
 
 

University of Birmingham

A conceptual approach to the tourist value co-
creation
Carvalho, Pedro Miguel; Díaz-Méndez, Montserrat; Quero-Gervilla, María J.; Saren, Michael

DOI:
10.54055/ejtr.v34i.2647

License:
Creative Commons: Attribution (CC BY)

Document Version
Publisher's PDF, also known as Version of record

Citation for published version (Harvard):
Carvalho, PM, Díaz-Méndez, M, Quero-Gervilla, MJ & Saren, M 2023, 'A conceptual approach to the tourist
value co-creation: Dimensions, antecedents and consequences', European Journal of Tourism Research, vol.
34, 3407. https://doi.org/10.54055/ejtr.v34i.2647

Link to publication on Research at Birmingham portal

General rights
Unless a licence is specified above, all rights (including copyright and moral rights) in this document are retained by the authors and/or the
copyright holders. The express permission of the copyright holder must be obtained for any use of this material other than for purposes
permitted by law.

•Users may freely distribute the URL that is used to identify this publication.
•Users may download and/or print one copy of the publication from the University of Birmingham research portal for the purpose of private
study or non-commercial research.
•User may use extracts from the document in line with the concept of ‘fair dealing’ under the Copyright, Designs and Patents Act 1988 (?)
•Users may not further distribute the material nor use it for the purposes of commercial gain.

Where a licence is displayed above, please note the terms and conditions of the licence govern your use of this document.

When citing, please reference the published version.
Take down policy
While the University of Birmingham exercises care and attention in making items available there are rare occasions when an item has been
uploaded in error or has been deemed to be commercially or otherwise sensitive.

If you believe that this is the case for this document, please contact UBIRA@lists.bham.ac.uk providing details and we will remove access to
the work immediately and investigate.

Download date: 29. May. 2023

https://doi.org/10.54055/ejtr.v34i.2647
https://doi.org/10.54055/ejtr.v34i.2647
https://birmingham.elsevierpure.com/en/publications/f47f20cb-a4a3-42c1-8796-b3a5005496c5


 

 

© 2023 The Author(s) 
This work is licensed under the Creative Commons Attribution 4.0 International (CC BY 4.0). To 
view a copy of this license, visit https://creativecommons.org/licenses/by/4.0/ 

RESEARCH PAPER 1 
 

 
 

A conceptual approach to the tourist value co-creation: 
Dimensions, antecedents and consequences 

 
Pedro Miguel Carvalho 1*, Montserrat Díaz-Méndez 2, María J. Quero-Gervilla 3  

and Michael Saren 4 

 
1 Polytechnic Institute of Viana do Castelo, CITUR, Portugal. Email: pc@estg.ipvc.pt 
2 University of Extremadura, Spain. Email: mdmendez@unex.es 
3 University of Málaga, Spain. Email: mqg@uma.es 
4 University of Leicester, UK. Email: majs1@leicester.ac.uk 
 
*Corresponding author

 
Abstract  
In the last decades, several studies related to the Service-Dominant Logic approach were carried out, where the 
tourism industry is not an exception. As such, multiple works associated with this research stream have been 
developed, with a special focus on the tourist value co-creation. This article presents a conceptual model that aims 
to aggregate the various dimensions of customer value co-creation with its antecedent and consequent factors in 
the tourism industry. On the other hand, it proposes practical implications for the tourist organizations building 
on conceptual contributions. Thus, this article reveals the importance of other constructs of tourist value co-
creation which surpass the behavioral dimension of the customer, namely, attitude, significance and recognition. 
Furthermore, this study systematizes the multiplicity of antecedent and consequent factors, recognizing that they 
may be grouped into factors associated to the company as well as to the customer. 
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1. Introduction 
In the 1970s, Lynn Shostack (1977), in an article published in the Journal of Marketing, presented, for 
the first time, Service Marketing as a distinct, separate and relevant field of research. Supported by the 
currents of marketing thought of that period, between 1977 and 2004, a large number of studies related 
to this new area of investigation were published (Berry & Parasuraman, 1993; Grönroos & Gummesson, 
1985; Langeard & Eiglier, 1987), discussing concepts and models based on the service, with a research 
focus oriented to the facilitation and management of interactions between the company and the 
customer (Grönroos, 2006). However, in 2004, Vargo & Lusch (2004), also in an article published in the 
Journal of Marketing, presented a new perspective for marketing basing their arguments on a set of 
propositions. For these authors, economic theory had been fundamentally linked to units produced 
(products), which are imbued with value during the production process, ideally standardized and 
carried out in isolation from the customer, with the aim of being sold on the market for the capture and 
demand stimulation. 
 
According to Vargo & Lusch (2004, 2008), these would be the basic ideas that had guided the 
development of all economic theory and of all disciplines that came from the work developed by Adam 
Smith (Smith, 2007). However, these authors refuted the classic orientation –‘output-centric’, for a new 
orientation – ‘process-centric’.  
 
Based on liberal and neo-liberal economic theory, marketing scholars have traditionally conceptualised 
marketing relationships as predominantly being those between buyers and sellers and constituted 
through uni-directional flows of information from corporations, to a rational, logical and homogenised 
consumer audience (Caruana and Crane, 2008). Nevertheless, Vargo and Lusch (2004) change the 
perspective of understanding markets and marketing with Service-dominant (S-D) Logic approach. 
These researchers contend as a basic principle that all economies are economies of services, since service 
is the fundamental basis for exchange. Manufacturing is just a special case of service provision (Vargo 
& Lusch, 2004). These researchers conceptualise service as a value creation process and value as an 
interactive construction between ‘actors’ (previously providers and consumers) as ‘resource integrators’ 
(Vargo & Lusch, 2008).  
 
