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Abstract 
More and more enterprises organize co-creation activities in virtual brand 
community to allow customers to participate in new products or new service 
development process. Involved in those activities, customers obtain expe-
rience value, which can make them have sense of achievement. Does this co- 
creation experience promote the formation of loyalty, such as customer citi-
zenship behaviors? Dowebsite characteristics influence the co-creation expe-
rience? The study examines the relationship between co-creation experience 
to citizenship behaviors and the impact of website characteristics as well as 
customer participation to co-creation experience. Based previous research, the 
study builds structural equation model and conducts empirical analysis. The 
results show that the affection-relevant clues of the site characteristics and 
customer participation have a positive impact on three dimensions of the ex-
perience, and the task-relevant clues have a positive influence on the hedonic 
experience and social experience. The two dimensions of co-creation expe-
rience have a significant positive impact on citizenship behaviors and have a 
mediating effect. 
 

Keywords 
Customer Participation, Website Characteristics, Co-Creation Experience,  
Citizenship Behaviors, Virtual Brand Communities 

 

1. Introduction 

Virtual brand community is a typical platform of value co-creation, and for cus-
tomers to gain brand experience. Customers’ experience gained from value co- 
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creation activities has been paid attention to by academics. Most of the existing 
research is qualitative. Customer citizenship behavior is a kind of behavior that 
the customers voluntarily make benefits for the enterprise, which can provide 
useful enlightenment for the enterprise to manage the customer behavior in vir-
tual brand community and develop the customer relationship. But at present, 
this concept has not yet attracted enough attention in the field of virtual brand 
community research. Hence, in the context of virtual brand community, this 
paper discusses the Impact of website characteristics, customer participation and 
co-creation experience on citizenship behaviors. 

2. Literature Review and Research Hypotheses 
2.1. Customer Participation and Co-Creation Experience 

In virtual brand community research, customer participation mainly refers to 
posting and browsing activities (Koh & Kim, 2007). Prahalad and Ramaswamy 
(2000) argue that the core idea of value co-creation is to guide the active partici-
pation of customers and the essence of value co-creation is to create experience 
value for customers. Customer participation is the premise of value co-creation 
and value co-creation is an important manifestation of customer participation 
behavior (Van Doorn et al., 2010). With the theory of value co-creation coming 
out, it is found that experience is no longer a single behavior of the user, but the 
enterprise provides conditions for the consumer to create experience initiatively 
according to their own individual needs (Prahalad and Ramaswamy, 2004). Val-
ue co-creation describes how customers actively participate in the design and 
development of products or services, and how customers interact with business-
es or other stakeholders in the consumer sector (Payne, 2008). Co-creation ex-
perience is the mental state that the customer obtains in the process of partici-
pating in the value creation process (Zhang et al., 2015). On the dimensions of 
the experience, Gentile et al. (2007) argue that the experience includes social di-
mension, functional dimension, and emotional dimension. Verleye (2015) di-
vided co-creation experience into six dimensions: hedonic experience, cognitive 
experience, social experience, personal experience, pragmatic experience and 
economic experience. Based on the above research, this study divides the co- 
creation experience into three dimensions: hedonic experience, cognitive expe-
rience and social experience. 

Customer participation in virtual brand communities can be interactive or 
non-interactive. Interactive participation is sharing information or responding 
to other members’ needs, which is a positive participation. Non-interactive par-
ticipation is a simple view or simply read the contents of the community, which 
is seen as a passive participation. The nature of the experience is a psychological 
state of the consumer and consumers are the core and determinants of value 
co-creation. Obviously, community members’ different levels or stages of par-
ticipation have different effects on the dimensions of the experience. On the ba-
sis of this discussion, the study hypothesizes as following: 

H1a: Customer participation has a significant positive influence on the cus-



Y. Zhang, L. Chen 
 

153 

tomer’s hedonic experience. 
H1b: Customer participation has a significant positive influence on the cus-

tomer’s cognitive experience. 
H1c: Customer participation has a significant positive influence on the cus-

tomer’s social experience. 

