E-ISSN 2985-7910

@MD@EM

Proceeding Medan International Conference Economics and Business

Volume 1, Year 2023

“Entrepreneurship on Global Economics Development in the Era of Society 5.0”

The Effect of Customer Co-creation on eWOM through Customer
Satisfaction

Rizky Amalia Nasution'*, Amrin Fauzi!, Arlina Nurbaity Lubis*

Master of Management Science Study Program Faculty of Economic and Business Universitas
Sumatera Utara

JI Dr. T. Mansur No.9, Padang Bulan, Kec. Medan Baru, Kota Medan, Sumatera Utara, Indonesia
*Email: rizkyanst19@gmail.com

ABSTRACT

This study aimed to analyze and determine the effect of customer co-creation on electronic
word of mouth (eWOM) through customer satisfaction at Bank Syariah Indonesia in Medan
City. The data analysis method used Structural Equation Modeling- Partial Least Squares
(SEM-PLS). The results are customer co-creation had a positive and insignificant effect on
eWOM, customer co-creation had a positive and significant effect on customer satisfaction,
customer satisfaction had a positive and significant effect on eWOM, customer co-creation
has a positive and significant effect on eWOM through customer satisfaction.
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INTRODUCTION

The rapid development of technology encourages the emergence of new changes in
the world of marketing. Today people share experiences after consuming products/services
online through social media. This is called eWOM. Traditional WOM has evolved into
eWOM in the new digital era. The main differences between WOM and eWOM can be
identified in the impact range of the review (number of people that can be influenced) and
the speed of interaction. EWOM is a dynamic and ongoing process of exchanging actual and
potential information about products, services, brands and companies that are available to
many people and institutions via the internet (Ismagilova et al, 2017).

As a result of the impact of digital technology, traditional WOM has shifted to eWOM
(Cantallops, 2018). According to Wang et al., (2014) compared to traditional WOM, online
WOM is more influential because of its speed, convenience, and also one-to-many reach.
The breadth of eWOM coverage and the ease of accessing reviews greatly affect a company's
performance. Because of this, companies are increasingly trying to understand the factors
that influence the use of eWOM and the impact resulting from its use. The banking industry
is heavily influenced by eWOM. Monitoring and managing company eWOM
communications properly can obtain valuable information such as consumer opinions,
consumer likes or dislikes about products, services, and brands (Rathore et al., 2016). In
terms of meeting customer satisfaction, companies need to know and understand customer
needs (Ibojo and Asabi., 2015). This can be done with co-creation, because according to
Cambra et al., (2017) when customers are satisfied with the value of co-creation, customers
will have loyalty and spread positive eWOM to others.

H1: Customer co-creation has a positive and significant on eWOM

H2: Customer co-creation has a positive and significant on customer satisfaction

H3: Customer co-creation has a positive and significant on eWOM through customer
satisfaction

H4: customer satisfaction has a positive and significant on eWOM

Belas et al., (2015) stated that the banking sector with intense competition makes
customers more sensitive to bank activities. Therefore, it is very important in bank activities
to ensure that customers are well cared for and satisfied if the bank wants to maintain its
customers and corporate reputation.

METHOD

This research used a quantitative approach. According to Hair, et al (2014), quantitative
research is measuring the significance of variable correlation in describing the causes and
effects, research is associated with a causative relationship. The population in this research
was BSI customers who used Twitter in Medan. The number of respondents was 110
respondents.
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Figure 1. Research Model

Based on Figure 1, the following is an explanation of the structural equation where X1 is
exogenous Vvariables while Z and Y are endogenous variables.

Z=p1X1+p2X2+p3X3+el

Y=p4X1+p5X2+P6Z+e2

X1  =Co-creation; Z = Customer Satisfaction ;Y = Electronic Word of Mouth;

B = Jalur Koefisiensi Regresi; e= Error Term

In the flow chart, the influence of exogenous variables on endogenous is symbolized by
gamma (y) and the influence of endogenous variables is symbolized by beta (B). The level
of influence of factors outside the research model (error). According to Hair et al., (2017),
the analytical techniques used in SEM-PLS are outer model analysis and inner model
analysis.