Thus, Vargo & Lusch (2006) contradicts the traditional worldview, in which firms are seen as the sole 
creator of value, recognizing that value is always co-created through the interaction of actors. Since 
then, several studies related to the development of co-creation of value in a dyadic, triadic and 
networked perspective were developed (Ballantyne & Varey, 2008; Vargo & Akaka, 2009; Grönroos, 
2009; Gummesson & Mele, 2010; Chandler & Vargo, 2011; Akaka, Vargo & Lusch, 2012; Grönroos & 
Gummerus, 2014). 
 
The S-D Logic has also received increasing attention in the tourism sector. (e.g. Park & Vargo, 2012; 
Horbel, 2013) and, within this industry, it is worth noting the abundance of studies carried out, with 
particular emphasis on customer value co-creation (Grissemann & Stokburger-Sauer, 2012; Hsiao, Lee 
& Chen, 2015; Buononcontri, Morvillo, Okumus, & van Niekerk, 2017; Busser & Shulga, 2018; Xu, Liu & 
Lyu, 2018). However, although several researchers have emphasized the importance of carrying out 
more studies on the co-creation of value in this industry (cf. Grissemann & Stokburger-Sauer, 2012; Cha, 
Yi & Bagozzi, 2016), it should be noted the scarcity of works that systematizes the knowledge produced 
on this key topic (Galvagno & Dalli, 2014; Mohammadi et al., 2020). However, there is no work that aims 
to identify the dimensions of customer value co-creation and to systematize its antecedent and 
consequent factors, applied to the tourism industry. 
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Given the difficulty of understanding, from a holistic perspective, the different complexities of 
knowledge about the value co-creation in this industry, due to the magnitude of studies carried out, 
there is an urgent need for systematization for a global understanding of this matter. In fact, it is 
justified to create a conceptual study, aggregating several empirical approaches, which allows the 
facilitation of the transmission of empirical knowledge and its practical implications with the industry's 
practitioners. 
 
Following Brodie and Peters (2020, p.2), the empirical approach frames the midrange theory, which is 
“context-specific (…) and provides frameworks that can be used to undertake empirical observation and 
models to guide managerial practices”. This perspective bridges the theory-practice gap (Gummesson, 
2017; Vargo & Lush, 2017), and frames the theoretical – empirical approach adopted in our work. 
 
Building on this, the purpose of this study is twofold: (1) Develop a conceptual model that aggregates 
the dimensions of customer value co-creation with its antecedent and consequent factors in the tourism 
industry; (2) Propose practical implications for the tourist organizations building on conceptual 
contributions. To achieve these goals, we conducted a rigorous search for papers, in Scopus, EBSCO, 
Emerald, Elsevier and Taylor and Francis databases, using only empirical studies in the tourism industry 
and quantitative methodologies. 
 
This article begins by addressing the principles of S-D Logic; then exposes the concepts of value co-
creation based on this new marketing approach and, finally, in order to present a conceptual model that 
aggregates the different views of the scientific community, it addresses the tourist value co-creation, 
highlighting its different dimensions, as well as its antecedents and consequences. 
 
2. The value co-creation from the perspective of Service-Dominant Logic 
When the discussion of S-D Logic emerged, Vargo & Lusch (2004) assumed 8 foundational premises. 
Subsequently, several conceptual works related to the development of these premises have been 
developed (eg. Vargo & Lusch, 2006; Lusch & Vargo, 2006; Grönroos, 2006; Lusch, Vargo & O'Brien, 
2007; Vargo & Lusch, 2008; Vargo & Akaka, 2009; Gummesson, Lusch and Vargo, 2010; Vargo, Lusch, 
Akaka & He, 2010; Vargo and Lusch, 2013; Vargo & Lusch, 2016; Vargo, & Lusch, 2017; Vargo et al., 2017). 
The latest review of the premises exposes 11 foundational premises and 5 of them were identified as 
axioms (Vargo & Lusch, 2016; Vargo et al., 2020) (Table 1). 
 
Table 1 - S-D logic axioms and foundational premises 

Axiom 1/FP1 Service is the fundamental basis of exchange. 

FP2 Indirect exchange masks the fundamental basis of exchange. 

FP3 Goods are a distribution mechanism for service provision. 

FP4 Operant resources are the fundamental source of strategic benefit. 

FP5 All economies are service economies. 

Axiom 2/FP6 Value is co-created by multiple actors, always including the beneficiary. 

FP7 Actors cannot deliver value but can participate in the creation and offering of value 
propositions. 

FP8 A service-centred view is inherently customer oriented and relational. 

Axiom 3/FP9 All social and economic actors are resource integrators. 

Axiom 4/FP10 Value is always uniquely and phenomenologically determined by the beneficiary. 

Axiom 5/FP11 Value co-creation is coordinated through actor-generated institutions and 
institutional arrangements. 
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According to Vargo, Lusch, Akaka and He (2010), the purpose of the exchange is to provide a service 
and obtain a service reciprocally - exchange a service for another service. Vargo and Lusch (2008) 
emphasize that the service consists of the application of operant resources (techniques and knowledge) 
for the benefit of another party. In this sense, Vargo and Lusch (2004, 2006) differentiate the concept 
of operant resources from operand resources. In this way, they highlight the operant resources as being 
intangible, dynamic and capable of creating value, referring concretely to the knowledge and techniques 
applied by the company's employees and their customers. In turn, operating resources should be 
conceptualized, as being static, generally tangible and requiring action to make them valuable. In effect, 
goods should be viewed as operating resources and transmitters of operating resources, which are used 
by other operating resources (eg. customers). 
 
