvement to improve information about services, use services, solve
problems, and understand service developments. Finally, trust contributes to enhancing
satisfaction and loyalty. Hence, service reliability needs to be maintained, better
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relationships must be developed, and better service needs to strive; thus, customers will
rely on banks as providers.

Conclusion

This study aims to cover the limitations of the IVC study, i.e., the creation of value without
dealing directly with providers but using transaction intermediaries since the literature
has been more concerned with co-creation, the value creation by provider and consumer
equally. This study's analysis results confirmed that IVC positively impacted a bank’s
enjoyment, learning, trust, and loyalty. Even so, this value creation did not directly impact
satisfaction. The different finding is that the positive impact of enjoyment value did not
occur on satisfaction and loyalty. Besides being influenced by IVC, satisfaction and loyalty
were also affected by learning values and trust.

Further, this study expands the literature on IVC’s important role in digital transactions.
Thus, IVC is needed in banking transactions to improve satisfaction and loyalty. This
study’s findings contribute to banking practices in managing customers to create value.
This study also confirms the importance of independent value creation for banking
services. In this regard, self-service technology allows customers to do value creation
independently. Banking value creation that emphasizes the bank side, such as service
quality, also needs to shift to a more dominant on the customer side. Furthermore,
independent value creation needs to be encouraged and developed.

Limitations and further research

This study is subject to limitations that could be addressed in future research. First, the
context of banking services as long-service life products reduced the ability to explain IVC
in the short-life products context, such as fast-moving consumer goods, food, and courier
service. Further research is recommended to employ different contexts to create value
for customers. Second, this study measured the IVC construct derived from co-creation
measurement, which was reconstructed by eliminating value creation involving
interacting with the provider directly. The measurements did not cover other potential
dimensions and indicators; therefore, further research is suggested to reconstruct a more
comprehensive measure, such as interaction, complaint, and suggestion activities through
self-service technology. Finally, since the sampling technique using purposive sampling
was the main limitation of this study, future research is recommended to use the random
sampling technique so that the population’s representation will be higher and more
representative.

Appendix
Appendix 1 Construct Items

Independent Value Creation (IVC)
Information Finding (lv-IF)
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IF1 | ask other customers about bank services information.

IF2 I notice how other customers get good bank services.

IF3 | answer other customer questions about the bank’s services.

Responsible behavior (Iv_RB)

RB1 | fulfill the obligations required by the bank services.

RB2 | carry out the necessary steps in gaining bank services.

RB3 | fulfill my responsibility as a bank customer.

RB4 | followed the direction of the bank in the service received.

Personal interaction (Iv_Pl)

PI1 When another customer is talking to me, | listen well.

PI2 I'm being friendly to other customers.

PI3 | be polite to other customers.

Helping (Iv_HP)

HP1 | assist other customers who have problems in understanding bank services.
HP2 | tell the other customers how to have better bank services.

HP3 | advise other customers about bank services.

Tolerance (Iv_TL)

TL1 When banks provide less service to my expectation, I’'m trying to understand.
TL2 When banks apply policies that, in my opinion, are not quite right, | try to be patient.
TL3 When | had to wait longer than usual to get the bank’s services, | tried to adjust.

Enjoyment Value (EV)

EV1 | am pleased with the bank’s services that require my involvement.

EV2 Bank services that require my involvement made the service time short.
EV3 Bank services that require my involvement is a tedious activity (R)

EV4 | enjoy the bank services that require my involvement in it.

Learning Value (LV)

LV1 My involvement in getting bank services to improve my knowledge of bank services.

LV2 My involvement in getting bank services to improve my knowledge about the use of
bank services.

LV3 My involvement in getting bank services allows me to overcome the difficulties |
encountered when getting bank services.

LRV My involvement in getting bank services increased my understanding of banking
services’ development.

Trust on Bank

TR1 I am sure that in the future, banks will be reliable in all respects.

TR2 | believe the bank will develop a better relationship with me in the future.
TR3 | can rely on banks.

TR4 | am sure, in the future, | will be treated better by the bank.

Satisfaction

SA1 | am satisfied with the services provided by the bank.
SA2 Bank is a good partner.

