
Academy of Marketing Conference Proceedings 2019. This paper was accepted for presentation at the 2019 Academy of 
Marketing Conference hosted by Regent's University London, and is published under licence. Author(s) retain the rights to 
their individual papers included in the proceedings. Papers may not be reproduced without their permission and any 
queries should be directed to the author(s). 

6 
A Structural Model of Value Co‐creation, Customer Experience and Customer Engagement of Thai 
Consumers in e‐tailing 
Vinai Panjakajornsak  
King Mongkut's Institute of Technology Ladkrabang, Bangkok, Thailand  
 
Type of your paper 
Competitive 
 
Tracks 
E‐Marketing and Digital Marketing 
 
Abstract 
the purpose of this paper is to introduce and discuss a structural model of factors influencing value co‐
creation, customer experience, and customer engagement of consumers in the context of e‐tailing 
business in Thailand. Based on a review of relevant literature in previous studies and reports, it is found 
that customers expect more and more in their service experiences with both store‐based and Internet‐
based retailers. In addition, more consumers in Thailand are expected to make online purchases for 
goods and services online in the future. In spite of the increased importance of online purchase of 
goods, relatively empirical studies on Thai consumers’ value co‐creation, customer experience, and 
customer engagement are scarce. Building on previous studies on value co‐creation, service experience, 
customer engagement, this paper proposes a structural model to examine how value co‐creation affects 
customer experience, and customer engagement in online purchases of goods from e‐tailers on digital 
devices, such as smartphones, tablets, notebooks, and personal computers. The research instruments 
used to collect primary data include self‐addressed questionnaires and personal interviews. After the 
data collection, questionnaires will be processed and analysed with SPSS 21 and Amos 21 programs. 
Content analysis technique will be used for personal interview data.   
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A Structural Model of Value Co-creation, Customer Experience and       
Customer Engagement of Thai Consumers in e-tailing 

 
1. INTRODUCTION 

Today, customers are very different from those a few decades ago. The traditional ways of 
doing retail business are not suitable for new generations of consumers. In a study by 
Panjakajornsak (2017) adapting the technology acceptance model (TAM) to study the 
behavioral intention of Thai consumers to buy goods and services on mobile devices 
(smartphones, tablets, and notebooks), the empirical results found that one Thai generation 
cohort (Generation Y, aged 20-36) had higher levels of purchasing goods and products on the 
Internet than another older generation cohort (Generation X, aged 37-51), who, in turn, were 
more likely to buy online than the Baby Boomers generation (aged 52-70).       

Online retail stores, also called e-tailers, e-retailers, Internet retailers, and web retailers, 
come in all sizes, from giant Amazon with 2015 revenues of more than $107 billion, to small 
local stores that have websites and apps. An e-tailer is similar to typical bricks-and-mortar 
stores, except that customers only need to connect to the Internet to check goods or services, 
make buying decisions, and pay by credit or debit cards (Laudon & Laudon, 2018).  

Shopping online on mobile and digital devices on smartphones, tablets, notebooks, 
desk-top computers has become increasingly common during the last several years. While 
such mobile commerce or m-commerce is still in its infantry, this electronic marketing 
channel is expected to grow quickly as consumers become more familiar with these electronic 
devices. These electronic marketing channels are defined as the use of the Internet to make 
products and services available so that the target market with access to computers are other 
enabling devices can shop and complete the transaction for purchase via interactive electronic 
means (Watson, Worm, Palmatier & Ganeson, 2015).  

In 2018, Thailand’s population aged 6 years and older was 63.3 million people. Of all this 
number, the number of Internet users was 36.0 million (56.8%) and the number of mobile 
phone users was 56.7 million (89.6%). The number of Internet users and mobile phone users 
based on age groups show that Thai people aged 15-24 and 25-34 were the most users of 
Internet services and mobile phones (Table 1). 
Table 1. Thai population who used computers, Internet and mobile phones by age group 
                                                             Unit: Percent (%) 

Age Group (Year) Computer Internet Mobile Phone
6-14 71.4 69.6 67.2 
15-24 54.3 91.4 96.9 
25-34 30.8 84.4 97.1 
35-49 20.9 62.1 96.5 
50+ 6.8 21.2 85.3 

Source: National Statistical Office (2019). 