2.2. Website Characteristics and Co-Creation Experience 

Website characteristics refer to a variety of features of the site to meet the needs 
of users. Huizingh (2000) pointed out that a website can be divided into two 
main parts: website content and website design. Website content is a wide range 
of information and transactions and entertainment contained by the site; the site 
design refers to a website how to arrange and present information on how to use 
the site to the user, in order to let them use easily. Eroglu et al. (2001) suggests 
that the environmental cues of the website would affect the behavior of the con-
sumer to approach or evade; he divides the site characteristics into high task-re- 
levant clues and low task-relevant clues. Task-related clues are information that 
are directly related to the completion of shopping task, such as product descrip-
tion and other text information, as well as commodity pictures and other image 
information. Low-related clues refer to information not directly related to the 
task, such as website’s color, boundaries, background and animation. Parboteeah 
et al. (2009) further divided the site features into task-related cues and affec-
tion-relevant cues. They proposed those network environmental factors can in-
fluence customer behavior. 

In a virtual brand community, website characteristic is a kind of customer 
perceived value. With prominent features, the virtual brand community can at-
tract and encourage users to log in repeatedly, enjoy the services they provide 
and participate in activities. The interface in the web design has an impact on the 
ease of use of the site. According to the Technology Acceptance Model (TAM), 
the perceived ease of use of the site will affect the attitude of consumers using 
the site. Diverse task-related clues can significantly increase their happiness by 
satisfying the curiosity of customer to brand-related information (Muniz et al., 
2001). Task-relevant clues make customers experience the improving ability, and 
thus a sense of excitement (Nambisan et al., 2009). Therefore, this study propos-
es the following assumptions: 

H2a: Task-relevant clues have a significant positive impact on the customer’s 
hedonic experience. 

H2b: Task-relevant clues have a significant positive impact on the customer’s 
cognitive experience. 

H2c: Task-relevant clues have a significant positive impact on the customer’s 
social experience. 

Affection-relevant cues indicate the customer’s perception of the aesthetic 
beauty of the brand website, which affects the customer’s thoughts and actions. 
Visual design is a key feature of the site and can influence customer’s perception 
and experience (Liu et al., 2013). At the same time, the visual characteristics of 
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the site were found to have a significant impact on the customer’s first impres-
sion (Lindgaard, 2006). From the point of view of information processing, visual 
attraction can arouse customer greater attention, like a conditioned reflex. A 
highly appealing website can evoke the customer more detailed memory, which 
has an impact on the cognitive experience; the familiarity of the interface of the 
community increase customer’s switching costs, which increase the customer’s 
dependence and sense of identity on community (Schau, 2009; Ren et al., 2012; 
Liang et al., 2011). In addition, the definition of affection-related clues contains 
the meaning that can bring happiness and enjoy to the customer, and the beau-
tiful website page gives the customer an intuition pleasure. Hence, the study 
proposes: 

H3a: Affection-relevant clues have a significant positive impact on the cus-
tomer’s hedonic experience. 

H3b: Affection-relevant clues have a significant positive impact on the cus-
tomer’s cognitive experience. 

H3c: Affection-relevant clues have a significant positive impact on the cus-
tomer’s social experience. 

2.3. Co-Creation Experience and Citizenship Behaviors 

The concept of customer citizenship behavior is derived from the term “organi-
zational citizenship behavior” in organizational behavior. Gruen (1995) defines 
it as a kind of customer voluntary behavior which is beneficial to the organiza-
tion. Bettencourt (1997) argues that enthusiastic participation in the activities 
organized by enterprises, making recommendations on the production process 
and being loyal to enterprises is the customer’s citizenship behavior. Keh & Chi 
(2001) found that when accept the service provided by the company, customers 
would have different behaviors according their different perception of the en-
terprise, including in-role behavior and extra-role behavior. In-role behavior is 
action took necessarily by customers to meet their own needs; if customers iden-
tify the company, they would have voluntary and non-mandatory behavior that 
is extra-role behavior. Similarly, Ahearne et al. (2005) points out that when cus-
tomers have a strong sense of identity in the enterprise, they may ignore their 
own interests and make positive contributions to the business. Rosenbaum and 
Massiah (2007) believe that customer citizenship behavior enhance corporate 
performance and customers’ feedback benefit to promote the service quality. 
Groth (2005) summarized recommend, feedback to the organization and help 
other customers as customer citizenship behaviors. Bove et al. (2009) divided 
customer citizenship behaviors into more detailed dimensions: participation, re-
lationship presentation, understanding, flexibility, service promotion, feedback, 
and management of other customers. Yi and Gong (2013) take the service in-
dustry as research object, and suggest that customer citizenship behavior contain 
feedback, advocacy, help and patience. 

