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Abstract

:

The coffee industry has grown into a highly competitive management environment, which has led to the contemplation of differentiated marketing strategies as tools for business success. Practitioners operate their own SNS brand pages to encourage customers to participate and engage in two-way interpersonal marketing practices that can generate value co-creation. This paper aims to explore the relationships among the types of value offered by SNSs, brand attitude, and customer value-co-creation behaviors in the hospitality context, by employing the Value–Attitude–Behavior model. Data were collected via an online survey research company and analyzed by PLS-SEM using SmartPLS 3.0 and Jamovi 1.0 software packages. A quantitative research method was carried out with a total of 406 adults in South Korea who had had both on-site and SNS coffee brand experiences within three months of the survey. The results of this study can be summarized as follows. First, information-seeking, entertainment, and expressive value all had a significant positive effect on brand attitude. Second, brand attitude had a significant positive effect on both customer participation behaviors and customer citizenship behaviors. The results of the current study suggest useful implications in that the usage of SNSs as marketing communication tools can influence not only online but also offline brand attitudes and customer value-co-creation behaviors.
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1. Introduction


The coffee industry’s growing market provides exciting opportunities, but also challenges, due to its highly competitive management environment. Additionally, the COVID-19 pandemic has resulted in enormous changes in service settings [1]. The current situation has been catastrophic for the hospitality industry forcing businesses to reduce service encounters that are essential to the service process [2]. Given the managerial difficulties that practitioners are facing, differentiated marketing strategies to communicate with customers are required in the coffee industry [3].



Creating value through business is the ultimate goal for corporations. Due to the inseparable and heterogeneous nature of service in the hospitality context, customers are considered as active partners of firms because they play significant roles in the process of producing service and creating value [4,5]. Interactions between a brand and its customers are a significant factor that can evoke various beneficial behavioral outcomes, such as co-creation of brand value [6]. Therefore, how to encourage customers to engage in successful service processes that create value has been a crucial research subject in academia for many years.



Customers’ value-co-creation behaviors frequently occur in online service settings. In fact, virtual environments, such as social network services (SNSs), are considered easier and more efficient platforms for triggering co-creation behaviors than offline spaces, because SNSs prominently feature prompt responses with fewer time and space limitations [7,8]. Via SNS, customers can input resources, such as time, effort, knowledge, opinions, attitudes, information, and accounts of experiences regarding a brand, while interacting with the brand or other customers and creating value for the firm and themselves [9]. Expanded service settings are also cost-effective for enticing customers to engage in co-creation [4,10]. For example, Starbucks, which leads the coffee industry in Korea, has garnered more than 0.82 million followers and 1.5 thousand posts on Instagram. Along with the followers of the Starbucks page, other SNS users are frequently exposed to the Starbucks page or posts, gaining the opportunity to participate in brand-marketing communication activities.



Hence, most coffee brands, large or small, have created and optimized official brand pages through various SNS channels, such as Instagram, Facebook, Youtube, and Twitter, to allow customers to simultaneously participate in marketing interactions in real time. Because SNSs are already part of the ordinary lives of ‘fan’ or ‘guest’ customers of a brand, they are pervasively used by marketers, not only to market a brand’s products and services, but also to directly communicate and build lasting relationships with customers in order to co-create value [8,11,12,13]. Online activities, such as following, liking, commenting, making recommendations, exchanging information, and other similar activities, are all considered convenient and active marketing interactions between brands and customers [6,12,14].



SNSs allow for two-way communication [4,8,15]. Thus, the features of SNSs as marketing communication tools are essential for the success of SNS marketing and, at the same time, critical for customer value-co-creation behaviors [8,16]. Despite the importance of SNSs as prominent channels for customer value-co-creation behaviors, relatively little attention has been paid to the relationship between them [16]. Because these networks have huge numbers of users, they offer a key platform in the context of many-to-many interaction, which in turn yields valuable marketing intelligence a brand can use to co-create value beyond purchasing [14,17,18].



Given the attention directed toward the increased usage of SNSs as marketing interaction tools and customer value-co-creation behaviors, a research question emerges: Does the perceived value of using SNSs as marketing tools, as promoted by the SNSs themselves, translate to customers engaging in actual value-co-creation behaviors? Customers’ interactive experiences can lead to value creation by forming relationships between stakeholders [13,19,20]. However, few studies have investigated the impact of brand SNS experiences on brand attitude and value-co-creation behaviors. Using Homer and Kahle’s (1988) Value–Attitude–Behavior model, the current study looks in detail at the dimensions of the perceived value of using SNSs, and their effects on brand attitude and customer value-co-creation behavior [21].



