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ABSTRACT 

In recent decades, researchers have increasingly focused on value co-creation behavior, 

especially in the retail industry, where it is considered a key factor for growth and long-term 

sustainability. Although much of the existing research has concentrated on exploring the 

dimensions and antecedents of value co-creation, there is still a significant gap in 

understanding its impact on relational marketing aspects. Applying the service-dominant (S-

D) logic and social exchange theories, this paper presents a conceptual framework for value 

co-creation behavior, trust, and member loyalty, with a particular focus on consumer 

cooperatives in Sarawak. While previous studies have investigated the relationship between 

value co-creation behavior and member loyalty, there is a lack of research specifically 

examining the mediating role of trust, particularly in the context of the consumer cooperative 

sector. Furthermore, the application of these concepts within the context of cooperatives in 

developing markets remains largely underexplored. To bridge this gap, this conceptual paper 

seeks to propose a value co-creation behavioral framework that integrates trust and member 

loyalty, analyzed within the context of consumer cooperatives in developing markets. 
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INTRODUCTION  

According to Grönroos (2012), value co-creation refers to a “joint collaborative activities by 

parties involved in direct interactions, aiming to contribute to the value that emerges for one 

or both parties”. A core objective of any business organization is to deliver value to its 

customers through the provision of goods and services. The process of value creation is a key 

indicator of business success, as it plays a crucial role in fostering customer satisfaction and 

loyalty (Yi, 2014). Customers actively participate in value creation by engaging in activities 

that benefit businesses, such as sharing information, interacting with employees, and 

collaborating with other customers (Kim, Tang & Bosselman, 2019). Rubio, Villaseñor, and 

Yagüe (2020) emphasize that value co-creation remains a key focus in the Marketing 4.0 era.  

 

However, despite the growing body of research in this field, significant conceptual 

ambiguities persist (Rubio et al., 2020). As the understanding of value co-creation continues 

to evolve, there is a growing need for a unified perspective among both scholars and industry 

professionals (Rubio et al., 2020). Although previous research has thoroughly explored the 

influence of rational factors (e.g., customer trust) and emotional factors (e.g., affective 

commitment) on customer loyalty, it has not sufficiently examined the role of interactional 

factors, such as value co-creation, as key determinants of customer loyalty (Iglesias et al., 

2020). Among the few studies addressing this gap, Cossío-Silva et al. (2016) found that 

customer co-creation behavior positively contributes to loyalty within the personal care 

service industry. Similarly, Kaufmann, Loureiro, and Manarioti (2016) found that active 

customer participation in co-creation within brand communities enhances brand loyalty. Egan 

(2011) further asserted that delivering optimal value to customers and involving them in the 

co-creation process strengthens customer retention and loyalty. Through active participation, 

customers can identify new opportunities and develop relationships with service providers, 

thereby decreasing the likelihood of relationship dissolution. These findings highlight the 

critical role of co-creation in fostering customer loyalty. 

 

Member loyalty is essential for the long-term viability and sustainability of cooperatives. To 

maintain and enhance member loyalty, cooperatives must actively build strong relationships, 

develop a deeper understanding of member needs, and foster commitment and satisfaction 

among their members (Maghfiroh & Rusdarti, 2016). Cooperatives, as independent 

organizations, are composed of individuals who voluntarily come together to achieve 

 
 

 

common economic, social, and cultural goals through collectively owned and democratically 

governed enterprises. Their success and sustainability depend on the commitment and active 

participation of their members.  

 

However, a significant challenge faced by many cooperatives today is ensuring continuous 

member support, which is often regarded as a key indicator of member loyalty (Abd Malik, 

Yacob & Ali, 2025). These challenges align with the findings of Harisudin, Adi, and Pratama 

(2020), who identified intense competition, declining membership, and a lack of member 

loyalty as significant obstacles impacting cooperative performance. Unlike other business 

models, the success and sustainability of cooperatives are directly linked to their membership, 

as they depend heavily on the active participation and ongoing support of their members 

(Othman et al., 2012). 