A crucial question raised by Vargo & Lusch (2006) is associated with the conception of value. According 
to this new perspective, the value is determined by the customer based on usage and not based on 
utility. The argument presented by the authors is that the value perceived by the customer (in the 
product or service) is dependent on the way he/she uses the product through his/her own knowledge. 
This premise allows us to justify that the customer is an active actor in the process of value creation 
and, therefore, must be seen as a value co-creator, according to Vargo & Lusch (2006). 
 
In this regard, pioneer service marketing researchers from the Nordic school (Service Logic), accepted 
some premises presented by the S-D Logic and highlighted some common specifics. First of all, points 
out that suppliers create the necessary resources and means that allow customers to be able to create 
value for themselves – ‘value-in-use’ (Grönroos, 2006). This means that customers do not receive the 
value incorporated in the products, but perceive a value that is dependent on the way they use the 
products (Grönroos, 2009; Grönroos & Gummerus, 2014). The notion of “value-in-use” includes not only 
the use of the product itself, but also elements such as goods, information, personal encounters, 
interactions with systems and infrastructures, and possible interactions with other customers that, 
together, impact on the creation of value for the customer (Grönroos, 2006). However, the Nordic 
school of services does not agree with the S-D Logic premise “that the user and service provider are 
always co-creators of value, nor with the notion that the firm as service provider can influence customers' 
value creation by allowing customers to join the firm's processes as value co-creators” (Grönroos & 
Gummerus, 2014: 212), while recognizing that the company has the opportunity to co-create value with 
its customers and that they are the ultimate creators of value (for themselves). For this reason, the 
company should be seen as a valuable “facilitator” (Grönroos, 2009). 
 
Partially opposing this idea, in line with the perspective of S-D Logic, Vargo et al. (2010) add, referring 
that the value creation involves the integration of customer competences and the customer involvement 
in the co-production of the company's value proposition. In fact, according to Vargo and Akaka (2009), 
there can be no value without the customers incorporating the company's offerings into their lives. On 
the other hand, the client's participation in the company's offer (eg. design, assembly, self-service) 
should be conceptualized as co-production. Thus, the customer's role in 'co-production' is optional, 
while the 'co-creation' of value is not. According to these authors, the value is always co-created. 
 
A few years later, S-D Logic approach argues that value co-creation results from the intersections of 
activities of suppliers, customers and other actors (Vargo & Lusch, 2011). It means that value is always 
co-created and determined by multiple actors. By the way, Vargo, Lusch, Akaka and He (2010), Chandler 
and Vargo, 2011 and Skalen, Gummerus, Koskull and Magnusson (2015), highlighted the concept of 
“value-in-context”, suggesting that the co-created value is also the result of the integration of other 
contextually specific resources, that is, each actor (customer, supplier or other actor) integrates the 
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value proposition from other actor with other resources in its own context. For example, the benefits of 
using a car are not only associated with its use, but are also determined by the integration of other 
resources, such as roads, fuel, driving skills and the use of context (for example, the integration of family 
activities, such as football matches at the weekend, determines a different value linked to daily activities 
related to work). In effect, the value is phenomenologically determined by the actor in his social context 
and it is perceived differently by the other actors (Park & Vargo, 2012; Horbel, 2013; Vargo et al., 2020).  
 
3. Methodology 
This study aimed to systematize the empirical knowledge produced by the scientific community, 
developing a literature review on the value co-creation of final customers in the tourism industry, 
assuming all quantitative studies in the field of S-D Logic as eligible, in order to promote full 
understanding of the phenomenon of interest (Pawson, 2006). Thus, this research was conducted 
through a rigorous search for papers, in Scopus, EBSCO, Emerald, Elsevier and Taylor and Francis 
databases, focusing on international peer-reviewed academic journal articles, excluding books, chapter 
books, conferences and other publications. The research process envolved the temporal period between 
2004 to 2021, in the areas of Business, Management and Tourism. Records were gathered using the 
keywords of “value co-creation”, “customer co-creation”, “customer co-creation” AND “tourism”, “hotel” 
in the title and abstract, considering the different ways of writing the term presented in the literature 
(Hoyer, et al., 2010). 
 
As eligibility criteria, all studies exclusively linked to the tourist value co-creation were considered, 
using empirical approaches and only associated to (i) S-D Logic perspective, (ii) quantitative 
methodologies and (iii) written in English. Moreover, all studies with a focus on value creation, 
customer engagement, perceived experience and perceived value were considered in the exclusion 
criteria, as well as other studies of customer value co-creation disassociated from the tourism industry 
(Denyer & Tranfield, 2009). 
 
The articles gathered were screen through a review on the title and abstract and, sometimes by reading 
the full text, when it was necessary. This process led to identification of 25 eligible studies related to the 
antecedents and consequences of the tourist value co-creation as well as 11 relevant studies for the 
construction of dimensions of tourist value co-creation. 
 
