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Abstract 

In this era of development and challenging rivalry, co-creation has become vital for service organisations to sustain 

the competition. A broad outline of contemporary insights into the co-creation of services is essential. The point 

of this study is to detect the antecedents of co-creation and outcomes in the form of competitive advantage in the 

context of the hospitality industry. Data were generated from 461 managers and frontline staff of the A-category 

hotels sited in varied areas of Jammu and Kashmir via purposive sampling technique. Structured Equation 

Modelling was used to check the hypotheses. The outcomes reveal that co-creation is considerably influenced by 

technology adoption, active involvement and environmental change which in turn influence the competitive 

advantage. The findings offer helpful managerial implications and consequences in the context of the hotel 

business. 

Keywords: Co-creation; innovation; competitive advantage; hospitality; tourism  

Introduction 

To make possible the success of any marketing strategy one of the core elements is to deliver 

an exceptional service experience to customers (Abdullah et al., 2022; Prebensen et al., 2016). 

From the tourism perspective, the experience of guests is seen as an individual perception 

generated in the context of interactions and resource integration (Bjork & Sfandla, 2009). 

Customers are becoming more motivated and in charge, so service providers must engage with 

them more enthusiastically (Bhat & Sharma, 2021). Prahalad and Ramaswamy (2004) suggest 

that co-creating interactions are a foundation for worth and the prospect of novelty (Sharma & 

Bhat, 2020). Evidence provided by such lines suggests that enhanced and superior service 

offerings and experience can only be created if both the guest and the provider of services work 

willingly and cooperatively. People engage with service providers to build their individual 

exclusive experiences, which are referred to as the co-creation of experiences. For instance, the 

Dutch Fletcher Hotel in the Netherlands conducts online surveys to obtain feedback from 

clients to gain consumer insights and alternatives. The results of these studies are therefore 
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analysed and used by the organisation to make adjustments to better meet the needs and ideas 

of guests. It is a very essential element in the hospitality and tourism industry that the service 

providers should create an excellent practice for the clients by producing co-creation of 

experiences. However, hotels learned what their customers desire and how they might make 

their entire stay more involved and useful for them, boosting their engagement in co-creation 

and as a result enhance overall satisfaction (Shaw et al., 2011). This scenario adds to the 

literature by recommending that hotels undertake co-creation of experiences with consumers 

to provide worth for all parties involved (depending on who is involved) (Mathis et al., 2016). 

The aim is for the last service to be extra valuable following the stakeholder's decision to 

contribute their ideas and personal capital (Mathis et al., 2016).  

In recent years, value co-creation has proved to be a vital strength of many business 

concerns to stay and gain competitiveness (Sharma & Bhat, 2020a). The expression ‘active 

involvement’ of customers is gaining amassed popularity through standard as well as 

theoretical marketing writings. An extensive review of the literature reveals that the literature 

on co-creation (Brodie et al., 2011; Diaz et al., 2016; Im & Qu, 2017; Kasnakoglu, 2016; 

Mainardes et al., 2017; Ranjan & Read, 2016) is theoretical, brief, and fragmented in developed 

economies, such as Europe, the United Kingdom, Spain, China, and the United States, and it 

covers various service sectors. Moreover, the bulk of studies on tourism have included value 

co-creation scales from other disciplines (Grissemann & StokburgerSauer, 2012; Hsiao et al., 

2015; Sugathan & Ranjan, 2019). Others have measured co-creation experience without 

considering the impact of antecedents (e.g., Grissemann & StokburgerSauer, 2012; Prebensen 

et al., 2016). To improve the validity and trustworthiness of co-creation dimensions relating to 

tourism and hospitality, academics have recommended in-depth scale development activities 

(Prebensen & Xie, 2017). Buonincontri et al. (2017) have also suggested the need to examine 

the role of technologies in co-creation with a particular emphasis on smart technologies to 

enhance co-creation with tourists. Oertzen et al. (2017) also advocated evaluating the 

contribution of value co-creation and its close contributors like participation and involvement. 