 

Moreover, Kinyuira (2017) asserts that many cooperatives will eventually face survival 

challenges due to members' lack of trust, commitment, and loyalty, often stemming from 

insufficient knowledge about cooperatives. Similarly, Tadesse and Kassie (2017) examined 

marketing cooperatives in rural Ethiopia and found that many farmers exhibited low levels of 

trust in their cooperatives, lacked internal trust within the organization, and demonstrated 

weak commitment. Furthermore, customer loyalty is considered an invaluable intangible 

asset that provides a competitive advantage.  

 

However, there remains a significant gap in research regarding customer citizenship 

behaviors related to trust and loyalty within the cooperative sector (Yacob et al., 2020). 

Addressing trust issues among cooperative members is crucial, as trust serves as a key 

determinant of member loyalty (Tadesse & Kassie, 2017). There is limited understanding of 

whether trust acts as a mediator in the relationship between value co-creation dimensions and 

loyalty. Therefore, it is essential to examine the mediating role of trust in influencing loyalty 

within the context of cooperatives. 
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LITERATURE REVIEW  

Service-Dominant (S-D) Logic Theory 

Service-Dominant Logic (S-D Logic) suggests that value is co-created through the dynamic 

interactions between service providers and customers during the consumption process, rather 

than being generated solely through a one-way exchange (Vargo & Lusch, 2016). Vargo and 

Lusch (2004) introduced the Service-Dominant (S-D) Logic theory, which provides a holistic 

perspective on marketing by emphasizing that service is the fundamental basis of all 

exchanges, while goods function primarily as a means of service delivery (Vargo & Lusch, 

2016). Furthermore, Vargo and Lusch (2016) highlight value co-creation as a central tenet of 

S-D Logic, underscoring the critical role of customers as co-creators in the value creation 

process during service interactions. Without active engagement between customers and 

service providers, firms risk losing opportunities for value creation, which may result in the 

failure of the co-creation process. 

 

Social Exchange Theory 

Social exchange theory is a wide conceptual framework that applies to various fields of social 

science, including management, social psychology, and anthropology (Cropanzano et al., 

2017). According to Saglam et al., (2022), Social exchange theory (SET) was initially created 

as a sociological theory to study how people's social actions are influenced by the sharing of 

resources. The theory of social exchange proposes that the way people behave socially is 

influenced by the process of exchange (Yacob et al., 2020). The main concept of this theory 

is that when people form and continue relationships based on exchanging things, they expect 

to gain something in return (Blau,1968). Building on this concept, trust develops as a result of 

value co-creation (Yacob et al., 2020).  

 

Social exchange theory (SET) could have a significant impact on customers' willingness to 

participate in value co-creation activities. This is particularly relevant when customers are 

content and have trust in the service providers (Farhana, 2021). In service-dominant logic 

theory, the majority of research on value co-creation has focused on the interactions between 

customers and providers (Novani & Kijima, 2012). Meanwhile, social exchange theory serves 

as the supporting theory and offers a foundation to suggest a mutual connection between 

value co-creation and loyalty (Farhana, 2021). Since service-dominant logic (S-D logic) 

serves as the underlying theory, the various dimensions of value co-creation are taken as the 

 
 

 

factors that come before, known as antecedents, to study how they impact loyalty (Farhana, 

2021). In addition, applying social exchange theory (SET) to the concept of value co-creation 

can be valuable, as it helps explain why consumers often feel a sense of responsibility to 

engage in behaviours beyond their regular roles (Assiouras et al., 2019), like participating in 

co-creating value. Yacob et al. (2020) add more, the implications of these social exchange 

relationships occur when customers trust the service provided or feel they have received 

better treatment than expected. 

 

Value Co-Creation Behaviour 

This study conceptualizes value co-creation behavior as a multidimensional construct 

comprising two key factors: customer participation behavior and customer citizenship 

behavior (Yi & Gong, 2013). Within the cooperative context, where customers also function 

as members, these factors are redefined as member participation behavior and member 

citizenship behavior. 

 

Customer Participation 

Customer participation behavior refers to the active collaboration between customers and 

companies in the co-creation of products or services (Yi & Gong, 2013; Foroudi et al., 2019). 

