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ABSTRACT

Co-creationhasshiftedfromthetraditionalstyleofmarketing,wherecompaniesseeconsumersas
passivebuyersandusers,tothetypewhereconsumersareactivelyinvolvedinproductdevelopment
astheybuyandusetheproductstheycreate.Inthisarticle,theauthorsemphasizedthatsomefactors
whicharethereasonswhyconsumersofStarbucksengageinco-creationactivities.Consequently,
theprimarypurposeofthisstudywastofindoutwhatmotivatesaconsumertoengageinco-creation
activities.Thehypothesesweretestedusingdatacollectedfrom250experiencedonlineconsumersof
Starbucks.Theresultsshowedthatconsumersaremostwillingtoco-createwhentheybenefitfrom
theprocessofdoingsoandasawayofsharingtheirexperiencewithothers.Notwithstanding,they
areverymuchconcernedabouthowcompaniesusetheirpersonalinformation.
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1. INTRodUCTIoN

Beforetheconceptofco-creation,thetraditionalwayofmarketingfocusedmoreonthecompany
thanontheconsumer.Notably,consumerswereonlyactiveparticipantsatthe“pointofexchange”
(Prahalad&Ramaswamy,2004).Theconventionalapproachwaswherefirmswereknowntocreate
value,putitonthemarketwherethevaluewillbeexchangedintermsofgoodsandservicesmade
availabletotheconsumer,assuggestedbyPrahaladandRamaswamy(2004).Presently,consumers
aremoreactivelyinvolvedintheprocessofcreatingvaluesincethetraditionalmethodofmarketing
isnolongeractive.Withtheintroductionofco-creation,thefirmandtheconsumercaninteractbased
onvalue(Figure2),andtheconsumercancreatevaluebasedonpreviousexperiencesinusinga
product.Ergo,communicationhasbecomeanessentialtooltotheextentthatthemoreconsumers
interactwithcompanies,themorevalueiscreated.

ThecreationofvalueisdescribedbyGrönroosandVoima(2013)aswhenconsumersspawn
“value-in-use”;inthatcase,co-creationbecomesthemodeofcommunication(Grönroos&Voima,
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2013).Thetermco-creationhasbecomeverypopularinrecentliteratureandaccordingtoSheth
andUslay(2007),asitplaysasignificantrolewhenitcomestotheangleofserviceinmarketing
(Sheth&Uslay,2007).However,GrönroosandVoima(2013)assertthatthesubjecthasnotbeen
wellscrutinized,andthereisnotenoughrationalunderstandingofthetermco-creation.(Grönroos&
Voima,2013).Forthispaper,co-creationisdefinedastheprocesswhereconsumersofStarbucks,in
collaborationwiththecompany,cancontributetothecompanyinawaythatgivesequalvaluetoboth
parties.Intheprocessofco-creation,theconsumerdominatesandregulateshowtocreatevalueand
whatvalueinitselfshouldentail,andthisstandpointofviewis,accordingtoHelkkulaandco-workers
(2012).Bymakingthisclaim,Helkkulaandco-workersarguedthatitistheconsumerwhocontrols
valueandhowtocreatevalueaswell(Helkkula,Kelleher,&Pihlström,2012).Inasimilarscholarly
studybySawhneyandco-workers,theydiscussedco-creationasaprocesswheretheconsumersare
expectedtoexhibittheiringenuityandadduptheirthinkingartistrytosolveaproblemathand.This
impliedthatconsumersplayanactiveroleintheprocessofco-creationinbringingupinnovation
(Sawhney,Verona,&Prandelli,2005).Ifthisisthecase,thenwhatwillmotivateaconsumertobring
onideasandinputsinordertocreatevalue?Fromrecentliterature,muchhasnotbeendoneabout
whatconditionsorcircumstancesinfluencesaconsumer’swillingnesstoco-createvalue

Inthisstudy,factorsthatarecriticalinmotivatingaconsumertobringonideasandinputsin
ordertocreatevaluewillbeevaluated.Mainly,Consumerexperience,empowerment,security,and
onlineplatformswereconsideredassomeofthemainfactorsthatwillurgeconsumerstoengagein
co-creationactivities.Ultimately,thestudymadeonthesefactorsinfluencingconsumers’willingness
toco-create,willenhancetheprocesswherecompaniesseektofillinthelapsesintermsofproviding
enoughresourcestoconsumers’willingnesstoco-createasthebenefitofco-creationisenormousto
boththeconsumerandthecompanyintermsofvaluecreation.Moreoftenthannot,mostresearchers
whowritesaboutcustomerco-creationfocusesontheserviceindustrysuchasaviationandsoon.
However,researchingonStarbucksreflectstheextenttowhichcustomerco-creationcango.Inview
ofthis,theresearchsetstoanswerthefollowingquestions:

1. WhatmotivatescustomersofStarbuckstoengageinco-creationactivities?
2. Howdoconsumersfeelaboutreleasingpersonalinformationonthewebsite?
3. HowdoconsumersofStarbucksenjoyvalueasaresultofco-creation?

Studieshaveshownthatco-creationgoeshand-in-handwithmotivationandbenefits.Therefore,
companiesshouldbewillingtooffercustomerssomethinginordertogetthemparticipateinco-
creation.Thenextsessionofthisarticlereviewsliteratureabouttheextenttowhichconsumerco-
creationandco-creationofvaluehavedigressed.Thendiscussesthemethodologyadoptedinthis
paper.Attheendofthisarticle,theconclusionsintermsofthetheoreticalandmanagerialimplications
oftheresearchareoutlined,whichleadstorecommendationsforfutureresearch.

2. THEoRETICAL BACKGRoUNd

2.1. Consumer Co-Creation
Recentliteratureonco-creationcapturesthetermco-creationindifferentwaysfromtheperspectiveof
thefirm.ForinstanceFüller(2010)describesco-creationasoneofa“virtual”nature(Füller,2010),
Ind&Coates(2013)callsitthe“processofbuildingbrandstogether”(Ind&Coates,2013)Desai
inhisresearchdescribedco-creationasatoolforresearch(Desai,2010).Others,likeRamaswamy
(2011)andRowleyetal.(2007),bothdescribedco-creationintermsof“productdevelopmentand
Innovation”(Ramaswamy,2011;Rowley,Kupiec-Teahan,&Leeming,2007).Inthisregard,Grönroos
andVoima(2013)emphasizedtheneedforfurtherresearchtoconstruetheactualdutyoftheservice
providerandconsumerinco-creation.Thus,theirresearchfocusedontryingtospelloutempirically
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