The extraction, organization and synthesis of data was validated by two researchers, through a 
comparison process, allowing minimize misunderstandings in the interpretation (Denyer & Tranfield, 
2009). Disagreements in interpretation were resolved, considering the point of view of the reviewer who 
was a specialist in the field of knowledge (Potter & Levine-Donnerstein, 1999). The validated data 
resulting from the contributions of both researchers, were organized in an excel worksheet and 
synthesized in two different tables. 
 
4. Tourist value co-creation 
S-D Logic's approach to tourism marketing is not restricted to understanding the needs and desires of 
customers, implying, thereby, involvement, collaboration and learning through the tourist. Thus, Park 
and Vargo (2012) assert that the tourist organizations and attractions will have the role of being one of 
the numerous sources of resources that tourists use to achieve the desired value in their experiences, 
assuming, in effect, a direct role (execute) and indirect or training role (facilitating self-service). In this 
sense, the referred researchers explain that “Tourists should be viewed no longer as recipients of value or 
targets but as value co-creators who participate in, influence and collaborate with the firm in relationship, 
utilizing their own resources” (p.242). Thus, the creation of value is interactive, through dynamic 
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networks involving various actors (eg. employees, tourists, other guests and technologies). 
Furthermore, value is created with the tourist and defined by individual tourists (experimenters), in the 
context of their own unique circumstances (eg. personal values, lifestyle and cultures). This means that 
tourists will not have the same experience, even when they find the same offer. 
 
Tourists develop relationships with various actors (waiters, residents, local attractions, accommodation 
staff, transport, etc.) in the process of co-creating value, which co-create their experience. Customers 
in this industry also combine a diversity of resources, interacting with multiple actors, to co-create their 
experience. Therefore, companies should seek to meet the value propositions of all participants in the 
service ecosystem (Park & Vargo, 2012; Horbel, 2013). Although Horbel (2013) recognizes that, in most 
cases, tourism service providers do not cooperate actively. On the other hand, the tourist also “provides” 
value to the company by increasing its reputation and supporting the acquisition of new customers, 
through the “word of mouth” concession, assuming part of the development of new products and 
services, for example, granting suggestions or even creating meanings for the brand in customer 
communities (Vargo, Lush, Horbel & Wieland, 2011; Woratschek & Horbel, 2005). 
 
Now, recognizing the importance that the co-creation of value has for tourist organizations and taking 
into account the multiplicity of studies that have been developed in this field, from different 
approaches: a conceptual (Shaw, Bailey & Williams, 2011; Chathoth et al., 2013; Sigala, 2016; Sigala, 2018), 
qualitative (ex. Wang, Li & Li, 2013; Malone, McKechnie & Tynan, 2018; Assiouras et al., 2019), 
quantitative (ex. Prebensen, Woo & Uysal , 2013; Xu, Liu & Lyu, 2018; Chuang, 2018) and the scarcity of 
works that systematize the empirical knowledge produced (eg. Shamim & Ghazali, 2014; Campos et al., 
2015), there is an urgent need to present a (conceptual) model aggregating the different contributions 
that allows a better understanding of the essence of value co-creation and its different dimensions, 
antecedents and consequences, based on the S-D Logic perspective, centred on the tourism industry. 
 
4.1. Dimensions of tourist value co-creation 
In the hospitality sector, Sarmah, Kamboj and Rahman (2017) explain that value co-creation includes 
customer engagement and the customer's willingness to co-create. For these authors, customer 
involvement is referred to as “the degree to which customers take part in creating, producing and 
delivering new services” (2017, p. 2652), and customers are willing to co-create “if they consider their 
involvement in co-creation activities as benefits rather than costs” (2017, p. 2653). In turn, Busser and 
Shulga (2018) highlight five dimensions associated with value co-creation: recognition (the tourist's 
perception that he is getting intrinsic or extrinsic recognition for being involved in value co-creation 
practices), significance (individual belief tourists of the importance of their involvement in value co-
creation); affective response (the tourist's entire emotional reaction to co-creation, such as interest, joy, 
happiness and fun); collaboration (ie cooperation for mutual gain between two or more actors involved 
in the co-creation of value) and contribution (sharing of tangible and intangible resources). In the same 
study context, Shulga et al. (2018) highlight four types of value co-creation, namely co-innovation; co-
recovery (the process of joint collaboration between the customer and the service provider to create a 
solution to the service failure); experience co-creation (the process by which customers cooperate with 
service providers to define, shape, and personalize their experiences through settings and choices) and 
co-marketing. 
 
Still in this sector, Ahn et al. (2019, 2020) present value co-creation as a multidimensional concept, 
structured in two groups, namely co-creation attitude and co-creation behaviour. For these researchers, 
the co-creation attitude depends on three dimensions: interaction attitude, knowledge sharing and 
responsive attitude. Building on the work of Yi and Gong (2013), Ahn et al. (2019, 2020) refer that value 
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co-creation behaviour depends on tourist participation behaviour and citizenship behaviour. For this 
purpose, Yi and Gong (2013) explain that participation behaviour is determined by factors such as 
information demand, resource contribution, responsible behaviour, and personal interaction. These 
authors also point out that citizenship behaviour is influenced by tourist feedback, advocacy, helping 
and tolerance. 
 
Other works were developed, in other contexts of study. For example, in studies carried out in winter 
tourism companies, Prebensen et al. (2016) assess value co-creation based on the concepts: interest 
(mental situational) and participation (physical), just as Prebensen and Xie (2017) conceptualize value 
co-creation by integrating it into the participation construct. For these authors, participation includes: 
physical co-creation, psychological co-creation and self-perception of personal mastery (that is, how 
consumers perceive their knowledge and skills in relation to the performance of a certain activity). 
 