Customer citizenship behavior including pointing out the existing problems 
of the organization, providing innovative ideas and constructive advice on the 
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direction of improvement, recommending and helping other customers initia-
tively is important for the enterprise to improve the management of the com-
munity and the quality of the products or services. And customer citizenship 
behavior is affected by the perception, interests and identity of the enterprises. 
Co-creation experience is consumer’s psychological state in the process of inte-
raction with the enterprise. Therefore, we propose the following assumptions: 

H4a: The customer hedonic experience has a significant positive influence on 
customer citizenship behavior. 

H4b: The customer cognitive experience has a significant positive influence on 
customer citizenship behavior. 

H4c: The customer social experience has a significant positive influence on 
customer citizenship behavior. 

H5: Co-creation experience has a mediating effect between site characteristics, 
customer participation and citizenship behavior. 

3. Research Design  
3.1. Measurement 

As suggested above, Figure 1 shows logical relationships among the variables 
and research model constructed according to the S-O-R framework. In this 
study, the questionnaire base on existing scales and is adjusted according to the 
research context. Customer participation was measured using four items adapted 
from Yi and Gong (2012). Website characteristics were measured from two as-
pects: task-related clues and affection-related clues, using four items adapted 
from Parboteeah et al (2009). Co-creation experience has three dimensions: he-
donic experience, cognitive experience and social experience. Measurement 
items for those three dimensions were adapted from Verleye (2015) and Zhang 
et al. (2015). Hedonic experience was measured by four questions; cognitive ex-
perience was measured with five questions; and social experience was measured 
with three questions. Customer citizenship behavior was measured by adapting 
items used by Groth (2005). The Likert-7 scale was used to measure variables (1 
= “completely disagree” and 7 = “completely agree”). Table 1 presents the mea- 
sure items of every variable. 

3.2. Data Collection 

The study regards the mobile phone brand community members as the survey 
 

 
Figure 1. Research model diagram. 
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Table 1. Items of variables. 

Variable Items 

Customer participation 
(Yi & Gong, 2013) 

CP1 I often launch topics in the community  
related to brand or products 

CP2 I am actively involved in community-organized activities 
CP3 I often post in the community and get someone else to respond 
CP4 I often communicate or build relationships with other members 

Website characteristics: 
task-relevant clues 

(Parboteeah et al., 2009) 

IFT1 The information on the website is useful 
IFT2 The information on the website fully meet my information needs 

IFT3 The information on the website is almost  
always what I need to solve problems 

Website characteristics: 
affection-relevant clues 
(Parboteeah et al., 2009) 

PVA1 The website is visually pleasing 
PVA2 The website has a pleasing visual design 

PVA3 The website is visually appealing 

Co-creation experience: 
hedonic experience 

(Verleye, 2015;  
Zhang et al., 2015) 

HE1 I am happy and relaxed in the process of  
participating in community activities 

HE2 The process of participating in the activities of  
the community is interesting and makes me happy 

HE3 I got a lot of excitement and satisfaction  
from participating in community activities 

HE4 The problem being solved and the  
creative ideas generating make me enjoy 

Co-creation experience: 
cognitive experience 

(Verleye, 2015;  
Zhang et al., 2015) 

CE1 In the process of participating in the activities, I improved the skills 
CE2 Co-creation activities give me professional knowledge on products 

CE3 I play a role in the process of co-creation activities 
CE4 participating in activities make me keep up with new ideas 

CE5 participating in activities stimulate my thoughts 

Co-creation experience: 
social experience 
(Verleye, 2015;  