The level of participation may vary in intensity throughout the service delivery process, 

depending on the nature of the service (Ida, 2017). Naeem and Di Maria (2021) further 

emphasize that participating customers exhibit distinct attitudes and behaviors by 

contributing their resources to the co-creation process. This behavior plays a vital role in 

effective value co-creation, with the original measurement scale identifying four key factors 

of customer participation: information seeking, information sharing, cooperative behavior, 

and personal interaction (AbdelAziz et al., 2023).  

 

According to Roy et al., (2020) emphasize that customers actively seek information to 

understand better the services they will receive and their roles in the value co-creation 

process. This information-seeking behavior helps reduce uncertainty while enabling 

customers to acquire the necessary knowledge and skills for effective resource integration 

(Lee, Hsiao & Chen, 2017). Additionally, information sharing is crucial, as employees rely 

on accurate customer-provided information to perform their roles effectively (Yacob et al., 

2018). A lack of accurate information sharing can negatively impact the value co-creation 
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experience (Khan & Hussainy, 2017). This factor is essential for successful value co-creation, 

as customers are expected to comply with employee directives, such as being present when 

required (Yi & Gong, 2013). Khan and Hussainy (2017) further stress that responsible 

customer behavior is crucial for the effectiveness of the co-creation process.  

 

Additionally, personal interaction between customers and employees, or interpersonal 

relationships, plays a vital role in facilitating value co-creation (Yi & Gong, 2013). These 

interactions are strengthened by elements such as respect, friendliness, and courtesy. 

Furthermore, customers often contribute resources by providing physical assistance or advice 

to others, fostering interactions and creating a temporary sense of camaraderie among 

participants (Rihova et al., 2018). 

 

Customer Citizenship 

Customer citizenship behavior encompasses voluntary actions that go beyond a customer’s 

expected role, involving positive contributions toward other customers, employees, or the 

company (Assiouras et al., 2019). Recent research suggests that customer value creation 

behavior can be understood as a form of customer citizenship behavior, highlighting extra-

role activities that provide exceptional value to the firm (Yi & Gong, 2013; Arıca & Kozak, 

2019; Assiouras et al., 2019). These behaviors include offering feedback, advocating for the 

company, promoting it through positive word-of-mouth, assisting other customers, and 

exhibiting patience and tolerance when services or products do not fully meet expectations 

(AbdelAziz et al., 2023). Yi and Gong (2013) emphasize the significance of customer 

citizenship behavior in enhancing the co-creation experience and informing strategies for 

value co-creation. This behavior provides firms with a competitive advantage by facilitating 

value co-creation among customers and supporting the development of additional co-creation 

strategies. It consists of four key dimensions: feedback, advocacy, helping, and tolerance. 

 

According to Kim, Tang, and Bosselman (2019), feedback is a voluntary action rather than a 

necessity for successful service delivery; while customers may choose to provide feedback, 

its absence does not hinder the overall service process. Advocacy is defined as 

"recommending the business, whether the firm or the employee, to others such as friends or 

family" (Yi & Gong, 2013, p. 182). Khan and Hussainy (2017) highlight that referrals and 

recommendations are particularly valuable in service industries, as they enhance product 

 
 

 

promotion, strengthen brand reputation, and contribute to business growth. Helping behavior 

in service co-creation involves customers' willingness to assist and support each other, 

actively engaging in the collaborative value creation process (Yacob et al., 2020). Lastly, 

tolerance refers to "the customer's willingness to be patient when service delivery does not 

meet their expectations, such as in cases of delays or equipment shortages" (Yi & Gong, 

2013, p. 1820). Collectively, these extra-role behaviors associated with customer citizenship 

behavior contribute to the smooth functioning of a company’s social system. 

 

Trust as A Mediator 

In marketing literature, consumer trust is recognized as a fundamental factor in facilitating 

successful business transactions and sustaining long-term relationships (Japarianto & Adelia, 

2020). According to Arıca et al., (2023), a strong trust-based relationship between customers 

and service providers contributes to increased customer loyalty, active engagement, and 

greater cooperation with the organization (Ferm & Thaichon, 2021).  