According to a USDA report (GAIN Report, 2017), in 2016, while Thailand’s store-based 
retail sales totaled more than U.S.$83 billion, non-store retailing, including Internet shopping 
and home shopping, totaled U.S. $4.7 billion or 5 percent of total retail sales in 2016. Internet 
sales reached U.S. $1.5 billion in 2016, growing 11.2 percent from the previous year. Internet 
sales in Thailand are forecast to grow a further 61.3 percent by 2021. Further, the number of 
Internet users in Thailand was around 39 million people and projected to reach 49 million by 
2022 (Table 2). 

Table 2. Retail Sales Volume by Vendor Type 
 2012 2013 2014 2015 2016 
Store-Based 
Retailers 

2,546.3 billion 
baht (U.S.$81.9 

billion) 

2,676.9 billion 
baht (U.S.$87.1 

billion)

2,756.9 billion baht 
(U.S.$84.9 billion) 

2,836.9 billion 
baht (U.S.$82.8 

billion) 

2,946.1 billion 
baht (U.S.$83.5 

billion)
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Non-Store 
Retailers (Direct 
sales, Home 
shopping, 
Internet retailing 

138.2 billion baht 
(U.S.$4.5 billion) 

147.5 billion baht 
(U.S.$4.8 billion) 

150.4 billion baht 
(U.S.$4.6 billion) 

157.8 billion baht 
(U.S.$4.6 billion) 

167.1 billion 
baht (U.S.$4.7 
billion) 

Total Retail 
Sales 

2,684.5 billion 
baht (U.S.$86.4 

billion) 

2,824.4 billion 
baht (U.S.$91.9 
billion)

2,907.3 billion baht 
(U.S.$89.5 billion) 

2,994.7 billion 
baht (U.S.$87.4 
billion)

3,113.2 billion 
baht (U.S.$88.2 
billion) 

Source: GAIN Report, 2017 
More Thai consumers, especially the generation Y (those consumers aged between 20-34 

years old) shop for goods on the Internet or Internet-based retailers every year, on their 
mobile devices and desk-top computers (Panjakajornsak, 2017). However, in spite of the 
popularity and networks of the Internet-based retailers in Thailand, empirical research 
studying online shopping behaviour in Internet-based retailers are relatively scarce. Further, 
no empirical studies on value co-creation and customer co-creation experience are found in 
Thailand, especially in the context of e-tailing (Thanasuta, 2015; Thanasuta & Metharom, 
2015; Srichookiat & Jindabot, 2017).  

As a conceptual article with an exploratory nature, the purpose of the current paper is to 
fill a gap in research on the topics of value co-creation and customer co-creation experience 
by developing a structural model to examine the relationships and effects of the value 
co-creation, customer co-creation experience, and customer engagement of Thai consumers to 
buy products by Internet retailers on digital devices: smartphones, tablets, notebooks, and 
personal computers. This research contributes to the discipline of marketing in three ways. 
First, it will be the first empirical study on value co-creation, customer co-creation 
experience, and customer engagement in Thailand’s e-tailing setting. Second, it will likely be 
the first study that examines two dimensions of value co-creation (value co-production and 
value-in-use) and co-creation experiences at the same time. Third, it will thus contribute to the 
need to study value co-creation in a service setting. 

This study is divided into six sections. The first section is an introduction, followed by 
the literature review on retailing and e-tailing, service-dominant logic, value co-creation, 
customer co-creation experience, customer engagement, and a conceptual model and 
hypotheses development. The third section is research methodology, including the population 
and samples, measures, data collection, and statistical analysis. The fourth section is the 
findings and conclusion. The fifth and sixth sections are the acknowledgement of financial 
grants for the research and references.  

 

2. LITERATURE REVIEW 
2.1 Retailing and e-tailing in Thailand 

In general, retailing refers to the final activities and steps needed to move a product made 
somewhere else to the points or outlets that consumers can buy the products they want at the 
place and time that are convenient for them (Dunne & Lusch, 2008). In other words, it is the 
final point of a supply chain, which includes suppliers, manufacturers, and distributors and 
wholesalers for products.  
 Thai consumer behaviour in buying goods and services are becoming similar to those in  
developed countries like the U.S.A. and Japan, in that they now buy from both store-based 
retailers and Internet retailers. A study by Panjakajornsak (2018) found that the retail mix and 
service environment of both store-based retailers and Internet-based retailers are likely to 
affect customer experience, customer value, relationship quality, and consumer decision 
making. The current study chooses to focus on Thai consumers in Bangkok areas because, 
like many emerging economies in Asia, Thailand has been through rapid urbanization. The 
urban population in Thailand increased from 38.8% in 2006 to 50.4% in 2015, with most of 
the population growth centered in and around Bangkok areas. As average incomes of Thai 
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consumers increase, Thai consumers demand better product and service quality, convenience 
and high levels of service. In line with global consumers, Thai consumers are increasingly 
spending more on online shopping on websites and apps. Total revenue of           
Thailand’s e-commerce market in 2016 was US$2,451 and is forecast to grow by 17% a year 
until 2021. The largest segment of online sales was on electronics and media, worth US$1,117 
million in 2016 (Table 3) (HKTDC Research, 2017). 