Although co-creation and service innovation have continued to experience exponential 

progress since their inception, many researchers (Payne et al., 2008; Silva et al., 2013) 

emphasized the need to develop models of innovation in co-creation. Very limited research 

focusing on co-creation, dynamics of co-creation, factors influencing co-creation, and its 

impact has been found in the literature. From the literature, it has been found that there is a 

need to examine the impact of co-creation on business firms. Further, it has been checked from 

the customer perspective, future studies need to measure it from the managerial perspective 

(Kyei & Bayoh, 2017). Additionally, as significant innovation-related elements have been 

acknowledged in recent years, the significance of innovation management in the hospitality 

and tourist sectors has increased (Hjalager, 2010). To determine how the hospitality sector may 

foster more ground-breaking service offerings, it is possible to further analyse the impact of 

cooperation and co-creation between a business and its clients on service innovation. These 

efforts are justifiable (Durst et al., 2015) given the rising importance of the service sector and 

its effect on economic growth (Maroto-Sánchez, 2012; Mention, 2011). As a result, there is an 

increasing need to expand and empirically investigate a comprehensive framework on 

business-to-customer co-creation to provide an enhanced understanding of how businesses in 

the hospitality sector co-create value with their consumers. 

 

Literature review 

Co-creation-enabled innovation plays a vital role in the hospitality industry. In many 

geographical locations, research studies on the hospitality industry have established that co-

creation has a favourable influence on success and sustainability (Bhat & Sharma, 2021; 

http://www.ajhtl.com/
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Damanpour et al., 2009; Durst et al., 2015; Sharma & Bhat, 2020; Zhou et al., 2005). The 

present study focuses on co-creation, its antecedents and outcomes in the hospitality sector of 

Jammu and Kashmir. The rationale for focussing on this area is the dependence of the J&K 

economy on tourism where hotels play a vital part in providing accommodation to visitors 

visiting the Jammu and Kashmir region.  

 

Environmental uncertainty 

Organizations face extremely dynamic conditions that are frequently marked by constant shifts 

and dynamism (Alsharo & Gregg, 2012). Service managers face an extremely competitive, 

complicated and unpredictable decision-making climate. This increasingly complicated 

environment needs several different resources (Boehlje, 1999). Rapid technical progress, the 

proliferation of knowledge and the disparity between developing and underdeveloped countries 

all add to today's dynamic environment (Daellenbach, 1994; Fisher et al., 2000). The evolving 

essence of user exchanges raises confusion in increasingly volatile decision-making. In 

addition, the complexities of the economy arise from many factors operating concurrently, 

including government policy, enterprise scale, business rivals, technology and market risks 

(Aldrich, 2008). Environmental dynamics is confirmed to have a direct effect on the skills and 

abilities of an enterprise (Jansen et al., 2009). Several studies have confirmed the moderate 

effect on company performance of environmental dynamics, such as organisational education 

(Chen & Wang, 2012), the capacity to organize, coordinate and integrate resources (Liu & Liu, 

2013), external research and integration of knowledge (Dong, 2017) and innovation 

externalisation (Bei et al., 2010). When a company is in a highly evolving world, the condition 

is often highly unpredictable, with several non-structural issues (Galbraith, 1973). The capacity 

of a start-up to obtain, incorporate and generate value also depends on the environmental 

dynamics (Baum & Wally, 2003). Sensible increments in the environmental dynamics may 

also bring uncertainty, which makes start-ups incapable of improved identification and 

understanding of the interaction between environmental variables and capital and which 

impacts companies in selecting adaptive tools to generate profit (Sirmon et al., 2007). The 

capacity of companies to incorporate and operate capital may be undermined in a highly 

evolving world, thereby weakening the benefits of value creation (Ge et al., 2019). 

 

Active involvement 

Active involvement of customers is the scope of the customer's physical, emotional and rational 

manifestations, including loyalty, vigour, connection and absorption (Patterson et al., 2006). It 

leads to superior affiliations and strong partnerships due to continued dialogue, resulting in 

important, valuable results for customers and organisations (Auh et al., 2007; Prahalad & 

Ramaswamy, 2004). Moreover, customer participation also perceived to be part of the co-

creation process (Dong et al., 2008) leads to new product and service solutions that are better 

adapted for and address emerging demands as well as help reduce the cost of design, production 

and marketing (Ramaswamy & Gouillart, 2010). 