RESULT AND DISCUSSION

Table 1. Characteristic of responden

Characteristics | Percentage
Gender

Female 95
Male 15
Amount 110
Age

19-25 101
26-30 7
31-35 2
Amount 110
Job

Student 85
PNS 3
Pegawai swasta | 15
wiraswasta 7
amount 110

Source: Author’s Compilation

Based on table 1 it can be seen that the characteristics of the respondents consist of gender,
age and occupation.
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Table 2. Validity and Reliability

Item Outer Loading Composite AVE
Reliability
CccC1 0,701
Ccc2 0,785
cCCa 0.823 0,850 0,587
CCcC4 0,750
Z1 0,780
Z2 0,769
Z3 0,792 0,906 0,660
Z4 0,850
Z5 0,865
Y1 0,768
Y2 0,775
Y3 0.742 0,842 0,571
Y4 0,737

Source: Author’s Compilation

Based on table 2 shows that each variable item is valid and reliable. Validity can be seen
from the outer loading value higher than 0.7 and reliable can be seen from the AVE value of

more than 0.5.
Table 3. Hypothesis

Hypothesis Loading | P-Value category
Value

H1: Customer co-creation has a | 0,178 0,059 Rejected

positive and significant on

eWOM

H2: Customer co-creation has a | 0,552 0,000 Accepted

positive and significant on
customer satisfaction

H3: customer satisfaction has a | 0,640 0,000 Accepted
positive and significant on

eWOM

H4: Customer co-creation has a | 0,353 0,000 Accepted

positive and significant on
eWOM  through  customer
satisfaction

Source: Author’s Compilation

Based on the result of the hypothesis, it shows that co-creation has a positive and
insignificant on eWOM, so hypothesis 1 is rejected. Customer co-creation has a positive and
significant on customer satisfaction so hypothesis 2 is accepted. Customer satisfaction has a
positive and significant on eWOM, so hypothesis 3 is accepted. Customer co-creation has a
positive and significant on eWOM through customer satisfaction, so hypothesis 4 is
accepted.
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DISCUSSION
Explanation of Discussion 1

Co-creation has a positive and insignificant on eWOM. This is based on direct effect which
shows that the p-value is 0.059 > 0.05. This means that co-creation has no effect on eWOM for BSI
customers. This can happen because DART (dialog, access, risk, and transparent) aspects of
customer co-creation are not good enough for BSI customers. Wufron et al., (2020) co-creation
carried out between customers and companies can increase satisfaction for consumers. This
is also in line with the opinion of Vega-Vazquez et al (2013) which states that there is a
positive relationship between co-creation and customer satisfaction. Customers create co-
creations with the bank, so they will feel more valued, especially in doing and creating
something with their ideas that are related to their convenience. This will lead to a sense of
satisfaction with the bank.
Explanation of Discussion 2

Customer co-creation has a positive and significant on customer satisfaction. This is
based on direct effect which shows that p-value 0,000 < 0,05, means that co-creation has an effect
on customer satisfaction. Customers who do co-creation will cause a sense of satisfaction. Wufron
et al., (2020) co-creation carried out between customers and companies can increase
satisfaction for consumers. This is also in line with the opinion of Vega-Vazquez et al (2013)
which states that there is a positive relationship between co-creation and customer
satisfaction. Customers create co-creations with the bank, so they will feel more valued,
especially in doing and creating something with their ideas that are related to their
convenience. This will lead to a sense of satisfaction with the bank.
Explanation of Discussion 3
customer satisfaction has a positive and significant on eWOM. Based on the direct effect, it
shows that a p-value 0,000 < 0,05, means that customer satisfaction has an effect on eWOM.
customer satisfaction has a positive and significant effect on eWOM. Satisfaction is an
important thing in influencing eWOM (Rahmawati & Suminar, 2014). Satisfied customers
will voluntarily express their feelings to others through social media. Based on the research
results, satisfied BSI customers will recommend BSI as the bank of choice on social media.
Explanation of Discussion 4
Customer co-creation has a positive and significant on eWOM through customer
satisfaction. based on the direct effect, it shows that a p-value 0,000 < 0,05, means that customer
co-creation has an effect on eWOM through customer satisfaction. Customers will feel satisfied
and provide feedback and suggestions, which is done on their own accord (Maxham and
Netemeyer, 2003). The form of co-creation expected by customers at BSI makes customers
feel satisfied and willing to pay more, for example having more than one product at BSI. In
addition, they also do positive eWOM voluntarily. This can be seen from several positive
eWOMs written by BSI customers who use Twitter in recommending BSI as the bank of
choice.

IMPLICATION

The research findings show that customers want to be more actively involved in co-creation.
BSI should be more enthusiastic about engaging customers and creating new products or
services so that customers are satisfied and willing to spread eWOM.
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CONCLUSION

Based on the findings and discussion that have been conducted, some conclusions are
withdrawn as follows:

Customers want to be more active in creating value through co-creation with BSI. BSI must
be more active in treating its customers because based on this research, BSI customers who
use Twitter are aged 19-25 years, where this age is a creative age. Customer satisfaction for
customers who use Twitter is good. maintaining customer satisfaction is what must be done.
have good relations with customers in order to understand what customers want, then
facilitate services so that customers do not feel upset. For future researchers, it is suggested
to do research by adding other variables and further research can also increase the number
of research samples and expand the object of research, such as on other social media or on a
larger scope. It is recommended to increase the number of respondents for further research
because there were only 110 respondents in this study.