In summary, the purpose of this study was to fill this research gap. First, this study aimed to present academic and practical evidence indicating which dimensions of the perceived value of using brand SNS pages significantly affect brand attitude. Second, this study also attempted to assess whether brand attitude significantly affects customer value-co-creation behaviors. The results of the current study are expected to provide a theoretical and practical foundation for current practitioners and future studies in that it deals with both online and on-site value-co-creation experiences in the coffee industry.




2. Literature review


2.1. Value–Attitude–Behavior Model (VAB Model)


The Value–Attitude–Behavior model has been consistently adopted by researchers to explain consumer behavior in various fields [22]. The model consists of three components arranged in hierarchical order: value, attitude, and behavior [21]. According to Homer and Kahle (1988) [21], abstract values in the cognitive domain indirectly influence specific behaviors through the midrange attitude. The concept of attitude in this context is defined as a tendency to evaluate a brand favorably or unfavorably, which can determine behavioral variables [22,23]. Values are more fundamental than attitudes in the hierarchical structure, whereas intentions to behave or actual behaviors follow attitudes [21,24]. Therefore, according to the model, the perception of value and a positive attitude toward a brand can actually initiate beneficial customer behaviors. A broad range of consumer behaviors in the context of the hospitality industry has been explained with the VAB model [22,23,24,25,26]. For example, Teng et al. (2014) [22] claimed that personal values significantly and positively affect attitudes toward health and the environment, and attitudes also have a significantly positive effect on revisit and recommendation intentions. Shin et al. (2017) [24] pointed out that willingness to pay more can result from pro-environmental attitudes and the consumption values of customers. Compared to prior research dealing with values regarding actual consumption, studies on the perceived value of using SNSs have not been sufficiently discussed, in spite of the gravity of this issue. The current study applied the VAB model to explicate the impacts of the perceived value of using a SNS, which is an online service environment, on attitudes and customer value-co-creation behaviors.




2.2. Perceived Value of Using SNSs and Brand Attitude


Despite the widespread adoption of SNSs, researchers have paid little attention to the perceived value of using them as a marketing platform. This study aimed to elucidate the multiple dimensions of the value of using SNSs for this purpose, and considered both the cognitive and emotional aspects of this value. The conventional approach to comprehending value relates to consumption behaviors. Sheth et al. (1991) [27] defined value as the standard resulting from a comparison of expenses to benefits. However, there have been various attempts by many researchers to define the multiple dimensions of value. For example, Sweeny and Soutar (2001) [28] refined the definition of consumption value for customers to include emotional, social, price, and performance components, and developed a measuring scale, PERVAL, based on the suggestion of Sheth et al. (1991) [27]. Smith and Colgate (2007) [29] argued that a multidimensional approach that considers the context of the situation is necessary to clarify a variety of types of value. They suggested four types of value: functional, hedonic, symbolic, and cost. In line with the previous research, this study attempted to identify the specific dimensions of the perceived value of interaction experiences via SNS brand pages in the coffee industry.



Based on a review of the literature, this paper proposes four types of value that can be gained by using SNSs: information-seeking, entertainment, expressive, and economic [19,27,28,29,30,31,32,33,34,35]. First, information-seeking value is conceptualized as the ways in which customers fulfill their cognitive needs by searching for epistemic or novel value on SNSs [19,27]. Customers perceive value when information about the brand is exact, useful, and up-to-date. Second, entertainment value is perceived in terms of emotional value, such as happiness, excitement, joy, or pleasure, gained by using SNSs [19,28,31]. Third, expressive value is perceived when customers can show, express, and share their self-identity, opinions, or faith via SNSs [19,29,32]. Lastly, economic value refers to benefits in terms of price or service quality that customers can obtain by using SNSs [19,27,28,33]. When customers recognize that using a brand’s SNS gives them access to better prices or service offers, then economic value is perceived.



Attitudes are associated with specific objects, such as a brand in the current study. Brand attitude refers to customers’ overall evaluations of a brand derived by synthesizing brand-relevant experiences at various levels, such as communication, purchasing, or usage [36,37]. When customers have an affirmative brand attitude, they tend to positively and favorably evaluate the brand. Brand attitude can also be related to non-product and symbolic attributes, and thus should be considered as a significant factor influencing diverse consumer behaviors [36,37].