 

Technology adoption 

To increase the reliability and efficacy of different work systems, organizations implement 

modern technology (Bangare et al., 2021). Technology allows retailers to know their 

customers' points of view, requirements and experiences in line with their ongoing commitment 

through dialog in B2C dealings (Ballantyne & Varey, 2006). Moreover, technology not only 

helps to co-create value but also plays an essential part in value co-creation. It also allows 

consumers and retailers to create and convert value based on acceptance, incorporation and 

reliance (Chuang & Lin, 2015). Technology competencies such as online transactions between 

http://www.ajhtl.com/
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companies and consumers have become a background to the value development phase in B2C 

(Pena et al., 2014) and have been presented as drivers for co-creation (Payne et al., 2008). The 

future effect of technology on the mechanism of co-creation has long been acknowledged 

(Wikström, 1996). Co-creation may happen offline with pen and paper, but the usage of ICT 

increases the number of clients and the rate of co-creation outcomes (Piller et al., 2012).  There 

are different tools available for users to chat, interact, design and customize their desires, 

wishes, proposals and solutions (Antioco et al., 2008; Lekgau & Tichaawa, 2022). The tools 

may have different types from a plain mailing list to advanced tools for customization 

(Nambisan, 2002; Pacauskas, 2016). 

 

Competitive advantage 

In order to continue in prevailing market conditions, companies need to enhance their 

innovation skills to meet new needs and consumer desires to provide a long-term strategic edge 

(Panayides, 2006). A look at current developments in pioneering concerns shows that creativity 

is essential to long-term growth, development, sustainability and longevity. If the company 

imagines being a leader, it is advised that companies continuously innovate their operation to 

create capacity and achieve sustainability benefits. This is appropriate for the tourist industry 

where service innovation is essential to achieve and maintain a competitive edge (Camison & 

Monfort-Mir, 2012; Hjalager, 2010). The competitive edge is achieved when a company may 

generate a benefit in a commodity or in a method above its manufacturing costs and which 

existing or future rivals cannot simultaneously enforce (Barney, 1991). It is also a comparative 

metric since it shows the status of a company concerning its rivals or the market (Barros, 2001; 

Conto et al., 2016). Prajogo (2006) points out that researchers have been increasingly interested 

in the need to identify sources of competitive advantage in the service sector-particularly if 

creativity is seen as a competitive advantage (and its effects on performance) (Ferraz & Santos, 

2016). 

 

Hypothesis development 

Technological adoption and co-creation 

ICT has proven a leading way to attract strategic advantages by the effective use of capital to 

address problems, through making affiliations with businesses and consumers possible and by 

developing links with each other (Tippins & Sohi, 2003). Technology paves the way for strong 

B2C transactions in line with the continuous conversation, allowing merchants to know their 

consumers' views, needs and experiences (Ballantyne & Varey, 2006). It also plays an 

important role in value co-creation and inter-business transactions (Della Corte et al., 2009). In 

addition, technology not only serves to promote the co-creation of value but also depicts a key 

task in the co-creation of value. It also allows consumers and retailers to create and convert 

value at the level of acceptance, integration and reliance (Chuang & Lin, 2015). Technology 

competencies including online transactions between companies and consumers have been 

viewed as an antecedent of the value co-creation process with a view to B2C (Pena et al., 2014) 

and as an engine of co-creation (Payne et al., 2008). In tourism, past research has advocated a 

notable increase in efficiency and competitiveness in ICT implementation (e.g., Andreu et al., 

2010). Hence it is hypothesised that: 

 

Hyp1: Technology adoption significantly contributes to co-creation. 

 

 

Active involvement and co-creation 

http://www.ajhtl.com/
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Involvement is the amount of curiosity in an act and the touching response connected with that 

interest (Ida, 2017; Manfredo, 1989). Participation in value co-creation helps consumers and 

end users to place themselves more and more coordinated over the whole lifecycle for 

innovation, thereby significantly enriching the user-driven innovation opportunity (Seppa & 

