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Abstract 

Spa and wellness services are growing and expanding remarkably in this region, 
including Malaysia. Consumer participation behaviour has become an essential part 
of these service-related business organizations, demanded by both locals and 
foreigner consumers. Thus, understanding consumer participation behaviour and 
customer value are essential. Although several studies have proposed the importance 
of consumer participation behaviour, however, understanding of how consumer 
participation behaviour impacts on attitudinal loyalty are still minimal, this study aims 
to analyze the critical dimensions of consumer participation behaviour and its 
consequences. The primary purpose of this study is to examine consumer participation 
behaviour towards service loyalty. The proposed conceptual framework is established 
using Service-Dominant Logic (S-D Logic) perspectives and Social Exchange Theory 
in service business domains perspectives. Understanding consumer participation 
behaviour is significant in the service industry since service-dominant logic has 
emerged as a pervasive phenomenon. This study adopted a quota sampling method 
of 573 respondents were involved in this study. Structural Equation Modeling (SEM) 
with Partial Least Squares (PLS) version 3.2.7 is used to run the analysis and test the 
hypotheses. The results indicated that there is a significant positive relationship 
between consumer participation behaviour on attitudinal loyalty in spa and wellness 
services. Based on these findings, the study recommended, among other things, that 
spa and wellness service providers must concentrate on understanding their customer' 
needs because their emotional influence drives customer purchase behaviour. The 
spa and wellness service providers need to develop a better plan and effective 
emotional marketing strategies to enhance their consumer participation behaviour in 
service delivery experiences.  The effective emotional marketing strategies will 
influence customer purchasing behaviour to increase value among service providers 
and local consumer in the spa and wellness. 

Keywords: Consumer Participation Behavior, Customer Emotional Response, 
Attitudinal Loyalty, Spa & Wellness Services, Malaysia 
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Introduction 

The business environment in a service industry has grown convoluted and vague 

because of globalization and development of information and communication 

technology (Osterwalder, 2004). The marketplace has become more dynamic, and 

rapid changes in technological developments have created possibilities in offering new 

and valuable user experiences. The rapid transformation of service-dominant (S-D) 

logic exchange (Lusch & Vargo, 2006) has affected the traditional customer-business 

organization relationship (Teece, 2010). This exchange transformation shows that 

there is a transformation of marketing discipline in the service industry. Consequently, 

the idea of value co-creation behaviour on customer participation behaviour aspects 

has been discussed by many scholars due to the essential effects on long-term 

customer relationship with business organizations (Dong, Evans & Zou, 2008; 

Roggeveen, Tsiros, & Grewal, 2011).  Prahalad and Ramaswamy (2004) already 

highlighted the issues of customers change their role towards participative consumers 

as the outcome of customer’s value co-creation (Pralahad & Ramasamy, 2004). The 

spa and wellness industry is a vibrant industry with the new service delivery 

importance, and also, customers are already reacting to the importance of healthy life 

nowadays. Wellness spa resorts in Malaysia are a unique treatment combination of 

spiritual and physical health and wellness, created based on the concept of 

detoxification, romance, rejuvenation, longevity, stress reduction, and relaxation 

(Malaysian Spa and Wellness Organization (MAWSPA), Ministry of Tourism, 2011). 

Furthermore, according to Aarikka-Stenroos & Jaakkola (2012), the increasing 

importance of customer participation behaviour between the customer-business 

organization interaction and the value co-creation service delivery mechanisms have 

remained largely unexplored. In response to this problem, this study proposed to 

investigate the relationship of customer participation behaviour towards the customer 

attitudinal loyalty in the spa and wellness industry. 