In a study applied to cruise tourism, four dimensions to measure the quality of the experience in the 
value co-creation process, were presented by Huang and Choi (2019), namely: social interaction, 
interaction with employees, relationship with companions and tourist involvement with the activity. 
Chen et al. (2017), in the context of travel agencies, proposed the term co-creation dynamics drew on 
Prahalad and Ramaswamy's DART Model (2004), modifying it and loading six sub-constructs, namely 
dialogue (e.g., interactivity, engagement, propensity to act), access (e.g., sharing of information and 
knowledge), risk assessment (e.g., providing information to make informed decisions), transparency 
(e.g., openness), flexibility (the responsiveness of a business to adapt to changes in technology and 
market opportunities by introducing new offerings)  and compatibility (the extent of match among 
partners with respect to culture orientations and abilities as well as the activities of the businesses and 
how they play toward successful integration). On the other hand, Assiouras et. al. (2019), in an online 
panel composed of Greek tourists, explain that value co-creation depends on two dimensions: value in 
use and co-production. In turn, co-production is analyzed from three sub-dimensions, namely, 
knowledge sharing, equity and interaction. A study developed by Rather et al. (2019), applied to a 
famous tourist destination in India. For these researchers, value co-creation involves two dimensions: 
(i) value in use (which is perceived by the customer during service interactions, for example, product 
use, exchange of information from supplier to customer) and (ii) co-production (reflects shared 
inventiveness, co-design or shared production). Finally, in a study applied to a souvenir shop for 
tourists, Sthapit et al., (2018) conceptualize co-creation as comprising dimensions such as physical and 
psychological participation.  
 
Table 2 presents the aggregation of the various dimensions identified in the studies carried out on the 
value co-creation from the perspective of S-D Logic in this industry, that makes it possible to understand 
the essence of value co-creation and its different dimensions. 
 
As it is possible to understand, there are works whose customer value co-creation is differently 
conceptualized, in similar study contexts, for example, in the hotel sector, studies reveal significantly 
different dimensions of value co-creation (Ahn et al., 2019, Sarmah, Kamboj & Rahman, 2017; Shulga et 
al., 2018), as well as the co-creation of value is similarly conceptualized, in different contexts of study, 
for example, between souvenir shops and winter tourism companies (Prebensen et al., 2016; Stapit et 
al., 2018). This means that the scientific community is deeply divergent in the conceptualization of value 
co-creation and legitimizes the plasticity of theoretical models between different contexts of study. 
Indeed, it justifies the creation of a conceptual model that integrates different perspectives, extendable 
to different domains of the tourism industry. Furthermore, this literature review shows that the 
dimensions of customer value co-creation should not be reduced only to the two constructs proposed 



A conceptual approach to the tourist value co-creation: Dimensions, antecedents and consequences 

8 

 

by Yi and Gong (2013), very often found in the tourism industry literature - customer participation 
behaviour and customer citizenship behaviour. Thus, the scientific community has shown the relevance 
of other dimensions of value co-creation which transcends the behavioral aspect of the client (cf. Ahn 
et al., 2019, 2020), recognizing the importance of the client's pre-disposition for co-creation (attitude), 
as well as, the way the client recognizes its relevance in this process (significance) and the way it feels 
that it is being valued for it (recognition) (cf. Busser & Shulga, 2018). 
 
Table 2.  Studies for the construction of dimensions of tourist value co-creation 

Dimensions Sub-
dimensions 

Concept Studies 

Recognition - 

Linked to the perception of the tourist who is gaining 
intrinsic recognition (non-economic, by sharing ideas) or 
extrinsic (publicly exposed) for being involved in practices 
of value co-creation. 

Busser & Shulga (2018) 

Significance - 

Tourist's individual belief about the importance of their 
involvement and effort in the value co-creation. For the 
tourist it is essential to have the notion that it is worth the 
effort and time spent in the value co-creation. 

Busser & Shulga (2018) 

Attitude 

Cognitive (or 
pre-disposition 
for co-creation) 

How consumers believe that their knowledge and skills 
(personal mastery) contribute to the performance of a 
specific service. 

Prebensen & Xie (2017) 

Affective 

Associated with the tourist's emotional reaction to co-
creation, showing interest, joy, happiness and fun. 

Busser & Shulga (2018); 
Prebensen, Kim, & Uysal 
(2016); Sthapit, Coudounaris 
& Bjork, (2018) 

Conative 
Linked to the intention of interaction, knowledge sharing 
and favourable response from the tourist in relation to the 
service provider. 

Ahn, Lee, Back & Schmitt 
(2019); Chen et al. (2017); 
Ahn et al. (2020) 

Tourist 
behaviour 

Participation 

Different ways should be highlighted: seeking information 
(tourists collect data to clarify service requirements and 
reduce environmental uncertainty); contribution with 
resources (share their tangible and intangible resources to 
achieve the desired results); responsible behaviour 
(tourists reveal that they are aware of their own 
responsibilities and are willing to cooperate, complying 
with the rules and accepting the guidelines of the 
employees); and personal interaction (establish personal 
interactions with employees, residents and other tourists). 