Tanev, 2011). Customers are expected to help create value by processing and by taking over 

the responsibility of the contributor or designer (O'Hern & Rindfleisch, 2001; Preikschas, et 

al., 2015; Tapscott & Williams, 2006; Zhang & Chen, 2008). Active interaction makes it 

possible for consumers to interact and build interconnections with employees and other 

customers, who are connected in one way or another and provide a motivating sense of 

contribution to co-creation (Lorenzo-Romero et al., 2014). Whether they are productive or 

constructive (Lagrosen, 2005), they are psychologically encouraged to develop their thoughts, 

skills or desires (Martinez-Canas et al., 2016). This is why Patterson et al. (2006) define the 

active involvement of customers as the scope of the customer's physical, emotional and rational 

manifestations including loyalty, vigour, connection and absorption. It leads to superior 

affiliations and strong partnerships due to continued dialogue, resulting in important, valuable 

results for customers and organisations (Auh et al., 2007; Prahalad & Ramaswamy, 2004). 

Moreover, customer participation, also perceived to be part of the co-creation process (Dong 

et al., 2008), leads to new product and service solutions that are better adapted for and address 

emerging demands as well as help reduce cost of design, production and marketing 

(Ramaswamy & Gouillart, 2010). Active consumer participation in co-creation entails avoiding 

risk, economic efficiency (Prahalad & Ramaswamy, 2004) and above all differentiation 

(Martinez-Canas et al., 2016; Ramaswamy & Gouillart, 2010). This participation can be active 

in both the physical and virtual environments (Lorenzo-Romero et al., 2021). With the help of 

their unique experiences, customers have been conceptualised in practice as active rather than 

passive participants who provide value when building and developing goods and services 

(Martinez- canas et al., 2016; Prahalad & Ramaswamy, 2004). Thus, it is hypothesised that: 

 

Hyp2: Active involvement significantly contributes to co-creation 

 

Environmental change and co-creation  

Occasional environmental changes such as deviations in customer preferences, wear-down 

industry restrictions, fluctuations in social values and demographics, the development and 

execution of changing government directives, as well as technological changes and 

improvements would force industries to allow co-creation or be ready to face the failure of 

effective strategic decisions (Damanpour & Gopalakrishnan, 1998; Gössling & Hall, 2006).  

They want companies to look for a way out in the form of creative ideas that meet the changing 

dynamics. The increasing uncertainty of the current climate has led companies to seek 

innovative ways to build and sustain working associations with consumers and suppliers (El-

Gohary, 2012). Moreover, to address market climate transition, a systematic roadmap and 

visualization for new corporate growth tactics were projected (Lee et al., 2012). The company 

challenges that rapidly identify and prepare for environmental changes automated in creative 

activity are further motivated by the contribution to co-creation dynamics. That's why we offer 

the third hypothesis:  

Hyp3: Environmental change has a significant impact on co-creation. 

 

 

 

Co-creation and competitive advantage 

http://www.ajhtl.com/
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According to numerous studies, organisations can benefit in a variety of ways from consumer 

participation in value co-creation, including brand magnification, new customer attraction and 

lessening costs so they can recommend more distinctive products at lower prices (Piligrimiene 

et al., 2015). It has been shown that the primary driver of competitive advantage in service 

processes is customer participation in the act of value creation (Yi et al., 2011). Therefore, 

through sharing, collecting and recombining knowledge, co-creation encourages progress 

(Brynjolfsson & McAfee, 2014). Additionally, clients as a whole are altering the current 

commercial center's environment and the direct link between important initiatives and firm 

success (Lariviere et al., 2017). Whilst a consumer participates, two crucial rivulets become 

available: one as a resource and the other as a partner or co-creator (Gronroos & Voima, 2013; 

Ma et al., 2017) which is in certain ways associated with higher organisational performance 

(Storey & Larbig, 2017; Wang & Kim, 2017). These acts ultimately result in customer 

satisfaction which is directly related to the performance of the company as a whole. Thus, we 

hypothesise that:  

 

Hyp4: Co-creation has a significant impact on competitive advantage. 

 

Methods 

Research instruments  

A five-point Likert scale was employed to evaluate the constructs, with 1 representing severe 

disagreement and 5 denoting strong agreement. The co-creation materials used in this study 

were taken from the works by Diaz et al. (2016), Mathis et al. (2016) and Sharma & Bhat 

(2020a). The items of technology adoption were adopted from the studies of Chuang & Lin 

(2015), Chen et al. (2017) and Tsou & Chen (2012), while items for active involvement were 

used from the literature of Ranjan & Reid (2016) and Sauer (2016). Similarly, the items for the 

construct environmental change were derived from the studies of Chen et al. (2017), Ge et al. 

