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Marketplace dan strateginya yang memanfaatkan media sosial untuk menjaring,
mengumpulkan, dan menyerap informasi dari konsumen merupakan fenomena
model bisnis baru yang diinisiasi oleh hadirnya teknologi internet dan turunannya.
Penggunaaan media sosial oleh marketplace berpotensi memperkuat integrasi
sumber daya antar pelaku dan menjadi strategi yang efektif, jika dikaitkan dengan
potensi pasar di Indonesia dan jumlah pengguna media sosial. Berlandaskan
pandangan service-dominant logic, suatu nilai tercipta melalu proses ko-kreasi dan
selalu melibatkan penerima manfaat (beneficiary). Pada konteks pasar konsumen,
misal dalam aktivitas belanja online, aktivitas ko-kreasi nilai oleh pelanggan
diperlukan agar diperoleh manfaat secara maksimal bagi diri pelanggan sendiri
ataupun kepada pelanggan lain dan perusahaan. Telaah literatur memberikan
petunjuk bahwa aktivitas ko-kreasi nilai pada pasar konsumen dapat dilihat dari
seberapa tinggi customer participation behavior, yaitu aktivitas yang seharusnya
dilakukan pelanggan, dan customer citizenship behavior, sebagai perilaku sukarela
yang bermanfaat bagi diri pelanggan, pelanggan lain, dan juga perusahaan.

Studi ini bermaksud mengkonfirmasi secara empiris apa yang menjadi
anteseden dan konsekuensi dari ko-kreasi nilai pada konteks belanja online di
Indonesia. Pada penelitian ini dikembangkan model yang menempatkan
pengalaman belanja online sebagai anteseden, sedangkan niat beli ulang dan
eWOM negatif sebagai konsekuesi ko-kreasi nilai. Ko-kreasi nilai diwakili oleh
customer participation behavior dan customer citizenship behavior yang mana
keduanya dihipotesiskan berpengaruh positif terhadap niat beli ulang dan
berpengaruh negatif terhadap eWOM negatif. Secara keseluruhan, diajukan tujuh
hipotesis yang akan diuji pada penelitian ini.

Untuk membuktikan hipotesis, pendekatan survei online dipilih, dengan
mengumpulkan data dari 209 responden sebagai sampel. Sampel ditarik
menggunakan metode purposive sampling kepada pelanggan yang memenuhi
kriteria, yaitu mereka yang pernah (1) membeli secara online di marketplace dan
(2) mengakses media sosial marketplace. Data dikumpulkan secara online
menggunakan instrumen kuesioner di google form, yang didistribusikan melalui
tautan di media sosial Facebook dan Instagram. Skala Likert pada interval 1-5
digunakan mengukur variabel-variabel penelitian, dan selanjutnya data dinalisis
menggunakan Partial Least Square -Structural Equation Model (PLS-SEM)
berbantuan sotfware SmartPLS.

Berdasarkan hasil uji hipotesis, diketahui ada empat dari tujuh hipotesis
terbukti didukung oleh data. Pengalaman belanja online terbukti berpengaruh
positif terhadap customer participation behavior dan customer citizenship
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behavior. Customer participation behavior berpengaruh positif terhadap customer
citizenship behavior. Selanjunya, customer citizenship behavior berpengaruh
positif terhadap niat beli ulang. Tiga hipotesis yang tidak terbukti adalah pengaruh
customer participation behavior terhadap niat beli ulang, serta pengaruh customer
participation behavior dan customer citizenship behavior terhadap eWOM negatif.

Hasil penelitian ini memberikan kontribusi pemahaman pentingnya
pengalaman pelanggan yang positif untuk mendorong mereka bersedia terlibat
aktif dalam aktivitas ko-kreasi nilai. Pengalaman belanja menjadi prediktor penting
customer participation behavior dan customer citizenship behavior, dan
meningkatkan peluang pembelian ulang di marketplace yang sama pada
kesempatan pembelian berikutnya. Hubungan pengalaman pelanggan dengan niat
beli ulang, diperkuat oleh temuan bahwa partisipasi pelanggan berdampak positif
terhadap customer citizenship behavior. Temuan tersebut memberikan pemahaman
baru pada literatur ko-kreasi nilai bahwa keterlibatan dalam bentuk customer
citizenship behavior yang kuat, perlu didukung partisipasi pelanggan. Kondisi
demikian memberikan implikasi praktis bagi marketplace, yaitu bagaimana
membangun pengalaman pelanggan dan meningkatkan kesediaan pelanggan dalam
ko-kreasi nilai.