Table 3. Thailand’s E-Commerce Market 
Categories 
of Goods 

Revenue in 2016 
(US$ million)

Revenue in 2021  
(US$ million)

% Change in       
2016-2021 

Electronics & Media 1,117 1,774 +10% 

Toys, Hobbies & DIY 398 1,029 +21% 
Furniture & Appliance 391 855 +17% 
Fashion 390 1,310 +27% 
Food & Personal Care 154 340 +17% 
Total 2,451 5,307 +17% 

Source: ASEAN in Focus: the Thai Consumer Market, HKTDC Research, 2017   
2.2 Service-dominant logic 

The service-dominant logic (SDL) perspective is the evolving service concept that blurs 
the roles of service providers and customers, in which both customers and service firms are 
considered to jointly create value (Helkkula, Kelleher & Pihlstrom, 2012). In this context of 
joint value creation process, the service firms and customers collaborate through effective 
online and offline interaction in the service process to create value. SDL posits the need for 
effective collaboration between firms and customers in the value co-creation process, 
however, this has mostly remained conceptual. Value co-creation depends on the notion that 
firms cannot create value by themselves because customers are the determinants of what value 
they really want (Prahalad & Ramaswany, 2002, 2004).  
2.3 Value co-creation 

Value has been conceptualized into multiple dimensions (Helkkula et al., 2012; Willems, 
Leroi-Werelds & Swinnen, 2016; Ramaswamy & Ozcan, 2018). Previous studies have 
examined utilitarian and hedonic factors of value in the service exchange. From the SDL 
perspective, value is determined and co-created by customers with firms at a given time and 
place, in store-based retailers or Internet retailers. The traditional definition of value relating it 
to the ownership of goods or perceived trade-off between benefits and sacrifices within 
relationships in the past 20th century must be transformed into the value co-creation process 
in the 21th century (Prahalad & Ramaswany, 2002, 2004). This is because of the technologies 
and digital devices have given the customers access to more information, media, and market 
channels. Therefore, they can search for information about products and brands and compare 
between competing brands before making buying decisions. 

Value has been a topic of research by both academicians and business consultants for a 
few decades, especially, focusing on engaging customers in creating new products and 
services through the co-creation process. In the past few decades, online tools and social 
communities help in co-creation in ideation, design, and development (Verleye, 2015). Thus, 
some researchers assert that co-creation involves customer engagement in the creation of 
offerings through ideation, design and development (Vargo & Lusch, 2008; Bolton & 
Saxena-Iyer, 2009).  