SA3 The services provided by the bank meet my expectations.
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SA4 Overall, | am satisfied with the services of the bank.

Loyalty

LA1 | recommend the bank where | got the service to others.

LA2 | say positive things about the bank where | got banking services to others.

LA3 | encourage others who want to get the services of banks at the bank where | got
service.

LA4 | showed my friend about the bank where | got service.

References

Abdullah, F., Ward, R., & Ahmed, E. (2016). Investigating the influence of the most
commonly used external variables of TAM on students’ Perceived Ease of Use
(PEOU) and Perceived Usefulness (PU) of e-porttolios. Computers in Human Bebavior,
63, 75-90. https://doi.org/10.1016/j.chb.2016.05.014

Akman, H., Plewa, C., & Conduit, J. (2019). Co-creating value in online innovation
communities. Eurgpean Journal of Marketing, 53(6), 1205—1233.
https://doi.org/10.1108/ejm-12-2016-0780

Alalwan, A. A., Dwivedi, Y. K., & Rana, N. P. (2017). Factors influencing adoption of
mobile banking by Jordanian bank customers: Extending UTAUT2 with trust.
International Journal of Information Management, 37(3), 99-110.
https://doi.org/10.1016/j.ijjinfomgt.2017.01.002

Al-Ansi, A., Olya, H. G. T., & Han, H. (2019). Effect of general risk on trust, satisfaction,
and recommendation intention for halal food. International Journal of Hospitality
Management, §3, 210-219. https://doi.org/10.1016/1.ijhm.2018.10.017

Aldianto, L., Anggadwita, G., & Umbara, A. N. (2018). Entrepreneurship education program
as value creation. Journal of Science and Technology Policy Management, 9(3), 296-309.
https://doi.org/10.1108/jstpm-03-2018-0024

Aljukhadar, M., Bériault Poirier, A., & Senecal, S. (2020). Imagery makes social media
captivating! Aesthetic value in a consumer-as-value-maximizer framework. Journal of
Research in Interactive Marketing, 14(3), 285-303. https://doi.org/10.1108/jrim-10-2018-
0136

Alkhurshan, M., & Rjoub, H. (2020). The Scope of an Integrated Analysis of Trust Switching
Barriers, Customer Satisfaction and Loyalty. Journal of Competitiveness, 12(2), 5-21.
https://doi.org/10.7441 /joc.2020.02.01

Amin, M. (2016). Internet banking service quality and its implication on e-customer
satisfaction and e-customer loyalty. The international journal of bank marketing, 34(3), 280-
306.

Baabdullah, A. M., Alalwan, A. A., Rana, N. P., Kizgin, H., & Patil, P. (2019). Consumer use
of mobile banking (M-Banking) in Saudi Arabia: Towards an integrated model.
International Journal of Information Management, 44, 38—52.
https://doi.org/10.1016/j.ijjinfomgt.2018.09.002

Bettencourt, L. A., Lusch, R. F., & Vargo, S. L. (2014). A Service Lens on Value Creation:
Marketing’s Role in Achieving Strategic Advantage. California Management Review, 57(1),
44-66. https://doi.org/10.1525/cmr.2014.57.1.44

Chang, C.-C., & Hung, J.-S. (2018). The effects of service recovery and relational selling
behavior on trust, satisfaction, and loyalty. International Jonrnal of Bank Marketing, 36(7),
1437-1454. https://doi.org/10.1108/ijbm-07-2017-0160

Jurnal Manajemen Bisnis, 2023 | 105


https://doi.org/10.1016/j.chb.2016.05.014
https://doi.org/10.1108/ejm-12-2016-0780
https://doi.org/10.1016/j.ijinfomgt.2017.01.002
https://doi.org/10.1016/j.ijhm.2018.10.017
https://doi.org/10.1108/jstpm-03-2018-0024
https://doi.org/10.1108/jrim-10-2018-0136
https://doi.org/10.1108/jrim-10-2018-0136
https://doi.org/10.7441/joc.2020.02.01
https://doi.org/10.1016/j.ijinfomgt.2018.09.002
https://doi.org/10.1525/cmr.2014.57.1.44
https://doi.org/10.1108/ijbm-07-2017-0160

Sutarso, Setiawan, & Suminar
The Role of Independent Value Creation, Value, and Trust ...