Some scholars have confirmed the significant role of SNSs, not only in terms of providing information but also promoting exchanges of experiences and values, and in turn, influencing brand attitude in the hospitality context [38,39,40]. Song and Yoo (2016) [38] argued that customers of hotels and restaurants perceive using SNSs in the early stages of the purchase-decision-making process as providing informational, economic, and entertainment value. They found that these dimensions of value derived from SNSs influence the final choice. However, this study ignored the aspect of attitude. Other research demonstrated that the informational, expressive, and emotional benefits of participation behaviors on SNSs significantly and positively affect attitude [39]. Carlson et al. (2019) [40] showed that active interaction among customers on SNS pages generated informational, emotional, and relational value, thereby affecting satisfaction and relationship quality. The results of the prior studies suggest the possibility of a positive relationship between the perceived value of using SNSs and brand attitude in the context of the coffee industry. Based on the preceding discussions, the following hypotheses were proposed:



Hypothesis 1.

The perceived value of using SNSs has a significantly positive effect on brand attitude.





H1-1. 

The perceived information-seeking value of using SNSs has a significantly positive effect on brandattitude.





H1-2. 

The perceived entertainment value of using SNSs has a significantly positive effect on brand attitude.





H1-3. 

The perceived expressive value of using SNSs has a significantly positive effect on brand attitude.





H1-4. 

The perceived economic value of using SNSs has a significantly positive effect on brand attitude.






2.3. Customer Value-Co-Creation Behavior: Participation and Citizenship


Unlike the traditional view of customers as receivers or passive buyers of the value that firms provide, modern customers can take part in creating value with firms, according to service-dominant logic (S-D logic) [41]. Customers become human resources through involvement in the value creation process, and can help to improve the performance of companies [41,42,43]. This significance of the active roles of customers may be of even greater importance in the hospitality sphere, because mutual interactive cooperation that co-creates value is frequently performed [43].



Customer value-co-creation behavior pertains to the collaborative activities businesses and customers engage in, such as interacting and sharing their ideas and experiences, that contribute to creating value for both customers and businesses alike [42,44,45]. Customer value-co-creation behavior includes two components: customer participation behaviors and customer citizenship behaviors [42,45]. Participation behaviors refer to the in-role activities of customers that are essential to the service process, whereas citizenship behaviors refer to extra-role activities customers engage in that provide richer value beyond what is expected for the firm [42,44,45].



Yi and Gong (2013) [42] conceptually separated value-co-creation behaviors into participation behaviors and citizenship behaviors, and suggested measurement scales to be used specifically for service industries. According to their research, customer participation behaviors include four first-order elements: information seeking, information sharing, personal interaction, and responsible behavior [42,46]. These are required and essential behaviors customers must engage in to successfully complete the service process [42,47]. For example, when customers plan to use a certain brand, they might search for information about the brand to ensure a satisfying user experience. Furthermore, when customers are physically in the shop, the delivery of the service can only be completed through cooperative interactions between the staff of the brand and the customer. Customer citizenship behaviors also include four first-order factors: advocacy, helping, tolerance, and feedback [42,46]. However, citizenship behaviors are voluntarily performed for the brand by customers who invest tangible and intangible resources into the relationship and, thereby, provide extraordinary value for a firm [42,47]. Positive comments about the brand, recommendations, or being more patient regardless of a service failure are all examples of citizenship behaviors. In line with Yi and Gong (2013) [42], this research also defines customer value-co-creation behavior in terms of two categories [46,47].



Brand attitude is related to customer behaviors, as mentioned above, and customer value-co-creation behaviors are not an exception. Zadeh et al. (2019) [9] provided empirical evidence indicating that attitudes formed by informational interactions on SNSs significantly affect intentions to perform participation and citizenship behaviors. Prior research focused on the co-creation experience in the tourism industry and suggested that tourists’ attitudes have a positive effect on brand co-creation [48]. Moreover, Frasquet-Deltoro et al. (2019) [16] pointed out the necessity of research on how to derive value from co-creation behaviors in both offline and online contexts. In this respect, the current study adopted the VAB model to explain brand attitude as an antecedent of comprehensive customer value-co-creation behaviors [21]. The research model with hypothesis is proposed in Figure 1.



Hypothesis 2.

Brand attitude has a significantly positive effect on customer value-co-creation behaviors.





H2-1. 

Brand attitude has a significantly positive effect on customer participation behaviors.





H2-2. 

Brand attitude has a significantly positive effect on customer citizenship behavior.







3. Methodology


3.1. Data Collection


The current study employed a self-administered quantitative research method to indicate relationships among the perceived value of using SNSs, brand attitude, and customer value-co-creation behaviors. Respondents were required to choose one coffee brand which they have experienced both in the SNS page and in the coffee shops. The survey targeted coffee brands actively operating official brand pages on SNSs (Instagram, Facebook, Youtube, and Twitter). Additionally, the price of one cup of coffee (above 4100 won), the brand value of the coffee brand, and the number of shops (at least over 150) were all considered when selecting coffee brands in the survey.