REFERENCES

Albinsson, P. A., Perera, B. Y., & Sautter, P. T (2016). DART Scale Development:
Diagnosing a Firm’s Readiness for Strategic Value Co-creation. Journal of
Marketing Theory and Practice, 24(1); 42-58.

Al-Maslam (2015). The Relationship between Customer Satisfaction and Customer Loyalty
in the Banking Sector in Syria. Journal Marketing Consumen, 7(9)

Andreini D, Pedeliento G, Zarantonello L, Solerio C (2019). A renaissance of brand
experience: advancing the concept through a multi-perspective analysis. Journal
Business Research, 91; 123-133

Andriani, K., & Karisma, S. R (2019). The Effect of Experience quality on customer
perceived value and customer satisfaction and its impact on customer loyalty. The
TQM Journal, pp 1754-2731.

Anita, T. L (2019). The Effect of Perceived Quality in E-commerce to Customer Loyalty
(WOM, INTENT, TRUST) Through Customer Satisfaction. Jurnal Hospitality dan
Pariwisata, 4(1); 1 - 85.

Ansary, A., & Nik Hashim, N (2017). Brand image and equity: the mediating role of brand
equity drivers and moderating effects of product type and word of mouth. Springer.

Becker, L., Jaakkola, E (2020). Customer experience: Fundamental Premises and
Implications for Research. Journal Academic Marketing Science, 48(4); 630-648.

Brodie, R. J (2017). Commentary on “Working consumers: Co-creation of brand identity,

consumer identity, and brand community identity.” Journal of Business Research, Vol. 70;

430-431

Cambra, F. J., Perez, L., & Grott, E (2017). Towards a Co-creation Framework in the Retail
Banking Services Industry: Do Demographics Influence, Journal of Retailing and
Consumer Services, 34(17); 219-228.

Chahal, H., & Dutta, K (2015). Measurement and Impact of Customer Experience in
Banking Sector. Research Paper, 42(1); 57—70.

Durkin, M., McGowan, P., & Murray, L (2014). Perspectives on the potential for social
media to improve communication in small business—bank relationships.
International Journal Entrepreneur Innovation,15(4); 251-264.

Medan, Sumatera Utara, Indonesia 26" January 2023
Faculty of Economics and Business Universitas Muhammadiyah Sumatera Utara



(/UU?MD@EM

E-ISSN 2985-7910

Proceeding Medan International Conference Economics and Business

Volume 1, Year 2023

“Entrepreneurship on Global Economics Development in the Era of Society 5.0”

Eisingerich, A., Auh, S., & Omar, M (2014). Acta Non Verba? The Role of Customer
Participation and Word of Mouth in the Relationship Between Service Firms'
Customer Satisfaction and Sales Performance. Journal of Service Research, 17(1);
40-53.

Folkes, V, S (1988) Recent Attribution Research in Consumer Behavior: A Review and
Direction. Journal of Consumer Research, 14(4); 548-565
Ghozali, Imam (2018). Prtial Least Square Konsep, Teknik dan Aplikasi Menggunakan
Program SmartPLS 3.2. UNDIP. 2021. . Semarang
Grissemann, U.S., & Stockburger-Sauer, N.E (2012). Customer co-creation of travel
services: The role of company support and customer satisfaction with the co-creation
performance. Tourism Management, 33(6); 1483-1492
Goyette, Isabelle., Richard, Line., Bergeron, Jasmin., Marticotte, Francois (2010). eWOM
Scale: Word of Mouth Measurement Scale for e-Service Context, Canadian Journal
of Administrative Sciences, 27(1); 5-23
Hair, Joseph. F., Black, William. C., Babin, Barry. J., Anderson, Rolph. E (2014).
Multivariate Data Analysis. Pearson Education Limited. Harlow
Hair, Joseph. F (2017). Essentials of Marketing Research. 4th. Ed. McGrawHill Education,
2 Penn Plaza, New York, NY 10121.
Homburg, Christian., Koschate, Nicole., Hoyer, D, Wayne (2005). Do Satisfied Customers
Really Pay More? A Study of the Relatio
nship Between Customer Satisfaction and Willingness to Pay. Journal of Marketing, 69;.
84-96
Ismagilova, E., Dwivedi, Y. K., Slade, E., & Williams, M. D (2017). Electronic word of
mouth (eWOM) in the marketing context. Springer. UK
Ibojo B.O., Asabi, O.M (2015). Impact of customer satisfaction on customer loyalty. A case
study of a reputable bank in oyo state.International Journal on Managerial Studies
and Research, 2(2); 59-69
Kavitha, S., & Haritha, P (2018). A Study on Customer Experience and its relationship with
repurchase intention among telecom subscribers in Coimbatore District.
International Journal of Management Studies, 5(3); 83-91.
Keyser, De. A., Lemon, K., Klaus, P.,, & Keiningham, T (2015). A framework for
understanding and managing the customer experience. Journal of Marketing, 80; 69-
96.
Luo, Xueming., Christian, Homburg (2007). Neglected Outcomes of Customer Satisfaction.
Journal of Marketing, 71(2); 133-149
Lugmansyah, D. J., & Hati, S. R. H (2021). Customer Experience on Islamic Banking Digital
Branch in Indonesia. Proceedings of the International Conference on Business and
Engineering Management (ICONBEM 2021), 177; 167-175.
Maciel, C., & Camargo, C., 2016. Coproduction factors in strategic networks. Brazilian
Business Review, 13(1); 24-46.
Martovoy, A., & Santos, J (2012). Co-creation and co-profiting in financial services.
International Journal of Entrepreneurship and Innovation Management, 16(1); 114-
135.