Chen, C.-F., & Wang, J.-P. (20106). Customer participation, value co-creation and customer
loyalty — A case of aitline online check-in system. Computers in Human Behavior, 62, 346—
352. https://doi.org/10.1016/4.chb.2016.04.010

Chen, C-W., & Demirci, S. (2019). “Understanding Mobile Data Services” Continuance: The
Role of Enjoyment and Media Richness. International Journal of Business and Economics,
School of Management Development, Feng Chia University, Taichung, Tazwan, 18(3), 347-369.

Chen, T., Guo, W., Gao, X., & Liang, Z. (2021). Al-based self-service technology in public
service delivery: User experience and influencing factors. Government Information
Qunarterly, 38(4), 101520. https://doi.org/10.1016/1.¢iq.2020.101520

Cropanzano, R., & Mitchell, M. S. (2005). Social Exchange Theory: An Interdisciplinary
Review. Journal of Management, 31(6), 874-900.
https://doi.org/10.1177/0149206305279602

Dedeoglu, B. B. (2019). Are information quality and source credibility really important for
shared content on social media? International Journal of Contemporary Hospitality
Management, 31(1), 513-534. https://doi.org/10.1108/ijchm-10-2017-0691

Eagly, A. H., Johannesen-Schmidt, M. C., & van Engen, M. L. (2003). Transformational,
transactional, and laissez-faire leadership styles: A meta-analysis comparing women and
men. Psychological Bulletin, 129(4), 569-591. https://doi.org/10.1037/0033-
2909.129.4.569

Eriksson, K., Hermansson, C. and Jonsson, S. (2020). The performance generating
limitations of the relationship-banking model in the digital era — effects of customers'
trust, satisfaction, and loyalty on client-level performance. International Journal of Bank
Marketing, 38(4), 889-916. https://doi.org/10.1108/1]BM-08-2019-0282

Franklin, D., & Marshall, R. (2019). Adding co-creation as an antecedent condition leading to
trust in business-to-business relationships. Industrial Marketing Management, 77, 170-181.
https://doi.org/10.1016/j.indmarman.2018.10.002

Galdolage, B. S., & Rasanjalee, R. M. K. S. (2022). Customer Capabilities and Value Co-
Creation Practices in Self-service Technologies: Insights from Commercial Banks in Sri
Lanka. Asian Journal of Management Studies, 2(1), 1-27.
https://doi.org/10.4038 /ajms.v2i1.41

Gligor, D. M., & Maloni, M. J. (2021). More is not always better: The impact of value co-
creation fit on B2B and B2C customer satisfaction. Journal of Business Logistics, 43(2),
209-237. Portico. https://doi.org/10.1111/ibl.12278

Gremyr, A., Andersson Gire, B., Thor, J., Elwyn, G., Batalden, P., & Andersson, A.-C.
(2021). The role of co-production in Learning Health Systems. International Journal for
Quality in Health Care, 33(2), 26-32. https://doi.org/10.1093 /intghc/mzab072

Gronroos, C. (2011). Value co-creation in service logic: A critical analysis. Marketing Theory,
11(3), 279-301. https://doi.org/10.1177/1470593111408177

Groénroos, C., & Voima, P. (2012). Critical service logic: making sense of value creation and
co-creation. Journal of the Academy of Marketing Science, 41(2), 133—150.
https://doi.org/10.1007/s11747-012-0308-3

Grott, E. M., Cambra-Fierro, J., Perez, L., & Yani-de-Soriano, M. (2019). How cross-culture
affects the outcomes of co-creation. Eurgpean Business Review, 31(4), 544—5606.
https://doi.org/10.1108/ebr-01-2018-0022

Guan, X, Xie, L., Shen, W.-G., & Huan, T.-C. (2021). Are you a tech-savvy person?
Exploring factors influencing customers using self-service technology. Technology in
Society, 65, 101564. https://doi.org/10.1016/j.techsoc.2021.101564