A pretest was conducted with 30 people to check the clarity of measurement scales and ensure the validity and reliability of the survey. The questionnaires were revised based on comments after the pretest. Data were collected via an online survey research company from 23 September to 7 October 2021. A total of 406 adults in South Korea who had both on-site and SNS coffee brand experiences within three months participated in the main study.




3.2. Measurements


To compile demographic information, respondents were asked about their gender, age, income per month, education level, and occupation. Items developed by Flores and Vasquez-Parraga (2015) [33], Han and Kim (2020) [34], Pandey and Kumar (2020) [19], Ryu et al. (2010) [35], and Sheth et al. (1991) [27] were modified and adapted to measure the perceived value of using SNSs: information-seeking value (4 items), entertainment value (4 items), expressive value (4 items), and economic value (4 items), respectively. Four measurement items regarding brand attitude were adopted from Langaro et al. (2018) [36]. Customer co-creation behaviors consisted of eight first-order constructs with 27 measurement items: customer participation behaviors (14 items) and customer citizenship behaviors (13 items) [16,42,47]. Both were analyzed as second-order factors with four first-order factors each. Participation behaviors included information seeking (3 items), information sharing (3 items), responsible behavior (4 items), and personal interaction (4 items), while citizenship behavior included feedback (3 items), advocacy (3 items), helping (4 items), and tolerance (3 items). Given that customer co-creation behaviors are more easily performed in online environments, the measurement scales consider both online and onsite service settings [16]. A seven-point Likert scale from 1 “strongly disagree” to 7 “strongly agree” was used to measure all the variables.




3.3. Data Analysis


Partial least squares structural equation modeling (PLS-SEM) was employed to analyze the collected data, using SmartPLS 3.2.9 and JAMOVI 1.0 software packages. The first part of this study included descriptive statistical analysis and correlation analysis, followed by measurement model analysis employing bootstrapping methodology (5000 resamples) [49,50]. The reliability and validity of the measurement model were assessed according to the two-step approach recommended by Hair et al. (2017) [49]. The second part of the current study assessed the structural model with a hierarchical component approach. The first-order constructs were repeatedly used for two second-order constructs to confirm the formation of the measurement model.





4. Results


4.1. Demographic Analysis


Among the 406 participants, 199 were male (49.01%), while 207 were female (50.99%). The majority of respondents were in their 20s (37.19%) and 30s (34.24%), which aligns with the majority of SNS users. Approximately 68% of the sample had bachelor’s level qualifications, with office workers (45.57%) being most heavily represented. The characteristics of the respondents are reported in Table 1.




4.2. Measurement Model


First, Cronbach’s α, Rho_A, composite reliability (CR), outer factor loadings, and average variance extracted (AVE) were assessed to support the reliability and validity of the constructs. An acceptable level for Cronbach’s α coefficients, Rho_A, and CR to achieve internal consistency is 0.70 [50]. AVE should exceed 0.5, and the factor loadings should surpass 0.7 to achieve convergent validity [50]. All the indexes were above these standards, thereby confirming internal consistency, reliability, and convergent validity. Table 2 represents the results of the measurement model properties. Second, discriminant validity was tested with the Fornell–Larcker criterion [51], comparing the square roots of AVE and correlations among the constructs. All the reported square roots of AVEs were adequately greater than the correlations, which established discriminant validity (see Table 3).




4.3. Structural Model


In the second part of the current study, collinearity was examined with VIF values before the hypotheses were estimated. VIF values under 3 were acceptable. The results of all constructs ranged from 1.000 to 2.554, indicating there was no concern of collinearity with the model [50]. Each correlation coefficient between the eight first-order structures and two second-order structures, participation behavior and citizenship behavior, was statistically significant (p < 0.000): information seeking (β = 0.593), information sharing (β = 0.643), personal interaction (β = 0.852), responsible behavior (β = 0.895), feedback (β = 0.804), advocacy (β = 0.853), helping (β = 0.917), and tolerance (β = 0.433). This suggests that higher-order structures formed well and explained the correlation with lower-order factors.



The R2 values refer to the power of how well the latent variables predicted the constructs: brand attitude (   R 2    = 0.300), customer participation behavior (   R 2    = 0.285), and customer citizenship behavior (   R 2    = 0.244). Moreover, Stone-Geisser’s    Q 2    values were calculated using a blindfolding procedure to indicate the predictive power of the model [51,52]. All of the    Q 2    values were above zero, thereby demonstrating a high ability to predict [53]. Lastly, the suggested hypotheses were further assessed by examining the t-value and path coefficient with PLS-SEM algorithm analysis (see Table 4). First, the paths H1-1, H1-2 and H1-3 were supported. Perceived information-seeking value (β = 0.277, p < 0.000), entertainment value (β = 0.180, p < 0.05), and expressive value (β = 0.133, p < 0.05) via SNS usage had significantly positive effects on brand attitude. The economic value of using SNSs, however, did not significantly affect brand attitude (H1-4, β = 0.091). Second, brand attitude had positive and significant impacts on customer value-co-creation behaviors, including both customer participation behaviors (β = 0.533, p < 0.000) and customer citizenship behaviors (β = 0.494, p < 0.000), thereby supporting both H2-1 and H2-2. The result of the hypothesis testing is shown in Figure 2.