 

Literature Review 

Customer Value Co-creation Behaviour (CVCB) in this study referred to the 

relationship between service providers with customers which means there is more 

active and voluntary made by the participants, more active roles played by the 

participants, and more customized solutions, benefits or experiences provided to the 
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participants by the service providers. Many previous studies in the value co-creation 

research have significantly shaped with S-D logic paradigm.  Therefore the S-D logic 

in this conceptual framework based on many various academic investigations has 

discussed many related discussions on co-creation of value. Many academic scholars 

have put attention on the general service settings such as a study by Holbrook and 

Hirschman (1982), Prahalad and Ramaswamy (2004), Vargo and Lusch (2004), Vargo 

and Lusch (2008), Saarijarvi et al. (2013) and Moeller et al. (2013).  Another study in 

online services settings such as by Jaakkola et al. (2015), Chan et al. (2010), Fuller et 

al. (2011) and Hsieh (2015).  Recently, another context is service recovery by a study 

of Park and Ha (2016).  

Approximately discussion regarding the role of consumer divided into two 

perspectives. The central perspective believes that consumer is always co-creator of 

value (Vargo & Lusch, 2008). While the other perspective declines this thought and 

suggests that consumer is not always value co-creator, instead, a consumer is always 

a value creator (Gronroos, 2011). This study suggested that consumer value co-

creation behaviour based on suggestions from previous researches.  A study by Keng 

et al., (2007) showed that consumer behaviour towards shopping in services as an 

action-oriented phenomenon, this action-oriented phenomenon is similar to value co-

creation related to customer participation behaviour. 

Figure 1: Conceptual Framework 

Therefore Figure 1 illustrated the conceptual framework of this study based on 

the literature review related to previous academic discussions of customer-

organization relationships concept that derived from S-D Logic and SET in the service 

context. 
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Customer participation behaviour concept as one of the elements from customer 

value co-creation behaviour.  Customer participation behaviour is related with the 

exchange process that consumers voluntary perform and fulfil this task because this 

task is necessary to fulfil to make the service exchange successful between customer 

and business organization (Lengnick-Hall, 1996 Ennew & Binks, 1999). In other words, 

the customers and service organizations are solely reliant on one another for making 

the service success (Gronroos, 2011; Lawler, 2001), while the degree of inseparability 

and shared responsibility can differ in different service settings. Therefore, the 

hypothesis from this relationship stated as follows: 

H1:    Customer participation behaviour in a service exchange has a positive 

relationship with customer shared responsibility 

The consumers sharing responsibility is one of the elements from both parties, 

i.e., consumers and business providers, are required for the fruitful exchange between 

both parties. According to Lawler et al., (2000), the consumers' observation towards 

service outcome will control towards the service outcomes will rise.  So, their self-

confidence towards sharing responsibility in service exchange increase too. In the 

service delivery activity, both parties need to become more accountable and 

responsible to do successful service (Groth et al., 2005). Therefore, the hypothesis 

from this relationship is stated as follows: 

 

H2:    Customer shared responsibility has a positive relationship with customer 

emotional response relationships 

 

According to Kim et al., (2010), many marketing and organizational behaviour 

academics discussed the relation of consumer emotions towards loyalty behaviours. 

The satisfied customers are likely to compliment the service organization, and they will 

express their positive word-of-mouth referrals to other customers.  Therefore, the 

hypothesis from this relationship is stated as follows: 

 

H3: Customer emotional response has a positive relationship with service 

attitudinal loyalty  
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Research Method 

The data collection method for this study using a self-administered questionnaire.  

The sample size of respondents for this study collected from 573 customers.  The 

respondents of this study are chosen based on their experience in using any spa and 

wellness services in Malaysia. The research design is a nonprobability sampling 

design. This study will use the quota sampling method. Quota sampling is an excellent 

method to use to non-randomly selected where “respondents are selected non-

randomly based on their known proportion to the population (Frey et al., 2000). This 

study incorporates a variance-based partial least squares (PLS) technique.  PLS is a 

second-generation technique of data analysis which comes under the umbrella of 

structural equation modelling.  The use of PLS is becoming increasingly popular in 

social science due to its high predictability level.  For this study, the researcher decided 

to employ Smart PLS 3.2.7 (Ringle et al., 2017) for all PLS-related calculations in this 

study.   