Gures, N., Inan, H., & Arslan, S. (2018). Assessing the self-setvice technology usage of Y-
Generation in aitline services. Journal of Air Transport Management, 71, 215-219.
https://doi.org/10.1016/j.jairtraman.2018.04.008

Jurnal Manajemen Bisnis, 2023 | 106


https://doi.org/10.1016/j.chb.2016.04.010
https://doi.org/10.1016/j.giq.2020.101520
https://doi.org/10.1177/0149206305279602
https://doi.org/10.1108/ijchm-10-2017-0691
https://doi.org/10.1037/0033-2909.129.4.569
https://doi.org/10.1037/0033-2909.129.4.569
https://doi.org/10.1108/IJBM-08-2019-0282
https://doi.org/10.1016/j.indmarman.2018.10.002
https://doi.org/10.4038/ajms.v2i1.41
https://doi.org/10.1111/jbl.12278
https://doi.org/10.1093/intqhc/mzab072
https://doi.org/10.1177/1470593111408177
https://doi.org/10.1007/s11747-012-0308-3
https://doi.org/10.1108/ebr-01-2018-0022
https://doi.org/10.1016/j.techsoc.2021.101564
https://doi.org/10.1016/j.jairtraman.2018.04.008

Sutarso, Setiawan, & Suminar
The Role of Independent Value Creation, Value, and Trust ...

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report
the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/ebr-11-2018-0203

Hamouda, M. (2019). Omni-channel banking integration quality and petceived value as
drivers of consumers’ satisfaction and loyalty. Journal of Enterprise Information Management,
32(4), 608—625. https://doi.org/10.1108/jeim-12-2018-0279

Hossain, Md. A., Yesmin, M. N., Jahan, N., & Kim, M. (2021). Effects of Service Justice,
Quality, Social Influence and Corporate Image on Service Satisfaction and Customer
Loyalty: Moderating Effect of Bank Ownership. Sustainability, 13(13), 7404.
https://doi.org/10.3390/su13137404

Iglesias, O., Matkovic, S., Bagherzadeh, M., & Singh, J. J. (2018). Co-creation: A Key Link
Between Corporate Social Responsibility, Customer Trust, and Customer Loyalty.
Journal of Business Ethics, 163(1), 151-166. https://doi.org/10.1007/s10551-018-4015-y

Janssen, E., van der Heijden, B. I. J. M., Akkermans, J., & Audenaert, M. (2021). Unraveling
the complex relationship between career success and career crafting: Exploring
nonlinearity and the moderating role of learning value of the job. Journal of 1 vcational
Behavior, 130, 103620. https://doi.org/10.1016/1.jvb.2021.103620

Joe, S. & Choi, C. (2019). The effect of fellow customer on complaining behaviors: the
moderating role of gender. International Journal of Contemporary Hospitality Management,
31(8), 3116-3133. https://doi.org/10.1108/1JCHM-09-2018-0717

Kelly, P., Lawlor, J., & Mulvey, M. (2019). Self-service Technologies in the Travel, Tourism,
and Hospitality Sectors: Principles and Practice. Robots, Artificial Intelligence, and Service
Automation in Travel, Tourism and Hospitality, 57—78. https://doi.org/10.1108/978-1-
78756-687-320191003

Khajeheian, D., & Ebrahimi, P. (2021). Media branding and value co-creation: effect of user
participation in social media of newsmedia on attitudinal and behavioural loyalty.
European . of International Management, 16(3), 499.
https://doi.org/10.1504/¢jim.2021.117524

Kim, K. (Anthony), Byon, K. K., & Back, W. (2019). Customer-to-customer value co-
creation and co-destruction in sporting events. The Service Industries Journal, 40(9-10),
633-655. https://doi.org/10.1080/02642069.2019.1586887

Klafke, R., & de Oliveira, M. C. V. (2022). Value co-creation and donation in non-profits: a
social analysis through the service-dominant logic. SIN Social Sciences, 2(3), 1-16.
https://doi.org/10.1007/s43545-022-00328-5

Klein, K., & Martinez, L. F. (2022). The impact of anthropomorphism on customer
satisfaction in chatbot commerce: an experimental study in the food sector. Electronic
Commerce Research. https://doi.org/10.1007/s10660-022-09562-8

Klemeld, J. (2018). Nomparametric Finance. Wiley Series in Probability and Statistics.
https://doi.org/10.1002/9781119409137

Kline, R. B. (2016). Principles and Practice of Structural Equation Modeling (41h ed.). New York: The
Guilford Press.