(2018) and Rothenberg & Zyglidopoulos (2003). The competitive advantage is measured by 

the previous works of Sigalas et al. (2013) and Sharma & Bhat (2020). The items were changed 

to match the tourism industry's requirements. 

 

Data collection  

A purposive sampling approach was adopted to contact respondents from A-category hotels 

for the research. A total of 491 questionnaires were circulated to managers and front-line staff 

on a convenience basis, out of which 470 were obtained and 9 had missing frequencies 

indicating a response rate of 94%. The respondents' demographic data demonstrates that 90.2 

percent were male and 9.8 percent were female. Among them, 34.5 percent belong to the age 

category below 30 years, 40.1 percent fall in the age group of 30-50 years, and the rest 25.4 

percent above 50 years. Most respondents about 50% have been at their present employer for 

more than five years. Seven hospitality managers and three academics from the fields of 

hospitality and marketing pre-tested the questionnaire at an early stage, providing feedback on 

a variety of factors including item comprehension, language, readability and ambiguity (Hair 

et al., 2010). The responses explained that the measurement items were well-worded. This 

helped achieve content validity.  

 

  

http://www.ajhtl.com/
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Results and discussion  

AMOS was used in a two-phase method of structural equation modeling (SEM), as 

recommended by Anderson and Gerbing (1988). First, exploratory and confirmatory factor 

analyses were run to learn more about the concept validity and fit of the suggested measurement 

model. The second stage then aimed to create and evaluate the structural model to evaluate the 

validity of the theoretical link.  

 

Exploratory factor analysis (EFA)  

EFA with Varimax rotation was run to discover the critical dimensions of environmental 

uncertainty, technological adoption and competitive advantage. An eigenvalue that is better 

than one was used to choose the number of factors (Churchill & Iacobucci, 2002). Two factors 

each for these constructs were identified explaining variance greater than 65% (see Table 1).  

 
Table 1: Results of exploratory factor analysis 

Technology Adoption MV SD FL EV %TV %CV COM 

F1  Web based service      (KMO =  0.688) 

Ta_5 3.605 1.021 0.974 4.125 43.801 43.801 0.957 

Ta_1 3.616 1.014 0.954 0.923 

Ta_7 3.629 1.025 0.946 0.907 

Ta_3 3.583 1.025 0.842 0.709 

F2  E-business adoption 

Ta_6 3.661 0.983 0.947 2.828 43.114 86.915 0.898 

Ta_2 3.668 0.976 0.945 0.894 

Ta_4 3.572 0.972 0.927 0.875 

Ta_8 3.594 0.983 0.873 0.789 

 Active Involvement           (KMO=  0.773) 

Ai_3 3.676 1.053 0.903    .816 

Ai_5 3.579 1.111 .870 3.272 65.442 65.442 .756 

Ai_6 3.780 1.009 .767 .588 

Ai_1 3.676 1.086 .759 .575 

Ai_2 3.659 1.064 .732 .535 

   Environmental Uncertainty    (KMO =  0.730) 

   F1 Vibrant Competition    

Eu_7 3.793 1.010 0.927 3.543 40.414 40.414 0.872 

Eu_5 3.713 1.071 0.817 0.678 

Eu_3 3.750 1.028 0.786 0.630 

Eu_4 3.733 0.995 0.785 0.637 

   F2  Changing Customer Taste 

Eu_2 3.739 1.028 0.961 1.979 38.464 78.877 0.950 

Eu_6 3.731 1.020 0.938 0.882 

Eu_1 3.759 1.055 0.912 0.873 

     Co-creation                    (KMO= 0.812) 

Cc_4 3.812 1.134 0.912 2.154 66.158 66.158 .0925 

Cc_1 3.452 1.821 0.954 0.845 

Cc_3 3.664 1.569 0.572 0.869 

Cc_2 3.812 1.562 0.758 0.778 

Competitive Advantage       (KMO = 0.746) 