Zhang et al., 2015) 

SE1 Participating in community activities expands my social network 
SE2 Participating in community activities strengthens  

my close ties with the community 
SE3 Participating in activities enhances my sense  

of belonging to the community 

Customer citizenship  
behavior 

(Groth, 2005) 

CB1 I will help others search for the brand's product information 
CB2 I will explain to others how to use the products or services properly 

CB3 I often recommend products of the brand to colleagues or family 
CB4 I will coordinate the brand company with survey 

CB5 I will make suggestions for improvement to the brand community 

 
object, using the way of filling in online questionnaire for data collection. The 
official survey was conducted from September 20, 2016 to October 12, 2016, and 
the questionnaire was sent to the Millet community, Wei Feng net, Huawei pol-
len club through the third-party questionnaire website platform. The respon-
dents must be involved in the co-creation activities and they have rewards in or-
der to improve the response rate of online questionnaires. A total of 417 ques-
tionnaires were collected and 315 valid questionnaires were obtained. The valid 
response rate is 84.41%. The effective sample of this study is more than 200, 
which meets the size requirement of medium sample, which can guarantee the 
stability of the empirical study. 

4. Data Analysis 
4.1. Sample Characteristics 

According to descriptive statistical analysis results of the samples, the number of 
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male participants accounting for 65.1%; 51.2% of the respondents are 19 - 25 
years old, and 25.1% of the samples are 26 - 30 years old. Most of samples are 
young people who are under the age of 30, and this is roughly the same as the 
age distribution of Internet users in China. The education level is more average, 
but the majority of respondents are undergraduate education. As for occupation, 
the proportion of the students and employees, are respectively about 33%. The 
participants who have been members of the community for one to two years ac-
counted for 23.7%; 11.6% for two to three years, and 15.4% for more than third 
years. The subjects who visit the community website one to two times a week 
accounted for 30.2%; 3 to 4 times for 24.2%, and more than 5 times a week for 
21.4%. Based on the above sample characteristics analysis results, the data col-
lected through questionnaire is in accordance with the actual situation, and 
suitable for the next step analysis. 

4.2. The Reliability and Validity Examination 

The study use SPSS18.0 to analyze the reliability and validity of the question-
naire, and the result in Table 2 shows that the Cronbach’s α coefficient of the 
whole questionnaire was 0.981, and the Cronbach’s α coefficients of each va-
riables is above 0.8, which indicated that the questionnaire had good reliability 
and high intrinsic consistency. Scale reliability is acceptable. As shown in Table 
2, the factor loading of all variables in this study are more than 0.7, which is 
higher than 0.5, and composite reliability values are higher than 0.7. The average 
variance extracted (AVE) reach more than 0.5, and it shows that the convergent 
validity of each variable meets the requirements. 

As shown in Table 3, the diagonal bold numbers are the square root of the 
AVE value of each variable, and the non-diagonal numbers are the correlation 
coefficients of each variable. The square root of AVE of each variable in the 
study is larger than its correlation coefficient. The results showed that the model 
was well fitted (χ2 = 264.252, DF = 94, χ2/DF = 2.811 (p < 0.05); GFI = 0.892; CFI 
= 0.950; NFI = 0.925; IFI = 0.953; RMSEA = 0.083). And then it is proved that 
the measurement model has good discriminant validity. In summary, the mea-
surement of variables and the scale in this study have good reliability and validi-
ty. 

4.3. Hypotheses Tests  

According to the correction index (MI), and in view of the practice situation, 
this study adds the correlation path between the task-related clue and affec-
tion-related clue. As shown in Table 4, this experiment’s analyzing results of the 
revised SEM all achieve the desired requirements, indicating the model mod-
erately fitted the observed data. 

Using Amos 17.0 statistical analysis software to analyze the sample data and 
carry out structural equation estimation, normalization coefficients and level of 
significance can be calculated. And then there are hypothesis test results and 
specific path coefficients (see Table 5). 
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Table 2. Results of reliability test and confirmatory factor analysis of variables. 