Medan, Sumatera Utara, Indonesia 26" January 2023
Faculty of Economics and Business Universitas Muhammadiyah Sumatera Utara



E-ISSN 2985-7910

Proceeding Medan International Conference Economics and Business

Volume 1, Year 2023

“Entrepreneurship on Global Economics Development in the Era of Society 5.0”

Maxham, G, James., Netemeyer, G, Richard (2002). A Longitudinal Study of Complaining
Customers’ Evaluations of Multiple Service Failures and Recovery Efforts. Journal
of Marketing, 66(4); 57-71

Roy, Subhadip (2018). Effet of customer experience across service types, customer types
and time. Journal of Service Marketing,32(4); 400-413

Oliver, R.L & Swan, J.E (1989). Consumer perceptions of interpersonal equity and
satisfaction in transaction: A field survey approach. Journal of Marketing, 53(2); 21-
35

Ozatac, N., Saner, T., & Sen, Z. S (2016). Customer Satisfaction in the Banking Sector : The
Case of North Cyprus. Procedia Economics and Finance, 39(16); 870-878.

Prahalad, C. K., & Ramaswamy, V (2004). Co-creation experiences: The next practise in
value creation. Journal of Interactive Marketing, 18(3); 5-14.

Rahmawati, Y., & Suminar, B (2014). Pengaruh Kepuasan dan Loyalitas Pelanggan
Terhadap Word of Mouth Pada Pelanggan Honda Motor Di Surabaya. Journal of
Business and Banking. 4(1)

Ross, R (2012). Marketing Science Institute: Research Priorities 2010-2012. Marketing
Science Institute. Boston. Massachusetts

Saarijarvi, H., Kannan, P. K., & Kuusela, H (2013). Value co-creation: theoretical
approaches and practical implications. European Business Review, 25(1); 6-19.

Savira, D (2019). The Influence of Customer Experience toward word of mouth Through
Customer Satisfaction of Plengkung Beach Tourism In Banyuwangi.

Saputri, N. H. (2019). Pengaruh customer experience terhadap electronic word of mouth
dengan customer satisfaction sebagai variabel mediasi. Jurnal Manajemen.

Tobias, R., Moritz, M., & Jens, P (2019). Co-creation: Reshaping Bussiness and Society in
Era of Bottom-up Economic. Springer. German

Torkzadeh, Samaneh., Zolfagharian, Mohammadali., lyer, Pramod (2020). Customer Value
Co-creation Behavior and Service outcomes: Insights from a Transformative Service.
Journal of Strategic Marketing, 29(8); 1-24

Vega-Vazquez, M., Revilla-Camacho, M. A., & Cossio-Silva, F. J (2013). The value co-
creation process as a determinant of customer satisfaction. Management Decision,
51(10); 1945-1953.

Wang, X., Yu, C., & Wei, Y (2012). Social media peer communication and impacts on
purchase intentions: a consumer socialization framework. Journal Interaction
Marketing, 26 (4); 198-208.

Wufron, Rohimat, N., & Maria, R (2020). Value Co-Creation terhadap Word Of Mouth
melalui Customer Satisfaction Produk Kerajinan Kulit Sukaregang Garut. Jurnal
Wacana Ekonomi, 20(1); 9-16.

Medan, Sumatera Utara, Indonesia 26" January 2023
Faculty of Economics and Business Universitas Muhammadiyah Sumatera Utara