Research Findings and Results 

The general demographic information of the total sample is explained to provide 

an overview of the description of respondents. Table 1 shows a demographic profile 

of respondents in this study. 

Table 1: Demographic Characteristics of the Respondents (n=573) 

Variables Frequency Percentage (%) 

Gender 

Male 216 37.7 

Female 357 62.3 

Marital Status 

Single 178 31.1 

Married 352 61.4 

Others 43 7.5 

Age 

Under 20 20 3.5 

21-30 years 188 32.8 

31-40 years 290 50.6 

41-50 years 51 8.9 

Above 50 years 24 4.2 

Race 

Malay 465 81.2 
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Chinese 72 12.6 

Indian 14 2.4 

Bumiputra Sabah 11 1.9 

Bumiputra 
Sarawak 

11 1.9 

Others 0 0 

The general demographic information of the total sample explained to provide an 

overview of the description of respondents (Table 5.2). Of the 573 respondents, 56.1% 

(315) were male, and 43.9% (246) were female. The majorities of respondents were 

Malay (81.2%) and were between the ages of 31 and 40 (50.6%). 

The analysis of this study will adopt the two-steps analytical procedure proposed 

by Anderson and Gerbing (1988). Hair et al. (2013) proposed that loading should 

higher than 0.5, and CR is more significant than 0.7 to access convergent validity. For 

AVE, Barclay et al., (1995) claimed that it should be more than 0.5. As shown in Table 

2, the loadings for all items were in the range of 0.691 – 0.938, and all of them met the 

criteria set by Hair et al., (2013). The CR values are also exceeding the 0.7 cuts off 

value, and the AVEs are also higher than 0.5 as required by Barclay et al., (1995). 

Thus, it shows that all the constructs which used are all valid measures of their 

respective constructs according to their parameter estimates and statistical 

significance (Chow and Chan, 2008). Discriminant validity indicates the extent to which 

a given construct differs from other constructs. As such, this study has also tested the 

discriminant validity using this new suggested method, and the results showed in 

Table 2. If the HTMT value is higher than the value of 0.85 (Kline 2011), or value of 

0.90 (Gold et al., 2001) then there is a problem of discriminant validity as all the values 

passed the HTMT0.90 (Gold et al., 2001) and also the HTMT0.85 (Kline, 2011) shown 

in Table 2 indicating that the result of discriminant validity determined. Moreover, the 

standardized root means square residual (SRMR) is used to test the model fit in PLS-

SEM analysis (Henseler et al., 2014). 
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Table 2: Discriminant Validity (HTMT Ratio) 

ADV ATTL CER CSR FB HLP ISE ISH PI RB TOL 

ADV 

ATTL 0.607 

CER 0.682 0.749 

CSHR 0.681 0.697 0.808 

FB 0.764 0.484 0.600 0.581 

HLP 0.683 0.520 0.488 0.608 0.552 

ISE 0.649 0.617 0.708 0.666 0.679 0.551 

ISH 0.698 0.621 0.758 0.656 0.717 0.509 0.868 

PI 0.731 0.596 0.732 0.657 0.725 0.375 0.688 0.822 

RB 0.701 0.599 0.699 0.701 0.711 0.566 0.830 0.860 0.749 

TOL 0.720 0.667 0.723 0.863 0.614 0.704 0.562 0.676 0.636 0.681 

Establish at HTMT 0.9

Table 3 presents the outcome of the collinearity test. The VIF value for each of 

the constructs is lower than the offending value of 3.3 (Diamantopoulos and Siguaw, 

2006), thus suggesting that there is no issue with collinearity in the study.   