Hsiao, Lee & Chen (2015); 
Busser & Shulga (2018); 
Prebensen, Kim, & Uysal 
(2016); Prebensen & Xie 
(2017); Chen et al. (2017),  
Sthapit Coudounaris & Bjork 
(2018); Huang & Choi (2019); 
Ahn et al. (2019); Ahn et al. 
(2020) 

Citizenship 

In this sub-dimension, the following should be 
highlighted: feedback from the tourist (they actively 
provide suggestions that will be beneficial for improving 
the service); advocacy (clients actively promote the 
organization and its employees to people outside the 
organization, contributing to improving the reputation 
and evaluation of the organization's products and 
services); help (tourists take the initiative to help other 
customers); and tolerance (they show greater tolerance in 
situations where the service provided by employees does 
not meet expectations). 

Hsiao, Lee & Chen (2015); 
Busser & Shulga (2018); 
Tuan, Rajendran, Rowley & 
Khai (2019); Ahn et al. 
(2019); Ahn et al. (2020) 

 
4.2. Antecedents and consequences of tourist value co-creation 
The study of the antecedents and consequences of the co-creation of customer value has also received 
attention from the scientific community, in a context of services (Ranjan & Read, 2016; Neghina, Caniels, 
Bloemer & Birgelen, 2014) and, in a very applied to the tourism industry. Interestingly, there are several 
researchers who point out that it is necessary to do more research on the variables that can be “drivers” 
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of the co-creation activities of the clients, as well as explain that there is even little practical 
investigation on the antecedents and consequences of the client's participation in this industry (eg. 
Grissemann and Stokburger-Sauer, 2012; Cha et al., 2016). However, in this setting, it is worth noting 
the existence of several articles focused on understanding the antecedents and consequences of the 
tourist value co-creation, using the previous methodological approach, which deserve to be 
corroborated in future research works.  
 
As we can understand in Table 3, antecedents and consequences are identified with very different 
characteristics, and within the tourism industry, the studies are applied to organizations from different 
sectors, namely hotels and resorts (Xu et al., 2014; Hsiao, Lee, & Chen, 2015; Morosan & DeFranco, 2016;  
Taheri et al., 2017; Sarmah, Kamboj & Rahman, 2017; Tu, Neuhofer & Viglia, 2018; Shulga, Busser & Kim, 
2018; Xie, Guan & Huan, 2019; González-Mansilla, Berenguer-Contrí, & Serra-Cantallops, 2019; Ahn et 
al., 2019, 2020), travel agencies (Grissemann & Stockburger-Sauer, 2012; Chen et al., 2017; Busagara et 
al., 2020; Tariq, Rashid & Waseem, 2020), entertainment,thematic parks (Luo et al, 2019), winter 
experiences (Prebensen, Kim & Uysal, 2016; Prebensen & Xie, 2017), cruise tourism (Wu, Lv, Cavusoglu 
& Cobanoglu, 2021), services tourism (Tuan et al, 2019; Lei, Ye, Wang & Law, 2020) and tourist food 
(Busser & Shulga, 2018; Chen, Wu & Huang, 2018; Shulga, Busser, Bai & Kim, 2021). As it is possible to 
verify, there are antecedents belonging to the companies (eg. knowledge of customers' needs or service 
delivery) and to the customers (eg. propensity for customer innovation or consumer habits of using 
technology), as well as consequences resulting from the value co-creation that translate into benefits 
for companies (eg. customers’ loyalty or customers’ expenses) and customers (eg. service quality or 
satisfaction).  
 
A significant number of studies have highlighted the antecedents (eg. Hsiao, Lee & Chen, 2015; Tuan et 
al., 2019) and consequences (eg. Xu et al., 2014; Busser & Shulga, 2018) of tourist value co-creation. 
However, no study has systematized the multiplicity of factors following a S-D Logic approach, 
recognizing that they may be grouped into factors strictly linked to the company, as well as to the 
customer. The systematization of antecedents and consequences known in the literature from an S-D 
Logic perspective is crucial for a holistic understanding of customer value co-creation in the tourism 
industry. 
 
Table 3. Recent empirical studies on the antecedents and consequences of the tourist value co-creation 
Article Study context Antecedents (variables) Consequences (variables) 

Grissemann & 
Stockburger-Sauer 
(2012) 

Travel agency 
(Austria) 

Company support to co-create 1. Customer satisfaction with the 
company; 
2. Customer loyalty; 
3. Customer expenses. 

Xu, Marshall, 
Edvardsson & Tronvoll 
(2014) 

Hotel service 
failure 

  1. Perception of customer justice; 
2. Satisfaction with recovery; 
3. Repurchase intention. 

Hsiao, Lee, & Chen 
(2015) 

Hotels (Taiwan) Service-oriented organizational citizenship 
behaviour (overall employees):  
- Loyalty (how they promote business 
benefits and services to people outside the 
company);  
- Service delivery (the way in which 
employees show responsible care and 
attitudes and behaviours to effectively 
provide customer services);  
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Article Study context Antecedents (variables) Consequences (variables) 

- Participation (provide suggestions actively 
to improve the organization's services based 
on their knowledge of customers). 

Morosan & DeFranco 
(2016) 

Hotels (USA) Consumer habits of using technology (mobile 
devices). 

1. Perceived value (hotel stay) 
2. Intention to stay at the hotel. 

Prebensen, Kim & 
Uysal (2016) 

Winter 
Experience Tour 
Company 
(Norway) 

  Satisfaction. 

Prebensen & Xie (2017) Winter 
Experience Tour 
Company 
(Norway) 

  It increases the value of the 
perceived experience. 

Taheri, Coelho, Sousa, 
& Evanschitzky (2017) 

Hotels (Iran) 1. Monitoring of mood (concerns how 
individuals control their feelings) 
2. Mood repair (concerns how individuals 
adjust their own emotions). 