  F1 Competition Capability    

        Ca_2     3.633 1.084 0.926 3.658 45.961 45.961 0.871 

Ca_ 8 3.629 1.083 0.917 0.853 

Ca_4 3.648 1.014 0.876 0.791 

Ca_3 3.631 1.072 0.838 0.734 

  F2 Financial Capability 

Ca_1     3.637 1.131 0.928 1.766 31.527 77.488                  

0.870 

Ca_6 3.631 1.126 0.923 0.873 

Ca_7 3.622 1.109 0.645 0.533 

 

Confirmatory factor analysis (CFA)  

The measurement model’s robustness was then tested using a series of confirmatory factor 

analyses (CFA), which looked at construct reliability, convergent validity and discriminant 

validity. Each of the five constructs—co-creation, technology adoption, active participation, 

http://www.ajhtl.com/
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environmental uncertainty and competitive advantage—were examined separately using CFA. 

When reliability was tested, cronbach's alpha and composite reliability values fit well, 

displaying values above the cutoff of 0.70 (Fornel & Larker 1981; Hair et al., 2010), which 

authenticates the satisfactory internal consistency and composite reliability of the scale. 

According to Bucklin and Sengupta (1993), the composite reliability range between 0.71 to 

0.88. Since all constructs' AVE values were more than the threshold value of 0.5, it was 

determined that all measures had sufficient convergent validity. The discriminant validity was 

next examined using the correlation matrix (Table 2). Given that the square root of the AVE 

estimations for each variable was all greater than the correlations of all other variables (Fornel 

& Larker, 1981) (see Table 2), it was established that the discriminant validity in our situation 

was sufficient. 

 
Table 2: Correlation matrix of constructs (discriminant validity) 

 
TA AI EC CC CA 

TA 0.698 
    

AI     0.079** 0.543 
   

EC 0.046 0.059  0.720 
  

CC -0.039   -0.064**     -0.046** 0.688 
 

CA 0.071 0.072 -0.116 0.110 0.669 

Key: TA-Technological Adoption, AI-Active involvement, EC- Environmental change, CC-Co-creation CA-Competitive advantage.  

Note: Values on the diagonal axis represent Average variance extracted and values below the diagonal represent correlation 

values 

 

Hypotheses testing  

We proceeded to test the suggested structural model and looked at the hypothesised correlations 

after validating and achieving satisfactory model fitness for the measurement model. The 

structural model's findings (Table 3) showed that all of the assumptions were validated since 

the values were statistically significant (p < 0.05 or greater) (Hyp1, Hyp2, Hyp3 & Hyp4 all 

supported). Overall, the structural model's fitness showed a substantial fit with χ2/df =2.217, 

GFI=0.981, AGFI=0.960, NFI=0.905, TLI=0.900, CFI=0.939 and RMR=0.029 & 

RMSEA=0.051 meeting the threshold criterion. The outcomes established that technology 

adoption positively and significantly contributes to co-creation (β = .460, p = .000). Hence 

hypothesis 1 stands established. This establishes technological adoption as a relevant and 

effective marketing strategy for enhancing and creating co-creation.  

 
Table 3: Hypothesis results (direct effect) 

Parameters SRW(β) Hypotheses Model Fitness Conclusion 

Technology Adoption→ Co-

creation  0.460* Hyp2 

χ2/df =2.110, GFI=0.978, AGFI=0.959, 

NFI=0.936, TLI=0.948, CFI=0.965, 

RMR=0.041, RMSEA=0.049 

Accepted 

Active Involvement→ Co-

creation  0.531* Hyp3 

χ2/df =1.768, GFI=0.987, AGFI=0.969, 

NFI=0.900, TLI=0.931, CFI =0.961, 

RMR= 0.035, RMSEA=0.041 

Accepted 

Environmental change→ 

Co-creation 0.671* Hyp4 

χ2/df =1.825, GFI=0.981, AGFI=0.964, 

NFI=0.900, TLI=0.910, CFI=0.939, 

RMR=0.048, RMSEA=0.042 

Accepted 

Co-creation → Competitive 

Advantage 0.794* Hyp5 

χ2/df =1.422, GFI=0.986, AGFI=0.974, 

NFI=0.976, TLI=0.989, CFI=0.993, 

RMR=0.034, RMSEA=0.030 

Accepted 

Overall Hypothesized Model χ2/df =2.217, GFI=0.981, AGFI=0.960, NFI=0.905, TLI=0.900, CFI=0.939, RMR=0 