5. Conclusions


5.1. Discussion


Prior studies have demonstrated the importance of using SNSs as marketing interaction channels in the hospitality context. However, knowledge regarding relationships between SNSs values and value-co-creation behaviors is still scarce. The current study aimed to confirm the impacts of using coffee brand SNSs on brand attitude and customer value-co-creation behaviors drawing on the VAB model. The results of the study can be summarized as follows. First, perceived information-seeking, entertainment, and expressive value significantly and positively affected customers’ brand attitudes. Information-seeking value showed the greatest significance (mean = 5.32, β = 0.277), then entertainment value (mean = 4.55, β = 0.180), and finally expressive value (mean = 3.98, β = 0.133). This finding aligns with the assertion of previous research that the informational function of SNSs is substantial. At the same time, the result suggests that the aspects of entertainment and expressive values should be also considered. The function of providing information has typically been the focus of practitioners. However, given these results, utilizing coffee brand SNSs as interactive tools for creating multiple forms of value seems critical.



In contrast, the research hypothesis regarding the economic value (H1-4) of using SNSs was not supported, which does not align with the antecedent research [36,54]. This contradiction may be explained by the samples used by past studies dealing with the economic value of SNSs. Those studies targeted customers who had hotel or restaurant experiences. In contrast, the expenses of coffee brand customers are relatively trivial, and therefore may not seem like a large enough purchase to constitute perceived economic benefit through SNSs. Though the effect of the economic value of using SNSs was not statistically significant, the result showed 0.123 significance level with β = 0.091. Thus, the result may still imply a positive relationship between economic value and brand attitude.



Second, the results showed that brand attitude had a significant effect on both customer participation behaviors and customer citizenship behaviors. These results indicate that customers’ overall evaluations of a brand are a very important factor in terms of the midrange role between the value gained from SNSs and actual customer value-co-creation behaviors. The VAB model appositely explained the relationship among the three main variables.



Furthermore, the behavioral variables of the current study comprehensively reflected both online and onsite service settings. In summary, the results of the study implied that the perceived value of using SNSs can entice customers to perform value-co-creation behaviors in both online and offline environments through the fostering of brand attitudes. Moreover, customer behaviors that co-create value can consequently generate various types of usage value in the virtual environment, forming a virtuous circle.




5.2. Theoretical Implications


This study contributes to the coffee industry management literature by confirming the effectiveness of a multi-dimensional approach to the perceived value of using SNSs and brand attitude as antecedents of customer value-co-creation behaviors. The current study explored and identified four types of value: information-seeking, entertainment, expressive, and economic, based on literature and empirical evidence. Few previous researchers have paid attention to the different types of perceived value associated with using SNSs as a consequence of marketing communications, or have respectively examined these values in the context of the coffee industry. Thus, this result is expected to expand theoretical approaches to SNSs in the foodservice industry.



Moreover, based upon the VAB model, this study proposed brand attitude as an antecedent of customer value-co-creation behaviors. Prior research demonstrated that interacting on SNSs can build and enhance the relationship quality between a brand and its customers. Similarly, the result of this study showed that active participation in SNSs also resulted in brand attitude, which consequently related to customer participation behaviors and customer citizenship behaviors.



Additionally, the current study attempted to examine customer participation behaviors and customer citizenship behaviors using multi-layer factors corresponding to four sub-constructs each. The significant relationships among the constructs suggested theoretical implications for future customer value-co-creation behavior research in the context of the coffee industry.



Lastly, the findings contribute to better comprehension of the considerable impacts of SNS usage on both online and offline value-co-creation behaviors in the coffee industry. Most past research has solely focused on either SNS or on-site interactive brand experiences, even though in these times, these experiences may be happening simultaneously. Thus, this study can provide distinctive research insights in terms of derived comprehensive value-co-creation behaviors based on the different dimensions of value associated with SNSs and brand attitude.