 

Chen, Kerr, Chou  & 
Ang (2017) 

B2B travel 
agencies (Taiwan 
and Malaysia) 

1. Adoption of technology 
2. Environmental changes (eg. changes in 
consumer habits, social values, government 
regulations, etc…). 

Service innovation. 

Sarmah, Kamboj & 
Rahman (2017) 

Luxury hotels 
(India) 

1. Propensity for customer innovation 
(customer's tendency to adopt new products 
/ services more often compared to other 
customers). 
2. Need for the hotel customer to interact 
with the service team. 

Intention to adopt new services. 

Busser & Shulga (2018) Hotel and fast-
food restaurant 

1. Customer opening (tourist willingness to 
consider, accept and integrate creative and 
new ideas in the co-creation of value). 
2. Brand authenticity (it is seen as being true, 
genuine, rare and singular by the tourist, as 
well as revealing longevity and longitudinal 
consistency). 

1. Hedonic well-being (associated 
with positive feeling, which can be 
understood as the result of an 
affective and cognitive assessment); 
2. Eudemonic well-being 
(associated with functioning well, 
through joint co-creation activities 
and sharing decision-making); 
3. Competitive service advantage 
perceived; 
4. Trust; 
5. Commitment. 

Tu, Neuhofer & Viglia 
(2018) 

Hospitality 
(through 
Chinese online 
platform) 

  Customer willingness to pay. 

Shulga, Busser & Kim 
(2018) 

Hotel and resort 
experiences 
(USA) 

  1. Satisfaction; 
2. Loyalty; 
3. Trust. 

Chen, Wu & Huang 
(2018) 

Tourist food 
companies 
(Taiwan) 

  1. Trust; 
2. Unplanned purchases. 

Tuan, Rajendran, 
Rowley & Khai (2019)  

Tourist service 
companies 
(Vietnam) 

Corporate social responsibility (CSR): CSR for 
social and non-social stakeholders; CSR for 
customers; CSR for employees; CSR for the 
government. 

  

Assiouras, Skourtis, 
Giannopoulos, Buhalis, 
& Koniordos (2019) 

Greek tourists 
online panel 

  Willingness to get involved in the 
client's citizenship behaviour 
(Feedback, Advocacy, Help, 
Tolerance). 
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Article Study context Antecedents (variables) Consequences (variables) 

Xie, Guan & Huan 
(2019) 

Hotels (China) Knowledge of customers' needs by the hotel's 
frontline staff. 

  

González-Mansilla, 
Berenguer-Contrí & 
Serra-Cantallops (2019) 

Hotels (Spain)   1. Customer participation in the 
creation of value; 
2. Brand value. 

Ahn, Lee Back & 
Schmitt (2019) 

Resorts 
(experienced 
customers) 

1. Value of fun (pleasure and fun); 
2. Value of return on investment (by 
comparing perceived utility or consumption 
experience with invested resources, such as 
money, time and effort); 
3. Excellence in services (the degree to which 
products or services meet customer 
expectations). 

  

Luo, Wong, King, Liu, 
& Huang (2019) 

Shangai Disney 
Resort 

  Service quality. 

Lei, Ye, Wang & Law 
(2020) 

Mobile Instant 
Messaging in the  
tourism 
organizations 
(China) 

1. Perceived media richness of mobile Instant 
Messaging. 
2. Perceived social presence of mobile Instant 
Messaging. 

Perceived value of personalization 

Ahn, Back, Barišićc & 
Lee (2020) 

Integrated 
resorts (Croatia) 

1. Interaction attitude (customers’ willingness 
to respond positively to a brand). 
2. Responsive attitude (customers’ willingness 
to respond effectively to brand requests for 
engaging in communication). 

 

Busagara, Mori, 
Mossberg, 
Jani & Andersson 
(2020) 

Tour operators 
and cultural 
enterprises in 
(Tanzania) 

 New services development 

Tariq, Rashid & 
Waseem, 2020 

Travel industry 
(Pakistan) 

1. Co-creation operator of operant resources 
(customers) 
2. Co-creation space of operand resources 
(presentation aids, meeting rooms and 
proper stationary items). 
3. Co-creation tool of operand resources 
(software usage, availability of computers and 
the internet connection). 

 

Wu, Lv, Cavusoglu & 
Cobanoglu (2021) 

Cruise Tourism 
(China) 

 1. Service personal values (value to 
a peaceful life, value to social 
recognition and value to social 
integration). 
2. Customer satisfaction. 
3. Customer loyalty. 

Shulga, Busser, Bai & 
Kim (2021) 

Coffeeshop 
brand (USA) 

Customer trust Customer involvement with brand 

 
5. Conclusions and implications 
A rigorous literature review of S-D Logic literature in the tourism sector, using quantitative 
methodologies, reveals that the tourism value co-creation can be understood, from four fundamental 
dimensions: recognition, significance, attitude or pre-disposition for co-creation and behaviour 
(participation and citizenship). On the other hand, it is possible to perceive that there are a range of 
antecedents and consequences of the value co-creation strictly linked to the company, as well as to the 
customer. Therefore, with a view to a better understanding of the antecedents, consequences and 
dimensions of the value co-creation, figure 1 presents a summary of the main contributions of these 
studies. It should also be noted that the model described, in addition to harmonizing with different 
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study contexts in the tourism industry, legitimizing its ductility based on other theoretical models 
equally cross-sectoral tested in this field (Prebensen, Kim & Uysal, 2016; Sthapit, Coudounaris & Bjork, 
2018), aggregates the different conceptualizations of the tourist value co-creation presented in the 
literature, according to the perspective of S-D Logic. 
 