Kock, N. (2014). Advanced Mediating Effects Tests, Multi-Group Analyses, and
Measurement Model Assessments in PLS-Based SEM. International Jonrnal of E-
Collaboration, 10(1), 1-13. https://doi.org/10.4018 /ijec.2014010101

Ladhari, R., & Souiden, N. (2020). The role of mega-sports event experience and host city
experience in explaining enjoyment, city image, and behavioral intentions. Journal of
Travel &amp; Tourism Marfketing, 37(4), 460—478.
https://doi.org/10.1080/10548408.2020.1783427

Lane, S., Hoang, J. G., Leighton, J. P., & Rissanen, A. (2021). Engagement and Satisfaction:
Mixed-Method Analysis of Blended Learning in the Sciences. Canadian Journal of Science,

Jurnal Manajemen Bisnis, 2023 | 107


https://doi.org/10.1108/ebr-11-2018-0203
https://doi.org/10.1108/jeim-12-2018-0279
https://doi.org/10.3390/su13137404
https://doi.org/10.1007/s10551-018-4015-y
https://doi.org/10.1016/j.jvb.2021.103620
https://doi.org/10.1108/IJCHM-09-2018-0717
https://doi.org/10.1108/978-1-78756-687-320191003
https://doi.org/10.1108/978-1-78756-687-320191003
https://doi.org/10.1504/ejim.2021.117524
https://doi.org/10.1080/02642069.2019.1586887
https://doi.org/10.1007/s43545-022-00328-5
https://doi.org/10.1007/s10660-022-09562-8
https://doi.org/10.1002/9781119409137
https://doi.org/10.4018/ijec.2014010101
https://doi.org/10.1080/10548408.2020.1783427

Sutarso, Setiawan, & Suminar
The Role of Independent Value Creation, Value, and Trust ...

Mathematics and Technology Education, 21(1), 100-122. https://doi.org/10.1007 /s42330-
021-00139-5

Lee, Y. Y, Gan, C. L., & Liew, T. W. (2022). Do E-wallets trigger impulse purchases? An
analysis of Malaysian Gen-Y and Gen-Z consumers. Journal of Marketing Analytics.
https://doi.org/10.1057/s41270-022-00164-9

Leroi-Werelds, S. (2019). An update on customer value: state of the art, revised typology, and
research agenda. Journal of Service Management, 30(5), 650—680.
https://doi.org/10.1108/josm-03-2019-0074

Lizarraga, M.L., Baquedano, M.T., & Cardelle-Elawar, M. (2007). Factors that affect decision
making: gender and age differences. International jonrnal of psychology and psychological
therapy, 7, 381-391.

Lyu, J., Cao, K., & Yang, S. (2022). The impact of value co-creation behavior on customers’
experiences with and loyalty to P2P accommodations. Frontiers in Psychology, 13.
https://doi.org/10.3389 /fpsye.2022.988318

Mahmoud, A. B., Hack-Polay, D., Grigoriou, N., Mohr, 1., & Fuxman, L. (2021). A
generational investigation and sentiment and emotion analyses of female fashion brand
users on Instagram in Sub-Saharan Africa. Journal of Brand Management, 28(5), 526—544.
https://doi.org/10.1057/s41262-021-00244-8

Makanyeza, C., & Chikazhe, L. (2017). Mediators of the relationship between service quality
and customer loyalty. International Journal of Bank Marketing, 35(3), 540-556.
https://doi.org/10.1108/ijbm-11-2016-0164

Merdiaty, N., & Aldrin, N. (2022). Effect of Brand Experience on Customer Engagement
Through Quality Services of Online Sellers to Students in Bekasi. Frontiers in Psychology,
72, 1-8. https://doi.org/10.3389 /fpsyg.2021.801439