5.3. Managerial Implications


The results of this study also suggest practical recommendations for marketing practitioners in the coffee industry. First, coffee brands should offer diverse marketing interaction experiences, so that customers perceive that they receive various types of value by using SNSs. Particularly, marketing managers should recognize the information-seeking value type as a key benefit of SNS brand pages. To enhance this value, providing exact and useful information is needed. Further, SNS pages must provide up-to-date and various brand information to customers. Moreover, emotional/personal aspects should also be emphasized according to the empirical evidence of the current study, which highlights the importance of entertainment value and expressive value on SNSs as well. Customers can feel pleasant, entertained, and interested through participation behaviors on brand SNS pages. Furthermore, interaction activities with a brand and other customers on a SNS page can allow customers to express their inner selves. Therefore, it is recommended that coffee brand marketers consider the multiple benefits of using SNSs and endeavor to provide as many types of value as possible.



Second, establishing brand attitude through SNS interactions can be a double-edged sword. While online experiences can substantially impact customers, at the same time, these interactions tend to be more difficult for practitioners to control in terms of the breadth and depth of the effect. Therefore, the industry should understand the ‘ripple effect’ of using SNSs as a marketing method, and pay attention to interactions with customers to prevent generating negative impressions toward the brand via its SNS.



Third, marketing professionals should pay attention to customer citizenship behaviors in online service settings. SNSs can weaken communication barriers between a brand and its customers, thereby greatly facilitating citizenship behaviors. Customer citizenship behaviors, in contrast to required participation behaviors, are discretionary activities that customers perform, and are helpful to both the service company and the customer. For example, customers can say positive things or recommend the brand to other customers. Additionally, they can act as ‘brand ambassadors’ by assisting and advising other customers regarding the brand. The brand can sometimes receive direct feedback regarding products and services via customer citizenship behaviors. The performance of the brand can be enhanced through such volunteer value-co-creation behaviors. According to prior research, it can lead to beneficial consequences, such as service quality, satisfaction, and brand loyalty [16,55,56,57]. Therefore, it is necessary for practitioners to actively use SNSs as strategic tools to involve customers in citizenship behaviors.




5.4. Limitations and Future Study


Despite the contributions of this study, it does have several limitations that suggest insights for future research. First, the current research was limited to the context of the coffee industry in Korea only. Thus, future studies can apply these constructs to other foodservice segments; or can be generalized across different industries. Second, the sample consisted of customers who had both SNS and on-site experiences with a coffee brand. Examining the impacts of SNSs on customers who have less experience with a brand could be another research opportunity. Third, the results of the study did not support the hypothesis that the economic value of using SNSs impacted brand attitude. Therefore, future studies can modify the measurement scale for economic value in the conceptual model. Fourth, the current study alternatively assessed customer value-co-creation behaviors as higher-order factors. Respective analysis can be conducted in future studies examining first-order factors of participation and citizenship behaviors as research constructs. Finally, the research model of this study did not consider any moderators. Future studies may elect to investigate moderating effects derived from various theories that can potentially suggest impactful insights.
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Figure 1. Research model. 
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Figure 2. Result of Hypothesis Testing. *** p < 0.001, * p < 0.05, n.s. not significant. 
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Table 1. Demographic characteristics (N = 406).
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N

	
%

	

	

	
n

	
%






	
Gender

	
Male

	
199

	
49.01

	
Education

	
High-school

	
25

	
6.16




	
Female

	
207

	
50.99

	
College

	
42

	
10.34




	
Age

	
Under 29

	
151

	
37.19

	
Bachelor’s

	
275

	
67.73




	
30–39

	
139

	
34.24

	
Post-graduate

	
64

	
15.76




	
40–49

	
59

	
14.53

	
Occupation

	
Student

	
56

	
13.79




	
50 or older

	
57

	
14.04

	
Office worker

	
185

	
45.57




	
Income/month

(in US $)

	
Under 2000

	
30

	
7.39

	
Sales/service

	
25

	
6.16




	
2000–4000

	
134

	
33

	
Professional

	
61

	
15.02




	
4000–6000

	
114

	
28.08

	
Public worker

	
11

	
2.71




	
6000–8000

	
65

	
16.01

	
Housewife

	
35

	
8.62




	
8000 above

	
63

	
15.52

	
Others

	
33

	
8.13
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Table 2. Measurement properties.
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Construct

(Cronbach’s α)

	
Mean (±S.D)

	
Outer

Loading

	
Rho_A

	
CR

	
AVE






	
Values of SNS

	
Information seeking

(0.910)

	
Using SNSs of the brand provided me with exact information.

	
5.13 (±1.17)

	
0.874

	
0.912

	
0.937

	
0.787




	
Using SNSs of the brand provided me with useful information.

	
5.35 (±1.11)

	
0.905




	
Using SNSs of the brand provided me with updated information.

	
5.51 (±1.19)

	
0.883




	
Using SNSs of the brand provided me with various information.