 

In the context of Islamic banking, trust serves as a key mediator in the relationship between 

customer satisfaction and loyalty (Albaity & Rahman, 2021). Its importance remains evident, 

as trust not only influences customer loyalty but also plays a vital role in fostering 

cooperative relationships between customers and Islamic banks. Consumer trust can be 

defined as a willingness of one party to take a risk based on their expectation that the other 

party will act in their favor, even without constant supervision and control over the trusted 

party's actions (Maeriyana, Soesilowati & Rozi 2019). Customer trust plays a crucial role in 

fostering customer loyalty (Kalia et al., 2021). It serves as a significant and fundamental 

foundation for building loyalty (Carranza, Dıaz, & Martın-Consuegra, 2018). When 

customers have trust in a brand, it leads to their loyalty towards that brand (Quoquab, Sadom 

& Mohammad, 2019).   

 

A recent study by Pervez, Khawaja, and Sarfraz (2022) highlights the mediating role of 

customer trust in the relationship between value co-creation and loyalty. Similarly, prior 

research by Ali et al. (2017) indicates that trust mediates the relationship between member 

participation and member citizenship in fostering loyalty. These findings suggest that trust 

among members facilitates an effective value co-creation process. However, a comprehensive 

review of the literature reveals a scarcity of studies examining the role of trust as a mediator 
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in the relationship between value co-creation behavior and loyalty, particularly within the 

consumer cooperatives sector. 

 

Loyalty 

According to Cossio-Silva et al. (2016) suggest that value co-creation behavior influences 

both attitudinal and behavioral dimensions of loyalty. Loyalty is a multifaceted concept that 

can be defined in various ways. Behavioral loyalty refers to repeated purchasing behavior, 

whereas attitudinal loyalty is associated with a customer's emotional attachment and 

commitment to a product or service (Cossio-Silva et al., 2016). Developing and maintaining 

customer loyalty is often regarded as a primary objective of business efforts (Singh, Iglesias, 

& Batista-Foguet, 2012). In the context of services marketing, customer loyalty is defined as 

a consumer’s willingness to establish a long-term relationship with a brand and actively 

recommend it to others (Lovelock & Wirtz, 2011; Markovic et al., 2018). Many businesses 

prioritize customer loyalty, as loyal customers contribute to business growth by attracting 

new clients through positive word-of-mouth (Lariviere et al., 2014).  

 

In the cooperative sector, member loyalty presents a distinct challenge due to the cooperative 

business model itself (Morfi et al., 2015). Loyalty within cooperatives depends on their 

ability to function effectively, which can be complex due to the need to balance economic 

performance with the diverse interests of their members (Klafke et al., 2022). Cooperative 

members typically expect lower input costs and higher returns on their products, necessitating 

that cooperatives operate competitively, maintain strong financial performance, and 

effectively fulfill members’ needs (Klafke et al., 2022). 

 

 

 

 

 

 

 

 

 
 

 

Conceptual Framework and Hypotheses 

   

Figure 1: Conceptual framework adapted by Yi and Gong (2013) and Kolb (2015) 

 

Due to the mixed findings from various studies, the following hypotheses are 

developed: 

H1: MP → T 

H2: MC → T 

H3:      T → L 

H4:      MP → T → L 

H5:      MC → T → L 

 

Methodology 

The target respondents for this study comprise members of consumer cooperatives in 

Sarawak. Participants were selected from cooperatives across various major divisions in the 

state, including Bintulu, Kinawot, Kapit, Kuching, Lawas, Limbang, Marudi, Meradong, 

Miri, Mukah, Samarahan, Saratok, Sarikei, Serian, Sibu, Simunjan, and Sri Aman. The study 

employed purposive sampling, with specific selection criteria for respondents. These criteria 

required participants to be cooperative members actively engaged in subscribing to the 

products or services offered by consumer cooperatives, such as food, beverages, apparel, and 

other related items.  

 



Volume 21  |  2025 39

 
 

 

in the relationship between value co-creation behavior and loyalty, particularly within the 

consumer cooperatives sector. 