Variable Factor loading value CR AVE 

customer participation 
(α = 0.881) 

0.785*** 

0.913 0.747 
0.835*** 

0.733*** 

0.842*** 

task-relevant clues 
(α = 0.840) 

0.797*** 

0.875 0.702 0.895*** 

0.907*** 

affection-relevant clues 
(α = 0.892) 

0.900*** 

0.885 0.714 0.901*** 

0.862*** 

hedonic experience 
(α = 0.893) 

0.812*** 

0.941 0.838 
0.905*** 

0.916*** 

0.709*** 

cognitive experience 
(α = 0.926) 

0. 793*** 

0.847 0.685 

0. 807*** 

0. 722*** 

0. 814*** 

0. 704*** 

social experience 
(α = 0.908) 

0.883*** 

0.966 0.844 0.879*** 

0.827*** 

Customer Citizenship Behavior 
(α = 0.873) 

0.913*** 

0.861 0.693 

0.836*** 

0.802*** 

0.893*** 

0.729*** 

Note: ***The level of significance is less than 0.001 (p < 0.001). 
 
Table 3. Results of the discriminant validity analysis. 

 1 2 3 4 5 6 7 

1. customer participation 0.864       

2. task-relevant clues 0.68*** 0.838      

3. affection-relevant clues 0.72*** 0.56*** 0.845     

4. hedonic experience 0.69*** 0.63*** 0.81*** 0.915    

5. cognitive experience 0.29*** 0.44*** 0.60*** 0.62*** 0.828   

6. social experience 0.47*** 0.59*** 0.61*** 0.76*** 0.54*** 0.919  

7. citizenship behavior 0.54*** 0.68*** 0.62*** 0.64*** 0.81*** 0.69*** 0.832 

Notes: ***p < 0.001. 
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Table 4. Analyzing results of the revised SEM. 

fit index χ2/df GFI RMR RMSEA NFI IFI CFI 

result 2.951 0.901 0.039 0.062 0.928 0.919 0.903 

expected result <3.0 >0.9 <0.05 <0.08 >0.9 >0.9 >0.9 

 
Table 5. Results of hypotheses tests. 

hypotheses 
Standardized path 

Coefficients 
p results 

H1a: Customer participation has a significant positive 
influence on the customer’s hedonic experience. 

0.660 *** supported 

H1b: Customer participation has a significant positive 
influence on the customer’s cognitive experience. 

0.370 *** supported 

H1c: Customer participation has a significant positive 
influence on the customer’s social experience. 

0.641 *** supported 

H2a: Task-relevant clues have a significant positive 
impact on the customer’s hedonic experience. 

0.081 * supported 

H2b: Task-relevant clues have a significant positive 
impact on the customer’s cognitive experience. 

0.025 0.575 Not supported 

H2c: Task-relevant clues have a significant positive 
impact on the customer’s social experience. 

0.140 * supported 

H3a: Affection-relevant clues have a significant positive 
impact on the customer’s hedonic experience. 

0.531 *** supported 

H3b: Affection -relevant clues have a significant  
positive impact on the customer’s cognitive experience. 

0.197 *** supported 

H3c: Affection -relevant clues have a significant positive 
impact on the customer’s social experience. 

0.130 *** supported 

H4a: The customer hedonic experience has a significant 
positive influence on customer citizenship behavior. 

0.487 *** supported 

H4b: The customer cognitive experience has a  
significant positive influence on customer 

citizenship behavior. 
0.076 0.411 Not supported 

H4c: The customer social experience has a significant 
positive influence on customer citizenship behavior. 

0.576 *** supported 

Notes: ***p < 0.001, **p < 0.01, *p < 0.05. 