	
5.31 (±1.21)

	
0.888




	

	

	
5.32 (±1.04)

	




	
Entertainment

(0.930)

	
Using SNSs of the brand was pleasant for me.

	
4.55 (±1.25)

	
0.902

	
0.931

	
0.950

	
0.826




	
Using SNSs of the brand made me entertained.

	
4.53 (±1.26)

	
0.922




	
Using SNSs of the brand did not make me bored.

	
4.51 (±1.25)

	
0.908




	
Using SNSs of the brand was interesting.

	
4.59 (±1.23)

	
0.904




	

	

	
4.55 (±1.13)

	




	
Expressive

(0.903)

	
Using SNSs of the brand held meaning for me.

	
4.34 (±1.31)

	
0.856

	
0.937

	
0.931

	
0.771




	
Using SNSs of the brand helped me express myself.

	
3.75 (±1.56)

	
0.913




	
Using SNSs of the brand helped me identify myself.

	
3.70 (±1.53)

	
0.890




	
Using SNSs of the brand seemed to help others express themselves.

	
4.13 (±1.45)

	
0.852




	

	

	
3.98 (±1.29)

	




	
Economic

(0.886)

	
Using SNSs of the brand helped me get better prices than others.

	
4.30 (±1.55)

	
0.806

	
0.897

	
0.921

	
0.746




	
Using SNSs of the brand helped me receive faster services than others.

	
4.56 (±1.47)

	
0.868




	
Using SNSs of the brand helped me receive higher-quality service.

	
4.23 (±1.55)

	
0.890




	

	

	
Using SNSs of the brand helped me receive more customized services.

	
4.15 (±1.52)

	
0.888




	

	

	

	
4.31 (±1.31)

	




	
Brand attitude

(0.932)

	
I felt that I liked the brand.

	
5.51 (±1.11)

	
0.899

	
0.932

	
0.951

	
0.830




	
I felt that the brand was likable.

	
5.49 (±1.09)

	
0.918




	
I felt that the brand was valuable.

	
5.16 (±1.30)

	
0.908




	
I felt that the brand was attractive.

	
5.31 (±1.18)

	
0.917




	

	
5.37 (±1.07)

	




	
Customer Participation Behavior

	
Information seeking *

(0.744)

	
I asked others for the products/services of the brand.

	
4.12 (±1.68)

	
0.750

	
0.845

	
0.846

	
0.647




	
I searched for information on the products/services of the brand.

	
5.12 (±1.26)

	
0.880




	
I paid attention to how others used the brand well.

	
4.54 (±1.49)

	
0.778




	

	

	
4.59 (±1.20)

	




	
Information sharing *

(0.889)

	
I clearly explained what I wanted to the brand employee(s).

	
4.91 (±1.35)

	
0.908

	
0.896

	
0.931

	
0.905




	
I provided the necessary information so that the brand employee(s) could perform appropriate duties.

	
4.74 (±1.43)

	
0.920




	
I answered all the employee(s)’ service-related questions.

	
4.68 (±1.38)

	
0.885




	

	

	
4.78 (±1.26)

	




	
Personal interaction

(0.954)

	
I was kind to the brand employee(s).

	
5.90 (±1.10)

	
0.939

	
0.955

	
0.967

	
0.878




	
I was polite to the brand employee(s).

	
5.93 (±1.09)

	
0.949




	
I respected the brand employee(s).

	
5.97 (±1.09)

	
0.941




	
I did not act rudely to the brand employee(s).

	
6.08 (±1.04)

	
0.920




	

	

	
5.97 (±1.01)

	




	
Responsible behavior

(0.930)

	
I performed all required tasks for the successful delivery of service while visiting the brand shop.

	
5.54 (±1.20)

	
0.903

	
0.930

	
0.950

	
0.827




	
I properly completed all the expected behaviors for the successful service delivery while visiting the brand shop.

	
5.41 (±1.16)

	
0.914




	
I fulfilled responsibilities toward successful service delivery while visiting the brand shop.

	
5.46 (±1.18)

	
0.922




	
I followed the employee(s)’ directives or orders for successful service delivery while visiting the brand shop.

	
5.62 (±1.10)

	
0.899




	

	

	
5.51 (±1.05)

	




	
Customer Citizenship Behavior

	
Feedback *

(0.863)

	
When I had a good idea for improving the service of the brand,

I let the employee(s) know.

	
3.81 (±1.64)

	
0.888

	
0.867

	
0.916

	
0.784




	
When I received good service from the brand employee(s),

I commented.

	
4.25 (±1.53)

	
0.895




	
When I experienced a problem, I let the brand employee(s) know.

	
4.03 (±1.60)

	
0.873




	

	

	
4.03 (±1.41)

	




	
Advocacy *

(0.833)

	
I said positive things about the brand and the employee(s) to others.