 
 
Although this article presents a conceptual approach, it can contribute to a more holistic view of the 
tourist value co-creation, not being limited to observing this concept only from the perspective of 
customer participation behaviour and customer citizenship behaviour (Yi & Gong, 2013), commonly 
conceptualized by the scientific community. Thereby, this paper recognizes the relevance of other 
dimensions, not yet highlighted in any conceptual model, due to its complementarity in the 
conceptualization of value co-creation. Hence, this article reveals the importance of other dimensions 
of tourist value co-creation which go beyond the behavioural dimension of the customer, namely: (i) 
Attitude or pre-disposition of the tourist towards co-creation, in line with a diversity of studies that 
present the attitude as a multidimensional construct, aggregator of three components: cognition, 
affection and conation (Ajzen, 1993; Hilgar, 1980). This dimension may be particularly relevant in 
predicting client behaviours, as evidenced in the literature (cf. Ajzen & Fishbein, 1977; Ajzen, 1991); (ii) 
Significance, that is, the tourist's perception of the importance of their effort and time used in the value 
co-creation, due to the value-in-use obtained in the service experience (Rather, Hollebeek and Islam, 
2019), may be determinant in the behaviour of customer participation, as demonstrated by Assiouras et 
al. (2019); (iii) Recognition for participation in the value co-creation. This dimension reveals that some 
consumers are extrinsically motivated and demand material compensation for their ideas and feedback, 
while others are intrinsically motivated, seeking fame and public recognition. Indeed, the recognition 
of tourists may persuade their behaviour to participate in co-creation activities (cf. Kumar et al., 2010). 

Company 
•Employee behaviour (loyalty to the 
company, responsibility to the 
customer, sense of collaboration 
with the company) 

•Brand authenticity 
•Company support to customer 
(tangible and intangible resources, 
communication with the client, 
showing concern) 

Tourist 
•Openness to innovative ideas 
•Need to interact 
•Notion of perceived utility 
•Perception of service excellence 
•Technology usage habits 
•Self-control of feelings and 
emotions 

•Perceived social presence 
•Trust 

Recognition 
(regarding 

  co-creation practices) 

Significance 
(relevance of 

value co-creation) 

Attitude 
(pre-disposition for 
value co-creation) 

Behaviour 

 Participation 

 Citizenship 

Company 
• Increased sales 
• Customer loyalty 
• Less price sensitive customers 
• Brand value 
• Service innovation 
• Positive “word of mouth” 
• Customer involvement and 
tolerance 
• Customer availability for innovation 
• Collaboration between customers 
(inter-help) 

Tourist 
•Service quality  
•Satisfaction 
•Trust 
•Highest perceived value 
•Perception of greater justice 
•Better well-being 
•Personalization 
•Social recognition 

Antecedents of 
co-creation 

Consequences of 
co-creation 

Dimensions of tourist 
value co-creation 
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On the other hand, no study has shown that tourist value co-creation can be stimulated by improving 
the performance of factors strictly linked to the company (eg. communication with the customer or 
greater employee accountability), as well as recognizing the factors that facilitate the value co-creation 
which are linked to the customer itself. Furthermore, no study has listed the benefits arising from the 
tourist value co-creation. However, this article allows us to understand, in a systematic way, the main 
outcomes of the tourist value co-creation, showing that they translate into benefits for the customer 
himself, as well as for the company. 
 
The conceptual contributions emphasized have several practical implications for practitioners in the 
tourism industry. Since then, this article contributes to elucidate the tourist organizations, about the 
importance of tourist involvement in the value co-creation. In effect, tourist organizations may 
stimulate the tourist's pre-disposition for co-creation, communicating the multiples benefits of his 
engagement in participating in value co-creation tasks (e.g., by obtaining a faster and more adapted 
service and/or a reduction in the economic costs of the relationship). On the other hand, organizations 
may make the customer more aware of the significance of value co-creation, making him perceives the 
importance of the time and effort dedicated to the organization, providing experiences whose value 
proposition is strongly determined by the tangible resources (eg. physical effort) and intangible 
resources (eg. information) transmitted by himself. Finally, for tourists to obtain recognition (intrinsic 
or extrinsic) for being involved in practices of value co-creation, tourist organizations must create an 
incentive package that aggregates elements of a material nature (eg. prizes, offers or discounts) and 
immaterial (eg. public recognition), which helps the customers feel recognized for their efforts and time 
dedicated to value co-creation activities.  
 
The present paper opens several future lines of research. For example, the measurement of the 
dimensions proposed in the conceptual model, through the validation of a questionnaire, and the 
analysis of possible effects between the identified dimensions. It is further suggested, using the list of 
identified antecedents and consequences, to carry out empirical studies that support the work recently 
developed by the scientific community, understanding more explicitly the influence of antecedents on 
the value co-creation, as well as the implications of different dimensions of the tourist value co-creation. 
Moreover, this study covers specific issues concerning the research agenda exposed by Storbacka et al. 
(2016) namely, actor disposition and engagement properties. Therefore, further research is needed 
based on conceptual model presented to construction of mid-range theory as referred by these 
researchers, namely anchoring on actor engagement framework as microfoundation for value co-
creation.  
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