Kata kunci: ko-kreasi nilai, pengalaman belanja online, customer participation
behavior, customer citizenship behavior, niat beli ulang, eWOM negatif
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SUMMARY

Sanaji, Doctoral Management, Faculty of Economics and Business, Airlangga
University, May 2022. Antecedents and Consequences of Value Co-creation in
Online Shopping

Promotor : Prof. Dr. Tanti Handriana, SE, MSi.
Co-Promotor : Dr. Indrianawati Usman, S.E., M.Sc.

Marketplace and its strategy that utilizes social media to capture, collect, and
absorb information from consumers is a new business model phenomenon that was
initiated by the presence of internet technology and its derivatives. The use of social
media by the marketplace has the potential to strengthen the integration of
resources between actors and becomes an effective strategy, if it is associated with
the market potential in Indonesia and the number of social media users. Based on
the view of service-dominant logic, a value is created through a co-creation process
and always involves the beneficiary. In the context of the consumer market, for
example in online shopping activities, value co-creation activities by customers are
needed in order to obtain maximum benefits for themselves or for other customers
and the company. Literature review provides clues that value co-creation activities
in the consumer market can be seen from how high customer participation behavior
is, namely activities that customers should do, and customer citizenship behavior,
as voluntary behavior that is beneficial for customers, other customers, and the
company.

This study intends to empirically confirm what are the antecedents and
consequences of value co-creation in the context of on/ine shopping in Indonesia.
In this study, a model was developed that places the on/ine shopping experience as
an antecedent, while repurchase intention and negative eWOM are the
consequences of value co-creation. Value co-creation is represented by customer
participation behavior and customer citizenship behavior, both of which are
hypothesized to have a positive effect on repurchase intention and a negative effect
on negative eWOM. Overall, seven hypotheses were proposed to be tested in this
study.

To prove the hypothesis, an online survey approach was chosen, by collecting data
from 209 respondents as a sample. The sample was drawn using a purposive
sampling method to customers who met the criteria, namely those who had (1)
purchased online at the marketplace and (2) accessed the social media marketplace.
Data was collected online using a questionnaire instrument on google form, which
was distributed via links on social media Facebook and Instagram. A Likert scale
at intervals of 1-5 was used to measure the research variables, and then the data
were analyzed using the Structural Equation Model-Partial Least Square (SEM-
PLS) assisted by the SmartPLS software.

Based on the results of the hypothesis test, it is known that four of the seven
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hypotheses are proven to be supported by the data. The online shopping experience
has been shown to have a positive effect on customer participation behavior and
customer citizenship behavior. Customer participation behavior has a positive
effect on customer citizenship behavior. Furthermore, customer citizenship
behavior has a positive effect on repurchase intentions. The three unproven
hypotheses are the influence of customer participation behavior on repurchase
intentions, and the negative influence of customer participation behavior and
customer citizenship behavior on eWOM.

The results of this study contribute to understanding the importance of a positive
customer experience to encourage them to be actively involved in value co-creation
activities. Shopping experience is an important predictor of customer participation
behavior and customer citizenship behavior, and increases the chance of
repurchasing in the same marketplace on the next purchase opportunity. The
relationship between customer experience and repurchase intention is strengthened
by the finding that customer participation has a positive impact on customer
citizenship behavior. These findings provide a new understanding of the value co-
creation literature that involvement in the form of strong customer citizenship
behavior needs to be supported by customer participation. This condition has
practical implications for the marketplace, namely how to build customer
experiences and increase customer willingness to co-create value.

Keywords: value co-creation, online shopping experience, customer participation
behavior, customer citizenship behavior, repurchase intention, negative eWOM
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ABSTRAK

Studi ini bermaksud mengkonfirmasi anteseden dan konsekuensi dari ko-kreasi
nilai pada konteks belanja online di Indonesia. Pada penelitian ini dikembangkan
model yang menempatkan pengalaman belanja online sebagai anteseden,
sedangkan niat beli ulang dan eWOM negatif sebagai konsekuesi ko-kreasi nilai,
Berbasis literatur, ko-kreasi nilai diwakili oleh customer participation behavior
dan customer citizenship behavior yang mana keduanya dihipotesiskan
berpengaruh positif terhadap niat beli ulang dan berpengaruh negatif terhadap
eWOM negatif. Secara keseluruhan, diajukan tujuh hipotesis yang akan diuji pada
penelitian ini.