 

Loyalty 

According to Cossio-Silva et al. (2016) suggest that value co-creation behavior influences 

both attitudinal and behavioral dimensions of loyalty. Loyalty is a multifaceted concept that 

can be defined in various ways. Behavioral loyalty refers to repeated purchasing behavior, 

whereas attitudinal loyalty is associated with a customer's emotional attachment and 

commitment to a product or service (Cossio-Silva et al., 2016). Developing and maintaining 

customer loyalty is often regarded as a primary objective of business efforts (Singh, Iglesias, 

& Batista-Foguet, 2012). In the context of services marketing, customer loyalty is defined as 

a consumer’s willingness to establish a long-term relationship with a brand and actively 

recommend it to others (Lovelock & Wirtz, 2011; Markovic et al., 2018). Many businesses 

prioritize customer loyalty, as loyal customers contribute to business growth by attracting 

new clients through positive word-of-mouth (Lariviere et al., 2014).  

 

In the cooperative sector, member loyalty presents a distinct challenge due to the cooperative 

business model itself (Morfi et al., 2015). Loyalty within cooperatives depends on their 

ability to function effectively, which can be complex due to the need to balance economic 

performance with the diverse interests of their members (Klafke et al., 2022). Cooperative 

members typically expect lower input costs and higher returns on their products, necessitating 

that cooperatives operate competitively, maintain strong financial performance, and 

effectively fulfill members’ needs (Klafke et al., 2022). 

 

 

 

 

 

 

 

 

 
 

 

Conceptual Framework and Hypotheses 

   

Figure 1: Conceptual framework adapted by Yi and Gong (2013) and Kolb (2015) 

 

Due to the mixed findings from various studies, the following hypotheses are 

developed: 

H1: MP → T 

H2: MC → T 

H3:      T → L 

H4:      MP → T → L 

H5:      MC → T → L 

 

Methodology 

The target respondents for this study comprise members of consumer cooperatives in 

Sarawak. Participants were selected from cooperatives across various major divisions in the 

state, including Bintulu, Kinawot, Kapit, Kuching, Lawas, Limbang, Marudi, Meradong, 

Miri, Mukah, Samarahan, Saratok, Sarikei, Serian, Sibu, Simunjan, and Sri Aman. The study 

employed purposive sampling, with specific selection criteria for respondents. These criteria 

required participants to be cooperative members actively engaged in subscribing to the 

products or services offered by consumer cooperatives, such as food, beverages, apparel, and 

other related items.  
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Furthermore, Sarawak's economy is the third-largest contributor to Malaysia's GDP (Lee & 

Voon, 2022), making it a significant region for economic activity. Additionally, the 

cooperative movement in Sarawak was established later than in other states, further 

enhancing the relevance of this research. Consumer cooperatives are the fourth-largest 

contributors to the national economy in terms of turnover, following banking, credit, and 

service cooperatives (Zakaria et al., 2022). This underscores the importance of studying 

consumer cooperatives in Sarawak, as they play a key role in the economic landscape while 

facing unique challenges due to their relatively recent establishment and the diverse cultural 

composition of their members.   

 

In this study, completed questionnaires will be collected concurrently with their distribution, 

utilizing both physical and online methods. The same enumerators will handle both 

distribution and collection. Approximately 300 respondents will be targeted to ensure reliable 

data and provide a buffer for any potential errors in questionnaire responses. According to G 

Power 4.0.9.6 calculations, the minimum required sample size for this study is 138 

respondents (f2 = 0.15, number of predictors = 5). The analysis will be conducted using IBM 

SPSS Statistics Version 29 and Smart PLS 4.0.9.6. 

 

CONCLUSION 

This study presents important practical implications for the cooperative movement in 

Malaysia by highlighting the essential role of value co-creation behavior in the success of 

cooperatives. It contributes to the development of a conceptual framework for value co-

creation within consumer cooperatives, offering both theoretical and practical insights into 

the behavioral model and its applications. The proposed framework establishes the 

relationship between co-creation behavior and member loyalty, providing valuable guidance 

for practitioners in refining their marketing strategies. Furthermore, the findings enhance the 

understanding of how membership duration and roles influence loyalty, emphasizing their 

significance in fostering strong relationships within the cooperative sector. Additionally, this 

study underscores the importance of active member participation and citizenship as key 

dimensions of value co-creation. By recognizing these factors, cooperatives can better 

understand how they contribute to strengthening member loyalty and improving overall 

cooperative sustainability. 
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