Merhi, M., Hone, K., Tarhini, A., & Ameen, N. (2020). An empirical examination of the
moderating role of age and gender in consumer mobile banking use: a cross-national,
quantitative study. Jowrnal of Enterprise Information Management, 34(4), 1144—1168.
https://doi.org/10.1108 /jeim-03-2020-0092

Mohd-Any, A. A., Mutum, D. S., Ghazali, E. M., & Mohamed-Zulkifli, L.. (2019). To fly or
not to fly? An empirical study of trust, post-recovery satisfaction and loyalty of
Malaysia Aitlines passengets. Journal of Service Theory and Practice, 29(5/6), 661-690.
https://doi.org/10.1108 /istp-10-2018-0223

Moise, M. S., Gil-Saura, 1., & Ruiz-Molina, M.-E. (2020). “Green” practices as antecedents of
functional value, guest satisfaction and loyalty. Journal of Hospitality and Tourism Insights,
4(5), 722-738. https://doi.org/10.1108/jhti-07-2020-0130

Molinillo, S., Aguilar-Illescas, R., Anaya-Sanchez, R., & Liébana-Cabanillas, F. (2021). Social
commerce website design, perceived value and loyalty behavior intentions: The
moderating roles of gender, age and frequency of use. Journal of Retailing and Consumer
Services, 63, 102404. https://doi.org/10.1016/].jretconser.2020.102404

Mostafa, R. B. (2020). Mobile banking service quality: a new avenue for customer value co-
creation. International Journal of Bank Marketing, 38(5), 1107-1132.
https://doi.org/10.1108/ijbm-11-2019-0421

Musfialdy, M., Soim, M., & Edison, E. (2020). Relationship Corporate Social Responsibility,
Strategy on Marketing Performance: Value Creation as Mediation. Indonesian Journal of
Economics, Social, and Humanities, 2(2), 119—126. https://doi.org/10.31258 /ijesh.2.2.119-
126

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. https://doi.org/10.1111/1.1540-5885.2009.00667.x

Niu, H.-J., & Chen, M.-J. (2022). Exploring the Co-creation Value of Residents to Tourists

Jurnal Manajemen Bisnis, 2023 | 108


https://doi.org/10.1007/s42330-021-00139-5
https://doi.org/10.1007/s42330-021-00139-5
https://doi.org/10.1057/s41270-022-00164-9
https://doi.org/10.1108/josm-03-2019-0074
https://doi.org/10.3389/fpsyg.2022.988318
https://doi.org/10.1057/s41262-021-00244-8
https://doi.org/10.1108/ijbm-11-2016-0164
https://doi.org/10.3389/fpsyg.2021.801439
https://doi.org/10.1108/jeim-03-2020-0092
https://doi.org/10.1108/jstp-10-2018-0223
https://doi.org/10.1108/jhti-07-2020-0130
https://doi.org/10.1016/j.jretconser.2020.102404
https://doi.org/10.1108/ijbm-11-2019-0421
https://doi.org/10.31258/ijesh.2.2.119-126
https://doi.org/10.31258/ijesh.2.2.119-126
https://doi.org/10.1111/j.1540-5885.2009.00667.x

Sutarso, Setiawan, & Suminar
The Role of Independent Value Creation, Value, and Trust ...

From the Perspective of Place Attachment and Economic Benefits. Frontiers in
Psychology, 13. https://doi.org/10.3389/fpsvg.2022.877365

Nkoulou Mvondo, G. F., Jing, F., Hussain, K., Jin, S., & Raza, M. A. (2022). Impact of
International Tourists’ Co-creation Experience on Brand Trust, Brand Passion, and
Brand Evangelism. Frontiers in Psychology, 13.
https://doi.org/10.3389 /fpsyg.2022.866362

Park, S., Lehto, X., & Lehto, M. (2021). Self-service technology kiosk design for restaurants:
An QFD application. International Journal of Hospitality Management, 92, 102757.
https://doi.org/10.1016/}.ijhm.2020.102757

Prebensen, N. K., Kim, H. (Lina), & Uysal, M. (2016). Cocreation as Moderator between the
Experience Value and Satisfaction Relationship. Journal of Travel Research, 55(7), 934—
945. https://doi.org/10.1177/0047287515583359