Sejumlah 209 responden digunakan sebagai sampel penelitian. Sampel ditarik
menggunakan metode purposive sampling kepada pelanggan yang memenuhi
kriteria, yaitu mereka yang pernah (1) membeli secara online di marketplace dan
(2) mengakses media sosial marketplace. Data dikumpulkan secara online
menggunakan instrumen kuesioner di google form, yang didistribusikan melalui
link di media sosial Facebook dan Instagram. Skala Likert pada interval 1-5
digunakan untuk mengukur variabel-variabel penelitian. Hipotesis diuji
menggunakan Partial Least Square- Structural Equation Modeling (PLS-PLS)
berbantuan sotfware SmartPLS.

Berdasarkan hasil uji hipotesis diketahui bahwa tidak semua hipotesis terbukti, ada
empat dari tujuh hipotesis terbukti didukung oleh data. Pengalaman belanja online
terbukti berpengaruh positif terhadap customer participation behavior dan
customer citizenship behavior. Customer participation behavior berpengaruh
positif terhadap customer citizenship behavior. Selanjunya, customer citizenship
behavior berpengaruh positif terhadap niat beli ulang. Tiga hipotesis yang tidak
terbukti adalah pengaruh customer participation behavior terhadap niat beli ulang,
serta pengaruh customer participation behavior dan customer citizenship behavior
eWOM negatif. Hasil penelitian ini memberikan pemahaman pentingnya
pengalaman pelanggan yang positif untuk mendorong mereka bersedia terlibat
aktif dalam aktivitas ko-kreasi nilai, yaitu participation behavior dan citizenship
behavior, yang diharapkan dapat meningkatkan peluang terciptanya pembelian
ulang di marketplace yang sama pada kesempatan pembelian berikutnya.

Kata kunci: ko-kreasi nilai, pengalaman belanja online, customer participation
behavior, customer citizenship behavior, niat beli ulang, eWOM negatif
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ABSTRACT

This study intends to empirically confirm the antecedents and consequences of
value co-creation in the context of onl/ine shopping in Indonesia. In this study, a
model was developed that places the online shopping experience as an antecedent,
while repurchase intention and negative eWOM are the consequences of value co-
creation. Based on the literature, value co-creation is represented by customer
participation behavior and customer citizenship behavior, both of which are
hypothesized to have a positive effect on repurchase intention and a negative effect
on negative eWOM. Overall, seven hypotheses were proposed to be tested in this
study.

A total of 209 respondents were used as research samples. The sample was drawn
using a purposive sampling method to customers who met the criteria, namely those
who had (1) purchased online at the marketplace and (2) accessed the social media
marketplace. Data was collected online using a questionnaire instrument on google
form, which was distributed via links on social media Facebook and Instagram.
Likert scale at intervals of 1-5 was used to measure the research variables. The
hypotheses were tested using Structural Equation Modeling-Partial Least Square
(SEM-PLYS) assisted by SmartPLS software.

Based on the results of hypothesis testing, it is known that not all hypotheses are
proven, there are four of the seven proven hypotheses supported by the data. The
online shopping experience has been shown to have a positive effect on customer
participation behavior and customer citizenship behavior. Customer participation
behavior has a positive effect on customer citizenship behavior. Furthermore,
customer citizenship behavior has a positive effect on repurchase intentions. The
three unproven hypotheses are the influence of customer participation behavior on
repurchase intentions, and the negative influence of customer participation behavior
and customer citizenship behavior on eWOM. The results of this study provide an
understanding of the importance of a positive customer experience to encourage
them to be willing to be actively involved in value co-creation activities, namely
participation behavior and citizenship behavior, which are expected to increase the
chances of creating repeat purchases in the same marketplace on the next purchase
opportunity.

Keywords: value co-creation, online shopping experience, customer participation
behavior, customer citizenship behavior, repurchase intention, negative eWOM
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