 
According to the results in Table 4, customer participation had a significant 

positive effect on hedonic experience (β = 0.660, p < 0.001), the cognitive expe-
rience (β = 0.370, p < 0.001), the social experience (β = 0.641, p < 0.001), and 
thus H1a, H1b, H1c are supported by data. Apart from H2b, H2a and H2c are 
supported by data, that is task-relevant clues had a positive influence on the 
cognitive experience (Β = 0.081, p < 0.05) and the social experience (β = 0.140, p 
< 0.05). Affection-relevant clues had a significant positive impact on hedonic 
experience (Β = 0.531, p < 0.001), the cognitive experience (β = 0.197, p < 0.001), 
the social experience (β = 0.130, p < 0.001), and thus H3a, H3b, H3c are sup-
ported by data. In addition to H4b, H4a and H4c are supported by data. The 
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cognitive experience didn’t have a significant effect on customer citizenship be-
havior, but the hedonic experience (β = 0.487, p < 0.001) had a positive impact 
on customer citizenship behavior. And the social experience (β = 0.576, p < 
0.001) had a significant positive impact on citizenship behavior. 

4.4. The Mediating Role of Co-Creation Experience 

This study utilized the BootStrap method which is the mediating effect test pro-
cedure proposed by Zhao et al. (2010) to test the mediating effect of the co-crea- 
tion experience. Choose the sample size as 5000, indirect effect in the 95% con-
fidence interval includes 0 or not can determine whether the mediating effect is 
significant. As shown in Table 6, co-creation experience’s total mediating effect 
in the impact of task-related clues on customer citizenship behavior is signifi-
cant, because 95% confidence interval is 0.124 to 0.252, and 0 is not included. 
The mediating effect of hedonic experience and social experience are significant, 
whose effect values are 0.105 and 0.089 respectively. The indirect effect of cogni-
tive experience is not significant, because the 95% confidence interval (-0.015, 
0.027) contain 0. Co-creation experience’s total mediating effect in the impact of 
affection-related clues on customer citizenship behavior is significant, because 
95% confidence interval is 0.156 to 0.273, and 0 is not included. The mediating 
effect of cognitive experience is not significant because the 95% confidence in-
terval (−0.007, 0.019) contain 0. The indirect effect of co-creation experience on 
customer participation to citizenship behavior is significant since the 95% con-
fidence interval is 0.215 to 0.302 (excluding 0). The hedonic experience and so-
cial experience have a significant indirect effect and their effect results are 0.135 
and 0.089 respectively; while the indirect effect of cognitive experience was not 
significant because of 95% confidence interval (−0.021, 0.017) containing 0. 
Therefore, co-creation experience has a mediating effect between website cha-
racteristics, customer participation and citizenship behavior, and H5 is sup-
ported. 
 
Table 6. Analyzing results of the mediating effec. 

 
Task-relevant clues to 
customer citizenship  

behavior 

Affection-relevant clues to 
customer citizenship  

behavior 

Customer participation to 
customer citizenship  

behavior 

Mediating effect effect 

95% Confidence 
Interval 

effect 

95% Confidence 
Interval 

effect 

95% Confidence 
Interval 

Lower 
bound 

Upper 
bound 

Lower 
bound 

Upper 
bound 

Lower 
bound 

Upper 
bound 

Total effect 0.198 0.124 0.252 0.216 0.156 0.273 0.267 00.215 0.302 

cognitive  
experience 

0.003 −0.015 0.027 0.003 -0.007 0.019 0.006 -0.021 0.017 

Hedonic  
experience 

0.105 0.061 0.152 0.063 0.036 0.114 0.135 0.058 0.169 

social  
experience 

0.089 0.053 0.143 0.114 0.102 0.193 0.089 0.128 0.198 
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5. Discussion 
5.1. Discussion of Results 

The results show that the affection-relevant clues of the site characteristics and 
customer participation have a positive impact on three dimensions of co-crea- 
tion experience: hedonic experience, cognitive experience, social experience; the 
task-related clues have a positive influence on the hedonic experience and social 
experience. The two dimensions of co-creation experience have a significant po- 
sitive impact on citizenship behaviors and have a mediating effect. 

H2b is not supported by the data. The reason why task-relevant clues did 
not have a significant effect on cognitive experience may be: 1) because of dif-
ferent motivations, the respondents took part in product design and promo-
tion in order to gain enjoyment and interaction rather than knowledge of the 
use of the product; 2) the participates degree of the subjects in the sample is 
not high; 3) in addition, task-related clues of the virtual brand community 
website did not meet the requirements of customers when they were involved 
in the value co-creation activities. The reason why H4b is not supported by 
data may be that the respondents’ participation in co-creation activities does 
not make them well aware of cognitive satisfaction. In other words, the cogni-
tive experience is not one of the purposes of the customer’s participation in 
value co-creation activities.  