Prentice, C., & Nguyen, M. (2020). Engaging and retaining customers with Al and employee
service. Journal of Retailing and Consumer Services, 56, 102180.
https://doi.org/10.1016/j.jretconser.2020.102186

Qj, D., Zhang, M., & Zhang, Y. (2020). Influence of Participation and Value Co-creation on
Learner Satisfaction of MOOCs Learning: Learner Experience Perspective. The Asia-
Pacific Education Researcher, 31(1), 61-70. https://doi.org/10.1007/s40299-020-00538-6

Rasoolimanesh, S. M., Md Noor, S., Schuberth, F., & Jaafar, M. (2019). Investigating the
effects of tourist engagement on satisfaction and loyalty. The Service Industries Journal,
39(7-8), 559—-574. https://doi.org/10.1080/02642069.2019.1570152

Rather, R. A. (2019). Customer experience and engagement in tourism destinations: the
experiential marketing perspective. Journal of Travel & Tourism Marketing, 37(1), 15-32.
https://doi.org/10.1080/10548408.2019.1686101

Raza, S. A., Umer, A., Qureshi, M. A., & Dahri, A. S. (2020). Internet banking service quality,
e-customer satisfaction and loyalty: the modified e-SERVQUAL model. The TOM
Journal, 32(6), 1443—1466. https://doi.org/10.1108/tqm-02-2020-0019

Rodrigues, L. F., Oliveira, A., & Costa, C. J. (2016). Does ease-of-use contributes to the
perception of enjoyment? A case of gamification in e-banking. Computers in Human
Behavior, 61, 114-126. https://doi.org/10.1016/1.chb.2016.03.015

Seifert, C., & Kwon, W.-S. (2019). SNS eWOM sentiment: impacts on brand value co-
creation and trust. Marketing Intelligence & Planning, 38(1), 89—102.
https://doi.org/10.1108/mip-11-2018-0533

Shah, R., & Goldstein, S. M. (2005). Use of structural equation modeling in operations
management research: Looking back and forward. Journal of Operations Management,
24(2), 148-169. https://doi.org/10.1016/§.jom.2005.05.001

Sharma, P., Ueno, A., & Kingshott, R. (2021). Self-service technology in supermarkets — Do
frontline staff still matter? Journal of Retailing and Consumer Services, 59, 102356.
https://doi.org/10.1016/j.jretconser.2020.102356

Shiwen, L., Kwon, J., & Ahn, J. (2021). Self-Service Technology in the Hospitality and
Tourism Settings: A Critical Review of the Literature. Journal of Hospitality & Tourism
Research, 46(6), 1220-1236. https://doi.org/10.1177/1096348020987633

Su, C., Min, Q., Scornavacca, E., & Liu, Z. (2021). A Dual-role Trust Model for Social
Commerce: A Guanxi Perspective. Information & Management, 58(7), 103512.
https://doi.org/10.1016/1.im.2021.103512

Sultan, P., & Wong, H. Y. (2018). How service quality affects university brand performance,
university brand image and behavioural intention: the mediating effects of satisfaction
and trust and moderating roles of gender and study mode. Journal of Brand Management,
26(3), 332-347. https://doi.org/10.1057/s41262-018-0131-3

Sun, Y., & Zhang, H. (2021). What Motivates People to Pay for Online Sports Streaming?

Jurnal Manajemen Bisnis, 2023 | 109


https://doi.org/10.3389/fpsyg.2022.877365
https://doi.org/10.3389/fpsyg.2022.866362
https://doi.org/10.1016/j.ijhm.2020.102757
https://doi.org/10.1177/0047287515583359
https://doi.org/10.1016/j.jretconser.2020.102186
https://doi.org/10.1007/s40299-020-00538-6
https://doi.org/10.1080/02642069.2019.1570152
https://doi.org/10.1080/10548408.2019.1686101
https://doi.org/10.1108/tqm-02-2020-0019
https://doi.org/10.1016/j.chb.2016.03.015
https://doi.org/10.1108/mip-11-2018-0533
https://doi.org/10.1016/j.jom.2005.05.001
https://doi.org/10.1016/j.jretconser.2020.102356
https://doi.org/10.1177/1096348020987633
https://doi.org/10.1016/j.im.2021.103512
https://doi.org/10.1057/s41262-018-0131-3

Sutarso, Setiawan, & Suminar
The Role of Independent Value Creation, Value, and Trust ...

