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Abstract

The service dominant logic (SD logic) is a theoretical framework which has been attracting
academic attention in recent years. It has been developed in response to the limitations of explaining
economic exchange which is the key concept of marketing by existing goods dominant logic. While
the goods dominant logic cannot successfully clarify the behavior of consumers who do not necessarily
seek the exchange value of goods, the SD logic considers consumers as value creators who create
value by integrating their operant resources (knowledge and skills) during pre-purchase or post-
purchase processes instead of being value users in goods to goods exchange.

In response to this change in marketing logic, brand research has shifted their perspective from
seeking brand value in product to co-creating value through stakeholder interaction. This shift in brand
research suggests the importance of “brand value co-creation,” in which brand value is co-created by
various actors, rather than being created by the company.

Based on theoretical background of SD logic, this study analyzes the customer brand engagement
which is considered as the core issue of brand value co-creation, explores influence of relationship
and context on the mechanism of customer’ brand resources integration and customer brand
experience value that generated from this process. In other words, the purpose of this study is to
explain how brand value is co-created by customers and brands by examining the mechanism of brand
value co-creation within a service ecosystem framework.

To achieve this objective, firstly, this study focuses on SD logic as a theoretical framework for
value co-creation, presents the theoretical development of value co-creation by reviewing the
theoretical background of value co-creation research. In this process, some key constructs of value co-
creation have been extracted through comparing and examining research from various perspectives
that have been developed around the concept of value co-creation. Then, while by reviewing the
historical development of brand value research, the study points out the need to examine the
relationship between the key constructs of value co-creation and brand value co-creation. Thus, the
basic concepts of customer brand resources, customer brand engagement, and customer brand
experience has been proposed.

Next, in Chapter 3, the study analyzes theoretical research on brand value co-creation based on SD
logic, explores the relationships among key concepts of customer brand resources, customer brand

engagement, and customer brand experience, and develops a basic model of brand value co-creation.



The proposed model conceptualizes customer brand engagement as the core concept of customer brand
value co-creation. To quantitatively test the hypotheses and model, data have been collected through
a combination of experiments and surveys. Subsequent chapters then build on the basic model to
propose a moderated model considering a dyad micro, meso and macro system level from a service
ecosystem perspective.

In Chapter 4, concerning the relationship between customers and brands, the study focuses on the
moderate effect of customer-brand personality congruence and empirically examines its impact on the
brand value co-creation mechanism. The results indicate that incongruence between customer
personality and brand personality weakens the customers’ motivation and behavior to invest their
resources into focus brand, which negatively affects customer brand engagement. In other words, the
incongruence between customer and brand personality has a negative moderating effect on the
relationship between customer brand resources and customer brand engagement.

In the following chapter 5, besides the customer-brand relationship, the study also focuses on
customer’ characteristics and the co-creation context which are considered as micro context of brand
value co-creation. To answer the question of what role customer autonomy and co-creation context
play in brand value co-creation mechanism, a model that simultaneously considers two moderate
variables are proposed and the validity of it is empirically examined. The results indicate that customer
autonomy orientation has a positive moderate effect on the relationship between customer brand
resources and customer brand engagement, in addition, different brand value co-creation contexts
change the way for customers with autonomy orientation to integrate resources, which further
moderate the moderate effect. In other words, brand value co-creation of autonomy-oriented customers
is more facilitated in customer-initiated co-creation contexts and in co-creation contexts without
monetary rewards.

Then, in Chapter 6, the study incorporates national cultural values and market culture into basic
model as macro and meso contexts variables to empirically examine the moderate effect of cultural
context in customer brand value co-creation. The findings show that in low power distance cultures,
high uncertainty avoidance cultures and long term orientation cultures, positive impact of customer
brand engagement on customer brand experience is stronger. Furthermore, market culture weakens the
relationship between customer brand engagement and customer brand experience that has been

moderated by national cultural values.
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This paper has systematically examined the mechanism of brand value co-creation from the
perspective of the service ecosystem which lies at the heart of SD logic by linking the more abstract
meta-theoretical SD logic with brand research. This study has not only developed a theoretical
foundation for brand value co-creation, but also attempts to combine SD logic with medium-range
(engagement) and micro-range logics (personality, self-determination theory, and consumer culture
theory). Surveys and experiments have been conducted to test the integrated model. Thus, theoretical
and empirical validity of brand value co-creation in service ecosystem has been confirmed.

Therefore, the significance of the study lies in that it not only extracts comprehensive and empirical
theoretical implications of SD logic research and SD logic informed brand research, which has
previously tended to remain conceptual, but also provides practical suggestions for companies to
manage their customers and context to fit for brand value co-creation and offers guidance for

improving co-created brand value.
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