Value co-creation has received much interest in recent research by academicians and 
consultants. Customers’ roles in the traditional exchange of value have shifted from passive 
buyers to be active customers in the service provision (Prahalad & Ramaswany, 2000). 
Prahalad and Ramaswany (2002, 2004) asserted that the traditional, firm-centric view of value 
creation was being challenged by active, connected, and informed consumers. In the 
traditional process of value creation, firms and customers had distinct roles of production and 
consumption. Products and services contained value, and markets exchanged this value from 
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the producers to the customers. Consumers now become more engaged in the process of 
defining and creating value (Merz, Zarantonello & Grappi, 2018; Ramaswamy & Ozcan, 
2018). Value co-creation from the service-dominant logic posits that a customer is always a 
co-creator of value, and value is entrenched in the process of co-creation between a customer 
and a firm (Hsie & Chang, 2016). After reviewing prior literature, Ranjan and Read (2016) 
propose that value co-creation consists of two major dimensions: co-production and 
value-in-use. Co-production consists of three underlying elements: knowledge sharing, equity, 
and interaction. Value-in-use is the customer’s experiential evaluation of the product or 
service proposition beyond its functional attributes and comprises three elements: experience, 
relationship, and personalization. Therefore, this paper studies both dimensions of value 
co-creation: value co-production and value-in-use.            
2.4 Co-creation experience 
 Co-creation experience (CE) has been traditionally studied in three main aspects: 
moments of truth or service encounters; journey mapping or customer experience mapping; 
and service blueprinting (McColl-Kennedy, Cheung & Ferrier, 2015). According to Meyer 
and Schwager (2007), CE is a psychological construct resulting from customer contact with 
retailers and may involve different levels of customer involvement. Prior research has shown 
that there are six components of online customer experience: sensory, emotional, cognitive, 
pragmatic, lifestyle, and relational aspects. A number of studies found that the constructs of 
cognition and affect are consistently influencers of customer behavior and customer 
co-creation experience (Rose, Clark, Samouel & Hair, 2012). Ranjan and Read (2016) found 
that experience is a component in the value-in-use dimension of value co-creation.    
 According Pine and Gilmore (2011) who wrote one of the best-selling business books The 
Experience Economy, experiences are a fourth economic offering, as distinct from services as 
services from goods, but it was largely unrecognized. Using customer experience as a 
business strategy is not limited to just high-contact service firms, such as hotels and hospitals, 
many firms are shifting their emphasis on experience-based business models (Berry, Carbone 
& Haeckel, 2002; Ramaswamy & Ozcan, 2016). More specifically, service firms have 
increased their focus on customer experience co-creation as a business strategy (Ponsignon, 
Klaus & Maull, 2015).    
 Customer co-creation experience has been given a variety of operational definitions (Dube 
& Helkkula, 2015; Lemke, Clark & Wilson, 2011; Lipkin, 2016). For example, Meyer and 
Schwager (2007) define CE as a psychological construct resulting from customer contact with 
retailers and may involve different levels of customer involvement. Verhoef, Reinartz and 
Krafft (2010) propose that customer experience is holistic in nature and involves the 
customer’s cognitive, affective, emotional, social and physical responses to the retailer. 
However, Verleye (2015) argue that co-creation experience depends on the degree to which 
expected co-creation benefits are met, and thus the overall co-creation experience is driven by 
six dimensions: hedonic, cognitive, social/personal, pragmatic/ economic and overall 
experiences. The current study considers Yerleye (2015)’s six dimensions to be most relevant 
to the e-tailing and online shopping from the Thai consumers’ perspective, and thus, the first 
and second hypotheses are proposed.     

H1: Co-production affects co-creation experience. 
H2: Value-in-use affects co-creation experience. 

2.5 Customer engagement 
 The concept of “engagement” has been widely studied from different disciplines, 
including management, marketing, and information systems. Specifically, the past literature 
indicates that there are three main perspectives from which researchers have defined and 
studied the concept of “customer engagement”: psychological process, motivational 
psychological perspective and behavioural manifestation (Kunz et al., 2017). Customer 
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engagement as a psychological process consists of cognitive and emotional aspects that lead 
to customer loyalty for both new and existing customers (Bowden, 2009). Customer 
engagement studied from a motivational psychological perspective is defined as           
“a psychological state that occurs by interactive, co-creative customer experiences with       
a focal agent/object (e.g. a brand) in focal service relationships” (Brodie et al., 2011).   

Verhoef et al. (2006) define customer engagement as a behavioral manifestation toward     
a brand or firm that expand beyond product purchases. This behavioural manifestation 
includes all kinds of behaviours, not only those of high degrees of loyalty. The interactive 
nature of new digital technologies enables both customers and firms to share and exchange 
information with one another and leads to more opportunities to engage more with others.     
The service-dominant logic (SDL), which promotes relationships by customers’ interactive, 
co-creative experiences with firms and other customers, is crucial to the emergence of the 
customer engagement concept (Fung, King, Sparks & Wang, 2015; Hollebeek, Srivastava & 
Chen, 2019; Kumar, Rajan, Gupta & Pozza, 2019). Verhoef et al. (2006)’ s definition         
of customer engagement is in line with that of Doorn et al., 2010) which specifically define 
customer engagement as a customer’s behavioural manifestations that have a brand or firm 
focus, beyond purchase, resulting from motivational drivers.  

Many firms struggle to engage customers without much success. One of the reasons is 
that past research on customer engagement overemphasized the benefits of customer 
engagement to the firms, while ignoring the customers’ perspective (Kunz et al., 2017). 
Following previous studies (Bowden, 2009; Fung et el., 2015; Kunz et al., 2017; Harmeling, 
Moffet, Arnold & Carlson, 2017; Pansari & Kumar, 2017), customer engagement in this paper 
is defined as a psychological and behavioral process that should be studied from          
the customers’ perspective as measured by customer satisfaction, repurchase intention and 
word-of-mouth. The third hypothesis is proposed. 