Table 3: Multicollinearity Assessment (VIF) 

Model Construct Customer 
Shared 

Responsibility 

(CSHR) 

Customer 
Emotional 
Response 

(CER) 

Service 

Loyalty 

(ATTL) 

CVCB: 

Customer Participation 
Behavior (CPB) 

2.275 

Customer Shared 
Responsibility (CSHR) 

1.000 

Customer Emotional Response 
(CER) 

1.000 

Service Loyalty: ATTL 1.000 
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Path analysis was used to test the hypothesis generated from the research 

model. In terms of significance, Chin (1988), suggested using the bootstrapping 

procedure while using PLS. Table 5 illustrates the results of path coefficient 

assessment using the bootstrapping procedure for each of the hypothesized 

relationships in the model. The proposed relationships are all significant at 99 per cent 

confidence interval (CPB→CSHR, β0.294, t5.573; LL0.194, UL0.406; (CSHR→CER, 

β0.772, t24.840; LL0.702, UL0.824) and (CER→ATTL, β0.708, t18.382; LL0.631, 

UL0.780). Hence, the result showed that customer participation behaviour has a 

positive effect on customer shared responsibility; a customer shared responsibility has 

a positive effect on customer emotional response in spa and wellness business 

organizations. Customer emotional response has a positive effect on service 

attitudinal loyalty in spa and wellness service providers. 

Table 4 shows a summary of the hypothesis testing results. From the four 

hypotheses developed in the conceptual framework, all of the hypotheses supported. 

The hypotheses are H1, H2, H3, and H4. Table 4 shows the overall results for path 

coefficient and hypothesis testing 

Table 4: Path Coefficient and Hypothesis Testing 

Hypothesis Relationship 
Direct Effect 

(Beta) SE T-
statistic
s value 

Confidence 
Interval 

Estimates 

Decisions 

LL UL 

H1 
 CPB -> 
CSHR 

0.294 0.055 5.573** 0.194 0.406 Supported 

H2 CSHR -> CER 0.772 0.031 24.84** 0.702 0.824 Supported 

H3 CER -> ATTL 0.708 0.038 18.382** 0.631 0.780 Supported 

Table 5 presents the assessment of the coefficient of determination (R2), the 

effect size (f2) as well as the predictive relevance (Q2) of exogenous variables on the 

endogenous variable in this study. The value for the coefficient of determination (R2) 

for CSHR is 59.8. The result suggested that the exogenous variables in this study, 

namely customer participation behaviour, and customer citizenship behaviour explain 

59.8 per cent of variances in customer shared responsibility. 
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Table 5: Determination of Coefficient (R2) Predictive Relevance 
(Q2) and Effect Size (f2) 

 Coefficient of 
determination 

Predictive 
Relevance 

Effect size (f2) 

 R2 Q2 CSHR  CER ATTL 

CPB   Small  High 

CSHR 59.8 0.408  High  

CER 59.6 0.458   High 

ATTL 50.2 0.321   High  

      

 

The value for the coefficient of determination (R2) for CER is 59.6. The result 

showed that the exogenous variables in this study, namely customer shared 

responsibility explains 59.6 per cent of variances in customer emotional response. The 

value for the coefficient of determination (R2) for ATTL is 50.2. The result suggested 

that the exogenous variables in this study, namely customer emotional response 

(CER) explain 50.2 per cent of variances in service attitudinal loyalty (ATTL). Overall, 

the Q2 value of 0.408 (CSHR), 0.458 (CER) and 0.321 (ATTLL) which is more 

significant than 0 (Hair et al., 2014) suggesting that all exogenous variables possess 

predictive ability over the endogenous variable. Each of the exogenous variables has 

small to high effect size on the endogenous variable. 

 

Analysis and Discussion of Findings  

Understanding co-creation of value is essential throughout today’s economy in 

which consumption of services is a significant activity for consumers, and it showed 

that the business organization and customers must organize to co-create towards 

delivering benefits to consumers with their co-creation involvements by themselves 

(Edvardsson & Oskarsson, 2011).  Customer participation behaviour has found 

positively influence customer shared responsibility (CSHR).  Findings of this study 

show that customer participation behaviour affects customer shared responsibility.  