Our findings extend previous studies (Parboteeah et al., 2009), suggesting that 
affection-relevant cues have a greater effect on co-creation experience and are 
more important for stimulating hedonic experience. Previous studies have pointed 
out that the value of information is an important motive for influencing con-
sumers’ participation in the community (Zhou, Wu, Zhang et al., 2013). In fact, 
entertainment is the important motivation for consumer to participate in virtual 
brand community. The findings are consistent with those of previous studies in-
dicating that hedonic value is the most prominent driver of the use of hedonic 
systems (Zhang, Lu, Wang et al., 2015; Verleye, 2015). Thus, customers primari-
ly participate in co-creation activities to attain a positive psychological state of 
enjoyment, namely, a hedonic experience. Some scholars believe that enterprises 
can use entertainment content in the community to enhance consumer aware-
ness of the brand (Vries, Gensler, Leeflang, 2012). Previous studies have shown 
that a good community experience can drive formation of customers’ positive 
attitude towards products and companies (Nambisan & Baron, 2009). Similarly 
but differently, the study has proved the positive effect of co-creation experience 
on customer citizenship behavior. 

5.2. Theoretical Contributions and Managerial Implications 

Research on value co-creation has attracted the attention of marketing scholars, 
especially research based on virtual brand community. However, most of the re-
levant research is from the enterprise point of view, such as the impact of cus-
tomer participation on service innovation performance, the impact of value co- 
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creation on brand assets. A few scholars study from consumers’ experience value 
perspective and explore the influencing factors of this experience. The number 
of papers on re-understanding of the service experience has been increasing in 
the past two years, and a few articles have explored the concept of co-creation 
experience. So this study makes an empirical analysis, from aspects of Individu-
als and enterprises to find co-creation experience’s impact factors. The results of 
this study can help enterprises better manage customer participation, as well as 
pay attention to improve the co-creation experience.  

When newly developed products and services need to meet different custom-
ers’ personalized value requirements, companies should encourage more cus-
tomers to participate in, create opportunities and organize co-creation activities 
to increase customer participation. Customer participation can improve their 
awareness of co-creation experience, resulting in citizenship behavior. Custom-
ers come up with customized or improved design concepts based on individual 
needs or product experience. Their recommendations can be collected into the 
product update preparation stage by companies. In view of affection-related 
clues compared to task-relevant clues creating a more comprehensive impact on 
the co-creation experience, enterprises can give priority to update the site design 
and improve the attractiveness and novelty of the site in the site optimization. 
Besides, a reasonable set of forum structure and content should be arranged in 
virtual brand community to increase customer awareness of cognitive expe-
rience. 

5.3. Limitations and Future Research Directions 

Most of the respondents are members in the millet community, so there are 
some limitations in sampling. The study divided co-creation experience in vir-
tual brand community into three dimensions, which may differ under different 
contexts. The applications of three dimensions need to be verified by further re-
search. Because this research mainly uses the method of questionnaire, which is 
subjective sometimes and it can easily affect the objectivity of the research con-
clusion, the future study on co-creation experience and customer citizenship 
behavior in virtual brand community can combine experimental method with 
case analysis to come to a comprehensive and scientific conclusion. 

This study did not examine the probable influence of other variables such as 
community type, customer characteristics, loyalty, product or service attributes. 
Customers who have high recognition for virtual brand community are mostly 
brand loyal customers. They generally have more knowledge related to products 
or services, and pay more attention to the long-term development of company. 
Compared with general customers in the community, they tend to have a 
stronger customer citizenship behavior intention and obtain psychological satis-
faction and a sense of accomplishment through recommendation, help, feedback 
and other actions. The further research can also take other variables into con-
sideration as moderators, such as such as customer innovation, self-efficiency 
and so on. 
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