H3: Co-creation experience affects customer engagement.    
2.6 Conceptual model and hypotheses 
 An extant review of past studies on value co-creation and related variables found that 
there are three relevant constructs (factors) that influence customer engagement. These 
constructs include co-production, value-in-use, and co-creation experience in the setting of 
e-tailing business in Thailand. Based on extant studies, a structural model of value co-creation 
factors that affects co-creation experience and customer engagement. A conceptual model is 
proposed in Fig. 1. 

 
 
 

 

 

 

 
Fig. 1 Conceptual Model 

3. RESEARCH METHODOLOGY 
3.1 Research design 

The purpose of this paper is to build a structural model of value co-creation and then test 
the fitness of the model to empirical data to confirm the model. To achieve the purpose, the 
research design is divided into two stages. The first stage is to utilise self-addressed 

Co-Production 
- Knowledge 
- Equity 
- Interaction Co-Creation Experience 

- Hedonic element 
- Cognitive element 
- Social element 
- Pragmatic element 
- Overall experience 

Customer 
Engagement 

- Satisfaction 
- Repurchase 
intention 
- Word of mouth  

H3

Value-in-Use 
- Experience 
- Personalization 
- Relationship 
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questionnaires to collect primary data from the sample groups. After data processing and 
analysis using confirmatory factor analysis and structural equation modeling techniques, the 
second stage is to conduct personal interviews with executives or experts in retailing to 
confirm the final model.  
3.2 Population and samples 

In order to test the proposed hypotheses, primary data will be collected using a mixed 
method of both quantitative and qualitative approaches in two stages. For the quantitative 
method in stage 1, questionnaires will be used to collect primary data from sample groups.  
For the qualitative method in stage 2, personal face-to-face interviews with senior executives 
of Thai retailers will be conducted. The population of this research will be Thai consumers 
who bought online goods or services in the past six months, using digital devices, including 
smartphones, tablets, notebooks, and personal computers. A purposive sampling method will 
be used to collect data from Thai people ages 18 to 60 in Bangkok areas. This group of 
samples is chosen because they are in the working-age segment of the population and earn 
regular incomes that are used to buy goods and services. The interviewees in the qualitative 
stage will be senior executives in the Thailand Retail Association.  
3.3 Measures 

The questionnaires used as the research instrument in this study are based on questions 
derived from previous studies. The items in the questionnaire are to be developed using 
standard procedure for the development of a research instrument (Schindler, 2019). Past 
empirical studies show that value co-creation process, customer experience and customer 
engagement are related. Based on the literature review, a questionnaire is developed and will 
be used to gather data from the samples.  
3.4 Data collection and analysis 

The collection of quantitative data in stage 1 will be collected through structured 
questionnaires. A team of undergraduate students will be trained by the researcher to 
distribute the questionnaires to respondents in shopping malls and centers in Bangkok areas. 
The respondents will be asked to fill out the questionnaires. Participation in this study is 
voluntary and no gifts will be offered to the respondents. After collection, the gathered 
questionnaires will be checked for correctness and completeness for data processing with the 
SPSS 21.0 and AMOS 21.0 programs. The data in stage 2 will be personal interviews of 
senior executives of retailers in Thailand.   

Both descriptive and inferential statistics will be used in this study. For the quantitative 
data collected from the questionnaires, the descriptive statistics include numbers, percentages, 
means, standard deviations, skewness, and kurtosis, using SPSS 21.0. The inferential statistics 
used will be structural equation modelling (SEM) techniques for model and hypothesis testing 
(Bryne, 2016; Kline, 2016). As for the data from personal interviews, content analysis method 
will be utilised to process and analyse the results (Myers, 2013). 

 
4. FINDINGS AND CONCLUSION 

This paper describes and explains concepts of retailing, e-tailing or Internet retailing in 
general and in Thailand. It is found that both academicians and practitioners around the world 
have focused their studies on value co-creation and co-creation experience. In spite of the 
increasing importance of e-tailing, value co-creation and co-creation experience, very few 
empirical studies are conducted on this topic in Thailand. This paper aims to fill this gap by 
reviewing and explaining the concepts of value co-creation, co-creation experience, and 
customer engagement. The perspectives of value co-creation and service-dominant logic are 
also discussed which are based on past studies in the fields of service marketing and online 
consumer behaviour. Lastly, the paper proposes a structural model of value co-creation and 
three hypotheses.  
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