An Empirical Evaluation of the Revised Technology Acceptance Model. Frontiers in
Psychology, 12. https://doi.org/10.3389 /fpsvg.2021.619314

Sutarso, Y., Halim, R. E., Balgiah, T. E., & Tjiptoherijanto, P. (2017). The role of co-creation
activities, trust and gender on higher education marketing performance. Exrgpean
Research Studies Journal, 20(3), 843-863.

Trochim, W., Donnelly, J. P., & Arora, K. (2015). Research Methods: The Essential Knowledge
Base. Nelson Education, Cengage Learning, Boston.

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a New Dominant Logic for Marketing.
Journal of Marketing, 68(1), 1-17. https://doi.org/10.1509 /jmkg.68.1.1.24036

Wahyudi, E., & Park, S. M. (2014). Unveiling the Value Creation Process of Electronic
Human Resource Management. Public Personnel Management, 43(1), 83—117.
https://doi.org/10.1177/0091026013517555

Wang, J. (2022). Research on the Impact of Customer Participation in Virtual Community on
Service Innovation Performance— The Role of Knowledge Transfer. Froutiers in
Psychology, 13. https://doi.org/10.3389/fpsve.2022.847713

Wen, H., Zhang, L., Sheng, A., Li, M., & Guo, B. (2022). From “Human-to-Human” to
“Human-to-Non-human” — Influence Factors of Artificial Intelligence-Enabled
Consumer Value Co-creation Behavior. Frontiers in Psychology, 13.
https://doi.org/10.3389 /fpsvg.2022.863313

Wieland, H., Koskela-Huotari, K., & Vargo, S. L. (2015). Extending actor participation in
value creation: an institutional view. Journal of Strategic Marketing, 24(3—4), 210-226.
https://doi.org/10.1080/0965254x.2015.1095225

Yalley, A. A. (2021). Customer readiness to co-production of mobile banking services: a
customer-only co-production perspective. Journal of Financial Services Marketing, 27(2),
81-95. https://doi.org/10.1057/s41264-021-00105-0

Yim, C. K. (Bennett), Chan, K. W., & Lam, S. S. K. (2012). Do Customers and Employees
Enjoy Service Participation? Synergistic Effects of Self- and Other-Efficacy. Journal of
Martketing, 76(6), 121-140. https://doi.org/10.1509/im.11.0205

Zeng, N, Liu, Y., Gong, P., Hertogh, M., & Kénig, M. (2021). Do right PLS and do PLS
right: A critical review of the application of PLS-SEM in construction management
research. Frontiers of Engineering Management, 8(3), 356-3069.
https://doi.org/10.1007/s42524-021-0153-5

Zhong, Y., & Moon, H. C. (2020). What Drives Customer Satistaction, Loyalty, and
Happiness in Fast-Food Restaurants in China? Perceived Price, Service Quality, Food
Quality, Physical Environment Quality, and the Moderating Role of Gender. Foods,
9(4), 460. https://doi.org/10.3390/foods9040460

Zhou, J., Yang, J., & Zhou, X. (2021). Customer Cooperation and Employee Innovation
Behavior: The Roles of Creative Role Identity and Innovation Climates. Frontiers in
Pyychology, 12. https://doi.org/10.3389 /fpsye.2021.639531

Jurnal Manajemen Bisnis, 2023 | 110


https://doi.org/10.3389/fpsyg.2021.619314
https://doi.org/10.1509/jmkg.68.1.1.24036
https://doi.org/10.1177/0091026013517555
https://doi.org/10.3389/fpsyg.2022.847713
https://doi.org/10.3389/fpsyg.2022.863313
https://doi.org/10.1080/0965254x.2015.1095225
https://doi.org/10.1057/s41264-021-00105-0
https://doi.org/10.1509/jm.11.0205
https://doi.org/10.1007/s42524-021-0153-5
https://doi.org/10.3390/foods9040460
https://doi.org/10.3389/fpsyg.2021.639531

