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Introduction	  

§  Traditionally, firms developed their products and consumers 
accepted them passively. Nowadays, consumers adopt a more 
active role, especially in the virtual environment (Grönroos, 2011). 

§  Firms are increasingly integrating customers in their innovation 
processes to better suit consumers’ needs (Ostrom et al., 2015). 

§  Diverse companies have implemented co-creation activities in 
recent years (Kristal et al., 2016).  
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Co-‐creation	  

§  Co-creation: Joint value creation through a process in which 
providers and customers systematically interact, share information, 
learn and integrate resources (Prahalad and Ramaswamy, 2004).  
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Goal	  of	  the	  study	  

§  To analyze the effects of failed (vs. successful) co-creation 
experiences on consumer responses. 



Hypotheses	  
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H2: Participation in co-creation activities leads to more satisfaction when the co-
creation outcome is successful than when it is failed. 

H1: Participation in co-creation activities leads to more positive emotions when the 
co-creation outcome is successful than when it is failed. 

H3: Participation in co-creation activities leads to more consumer engagement when 
the co-creation outcome is successful than when it is failed. 

H4: Participation in co-creation activities leads to more internal attributions when the 
co-creation outcome is successful than when it is failed. 



Study:	  Hypotheses	  
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Study:	  Methodology	  

§  Between-subjects experimental design where we manipulated the 
co-creation outcome (successful vs. failed vs. control condition) 

§  144 participants 

§  Data were collected using a self-administered online survey 
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Study:	  Methodology	  
§  Dependent variables: 

§  Satisfaction with the co-creation outcome 
§  Positive and negative emotions felt while exposed to the outcome 
§  Consumer engagement 
§  Internal and external attributions 

§  Control variable: 
§  Product knowledge 

§  Service performance was introduced to check the manipulation of the 
co-creation outcome 
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Study:	  Methodology	  
§  CO-CREATION CONDITIONS  
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Study:	  Methodology	  
§  CO-CREATION CONDITIONS  
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Study:	  Methodology	  
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u  SUCCESSFUL CO-CREATION OUTCOME 

 

u  FAILED CO-CREATION OUTCOME 

 

 



Study:	  Methodology	  
§  CONTROL CONDITION 
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Study:	  Methodology	  
§  CONTROL CONDITION 
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Study:	  Results	  
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    §  ANCOVA results. Covariate: Product knowledge 

p<.001 p<.001 

p<.001 p<.001 

p<.001 

p<.001 

p<.001 

p<.001 



Study:	  Results	  
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    §  Can we better understand the relationship among the variables? 

§  First we check reliability and validity through Confirmatory Factor Analysis 
(CFA) 

§  Yves Rosseel (2012). lavaan: An R Package for Structural Equation 
Modeling. Journal of Statistical Software, 48(2), 1-36 



Study:	  Model	  
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Study:	  Results	  
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    §  Reliability and validity through Confirmatory Factor Analysis (CFA) 



Study:	  Results	  
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    §  Reliability and validity through Confirmatory Factor Analysis (CFA) 



Study:	  Results	  
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    §  Estimate the model by Structural Equation Modeling (SEM) with lavaan 

§  Check for total effects 

§  Use bootstrapping to get confidence intervals for the estimations 

§  Set random seed so results can be reproduced 

§  Center the binary independent variables (Kraemer and Blasey, 2004)  
§  1     0     0     ->     2/3    -1/3     -1/3 



Study:	  Model	  
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Study:	  Results	  
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    §  SEM estimation 

§  Including total effects 



Study:	  Results	  
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Study:	  Results	  
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Study:	  Model	  
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Conclusion	  

 
§  Co-creation can be an effective strategy to enhance consumer’s 

engagement and satisfaction 

§  But co-creation with negative output favors negative emotions and 
less satisfaction 
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THANKS!	  
	  

QUESTIONS?	  