	
4.72 (±1.31)

	
0.841

	
0.833

	
0.900

	
0.750




	
I recommended the brand and the employee(s) to others.

	
4.82 (±1.29)

	
0.902




	
I encouraged friends, family, and relatives to visit the brand.

	
4.54 (±1.39)

	
0.854




	

	

	
4.69 (±1.15)

	




	
Helping *

(0.938)

	
I assisted other customers if they needed my help with the brand.

	
4.44 (±1.42)

	
0.901

	
0.938

	
0.955

	
0.843




	
I helped other customers if they seemed to have problems with the brand.

	
4.25 (±1.46)

	
0.929




	
I taught other customers to use the products/services of the brand correctly.

	
4.37 (±1.47)

	
0.936




	
I advised other customers about the products/services of the brand.

	
4.27 (±1.47)

	
0.906




	

	

	
4.33 (±1.34)

	




	

	
Tolerance

(0.735)

	
When the service was not delivered as expected, I accepted the deficiency.

	
4.81 (±1.33)

	
0.730

	
0.746

	
0.850

	
0.655




	
When the employee(s) made a mistake during the service, I was patient and waited for corrections.

	
5.43 (±1.14)

	
0.844




	
When I had to wait longer than I usually expected to receive the service, I adapted.

	
5.52 (±1.13)

	
0.848




	

	

	
5.25 (±0.96)

	








* Note. Items with stars represent both on-site and online experiences regarding the coffee brand. Otherwise, on-site experience only.
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Table 3. Discriminant validity: Fornell–Larcker criterion.
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	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13



	1
	0.887
	
	
	
	
	
	
	
	
	
	
	
	



	2
	0.552
	0.909
	
	
	
	
	
	
	
	
	
	
	



	3
	0.284
	0.652
	0.878
	
	
	
	
	
	
	
	
	
	



	4
	0.376
	0.547
	0.682
	0.864
	
	
	
	
	
	
	
	
	



	5
	0.449
	0.473
	0.386
	0.385
	0.911
	
	
	
	
	
	
	
	



	6
	0.419
	0.450
	0.459
	0.421
	0.371
	0.805
	
	
	
	
	
	
	



	7
	0.481
	0.398
	0.374
	0.447
	0.437
	0.498
	0.905
	
	
	
	
	
	



	8
	0.465
	0.207
	−0.067
	0.051
	0.424
	0.211
	0.296
	0.937
	
	
	
	
	



	9
	0.480
	0.252
	0.044
	0.156
	0.405
	0.322
	0.403
	0.731
	0.909
	
	
	
	



	10
	0.273
	0.481
	0.654
	0.505
	0.256
	0.491
	0.461
	−0.056
	0.104
	0.885
	
	
	



	11
	0.451
	0.487
	0.504
	0.452
	0.565
	0.568
	0.528
	0.252
	0.363
	0.536
	0.866
	
	



	12
	0.328
	0.433
	0.567
	0.520
	0.365
	0.550
	0.525
	0.079
	0.184
	0.684
	0.675
	0.918
	



	13
	0.433
	0.263
	0.124
	0.197
	0.429
	0.355
	0.357
	0.580
	0.626
	0.133
	0.403
	0.226
	0.809







Note. The square roots of AVE on the diagonal and construct correlations below the diagonal. 1. Information-seeking value. 2. Entertainment value. 3. Expressive value. 4. Economic value. 5. Brand attitude. 6. Information-seeking. 7. Information-sharing. 8. Personal interaction. 9. Responsible behavior. 10. Feedback. 11. Advocacy. 12. Helping. 13. Tolerance.
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Table 4. Hypothesis testing.
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Hypothesized Path

	
R2 (Q2)

	
Path Coefficient

	
t-Value

	
Result






	
H1-1

	
Information-seeking Value → Brand Attitude

	
0.300

(0.246)

	
0.277 ***

	
4.595

	
Supported




	
H1-2

	
Entertainment Value → Brand Attitude

	
0.180 *

	
2.486

	
Supported




	
H1-3

	
Expressive Value → Brand Attitude

	
0.133 *

	
2.050

	
Supported




	
H1-4

	
Economic Value → Brand Attitude

	
0.091 (n.s.)

	
1.543

	
Not supported




	
H2-1

	
Brand Attitude → Participation Behavior

	
0.285

(0.134)

	
0.533 ***

	
11.399

	
Supported




	
H2-2

	
Brand Attitude → Citizenship Behavior

	
0.244

(0.113)

	
0.494 ***

	
10.810

	
Supported








*** p < 0.001, * p < 0.05, n.s. not significant.
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