.029, RMSEA=0.051 

Note: ***p< 0.001; **p< 0.01; *p<0.05 

 

The relationship between active involvement and co-creation also came to be noteworthy 

(β=0.531, p=0.000), demonstrating that active involvement is an essential prerequisite for co-

http://www.ajhtl.com/
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creation which is a profitable strategy for enhancing customer-brand relationships and creating 

satisfaction, commitment and trust among customers. As a consequence, we agree with 

hypothesis 2, which claims that active involvement considerably affects co-creation. Moreover, 

hypothesis 3 also got established representing a positive impact of environmental change on 

co-creation (β=0.671, p=0.000). It shows that the environmental change concept has the highest 

degree of cause and demonstrated environmental change as a strong antecedent of 

collaboration. Likewise, co-creation and competitive advantage were also found to be 

positively correlated (β=0.794, p=0.000). As a result, hypothesis 4, which identifies co-creation 

as a vital instrument for competitive advantage, is likewise accepted (see Table 3).  

 

Implications and conclusion  

The key point of this research is to observe the factors affecting co-creation and explore the 

impact of co-creation on the competitive advantage of an organisation. We deem that exploring 

the combined impact of these co-creation antecedents and its leading to competitive advantage 

guides to a more satisfactory assessment of the tactical activities taking place in the hospitality 

industry. Firstly, we look at the impact of technology adoption on co-creation. We observed 

how technology adoption can be profitable for the hospitality segment to gain the benefit of 

scheming and put into practice innovations by taking into account the ideas of concerned 

parties through technology. The results indicated that hotel’s use various technological gadgets 

and applications to predict customer choices and use these technologies to keep a vigil on the 

latest trends that are seeking entry into the markets to outwit the opponents. The results are 

consistent with the studies of Ratchford and Barnhart (2012) and Taherdoost (2018). 

Secondly, the position of the consumer in the generation of ideas has mostly been 

acknowledged for incremental innovation (Kokins et al., 2021), while the contribution that 

customers can add to the idea-generation phase has been believed to be minimal as far as radical 

innovation is concerned (Lundkvist & Yakhlef, 2004). The capacity of service organisations to 

develop and manage strong client collaboration processes to achieve a win-win scenario while 

taking into account the thoughts and expectations of consumers is defined as participation 

capability in this study. This result is consistent with the views of previous scholars such as Ida 

(2017) and Martinez-canas et al. (2016) who advocated that active involvement is an essential 

prerequisite for the co-creation which is a profitable strategy for enhancing customer-brand 

relationship and creating satisfaction, commitment and trust among customers. Third, we 

examined the impact of environmental change on co-creation. Customer preferences are 

changing, industry borders are eroding, social norms and demographics are shifting, new 

government rules are being introduced and put into effect and technology is advancing (Hoyer 

et al., 2020). Businesses that can promptly adapt to environmental changes will naturally have 

a higher propensity for inventive techniques when it comes to co-creation. Environmental 

uncertainty and technological adoption through increased competition are critical and 

motivating factors for co-creation initiation.  

Finally, According to the study, a company's competitive edge may be increased by 

effectively incorporating customers in innovation processes from a co-creation perspective. To 

satisfy a variety of client wants and maintain competitive advantages over rivals, hospitality 

managers must listen to consumers and build services in accordance with their feelings. We 

believe that involving competitive advantage in our study creates a more comprehensive 

picture of the strategic initiatives taken by organisations. 

Although this study's findings increase our understanding of the link between the 

factors we looked at, it also includes limitations that pave the way for more research. First, our 

study examines co-creation as a one-dimensional construct, future research could study the 

dimensionality of co-creation for better understanding and results. The study also explored 
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competitive advantage as an outcome of co-creation. The possibility of co-destruction is also 

there considering the involvement of customers in service design etc. Therefore it is an issue 

to be examined. Further, this study is restricted to the hospitality industry only; future research 

may consider other sectors for generalisation of results. 
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