This finding implies that customer voluntary participates them in sharing the 

responsibilities in the value co-creation process. As drawn by Diz Comesan and 

Rodrıguez-Lopez (2011), the actions of the employee with the consumers straightly 

affect customer participation. Thus, this is why managing customer participation 

behaviour is critical and as a vital tool in the implementation of customer co-creation. 
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A customer shared responsibility and customer emotional response involves the 

mutual communication between the customers and business organizations (Payne, 

Storbacka, & Frow, 2008). This two elements showed that consumer perceptions of 

sharing responsibility and emotions linked between customer-employees of spa and 

wellness. The possibility of the customer using the same service provider and 

recommend the service to other consumers is very high (Grissemann and Stokurger-

Sauer, 2012, (Cova et al., 2011).  Therefore, in the spa and wellness industry, the role 

of emotions is significant during service encounters. The findings also revealed that 

business organizations need to emphasize the customer’s emotions in service 

encounters. Service providers need to perform specific roles that are shaped by 

customer social expectations. The study also confirms that many past studies which 

demonstrate the link between customer positive emotions and loyalty (Lee, 2012; 

Grissemann and Stokurger-Sauer, 2012; Shaw et al., 2011; Dong et al., 2008).  

Therefore, business organizations need to give attention to the importance of 

customer emotional response aspect.  This findings also showed that that the 

customer benefits form the co-creation experience may yet offer an opportunity for 

value creation towards customer attitudinal loyalty for service organizations (Prahalad 

and Ramaswamy, 2004) in the spa and wellness industry. 

This study provides unique contributions to practitioners and will help create 

effective marketing strategies for the spa and wellness industry. The spa and wellness 

service providers need to fully understand how customer participation behaviour 

generates a relationship between customer value co-creation behaviours and 

customer behavioural outcomes. Spa and wellness service providers should consider 

what customers can do with the services rather than what to do for customers to 

encourage active value creators. Consequently, spa and wellness service providers 

should collaborate with customers and meet expectations to create value.  Therefore, 

managers should consider offering innovative, value-added services to enhance 

customer experience, creating an increase in customers' willingness to engage in 

value creation. Furthermore, refined data from customers provides a business 

organization resource that engages customers in their value-creating process, a 

process leading to company value creation supported by increased customer loyalty 

(Saarijarvi et al., 2013).  
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This section discusses the limitations associated with the present research’s 

design and methodology. Despite theoretical and managerial implications, 

interpretation of this study’s results must recognize several limitations requiring further 

examination and research. Although the present study is a pioneer designed to identify 

customer perception of customer value co-creation and behaviour creating value in 

the spa and wellness industry, the study is an initial step towards understanding and 

predicting relationships between customer perception of spa and wellness co-creation 

service process and customer value co-creation behaviour. Thereby, future research 

needs to achieve a complete picture of spa and wellness services and customer value 

co-creation behaviour.  Findings of the study showed that customer participation 

behaviour is a positive relationship with shared responsibility and customer emotional 

response towards service loyalty (attitudinal loyalty). The customers will feel motivated 

to buy specific service or things based on their emotions (Levy & Hino 2016). The 

elements of emotions from the customers have been discussed in various academic 

researchers also (Pham et al., 2001; Yu & Dean, 2001; Phillips & Baumgartner, 2002). 

Therefore, it is essential to business organization to look into the elements of 

emotional customer marketing. Most business organizations have yet to understand 

that customer value co-creation behaviour is not a time-wasting process but a tool to 

create loyal and satisfied customers. This study has shown that customer participation 

behaviour could be an effective and efficient tool to enhance business or develop new 

products based on co-creation process activity. 
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