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Abstract

Smart devices such as self-trackers are being used by an ever-increasing number of
exercisers to self-monitor their health. Users' interactions in social media can co-create and
co-destruct the value and has a substantial impact on services. To investigate Oura Ring
users' value creation behavior in the online context, we focus on customer-dominant logic
and customer-to-customer (C2C) interaction. This paper proposes a conceptual framework,
one of the first to investigate value creation in an empirical study in the context of well-being.
Oura Ring is a smart ring that enables users to track their activities and sleep quality. To test
relationships, structural equation modeling and Fuzzy Set Qualitative Comparative Analysis
(fcQCA) will be utilized. The proposed framework can help service providers figure out how
to get involved and encourage C2C interactions. The study contributes to the body of
knowledge by considering C2C interactions in the context of service encounters.

Keywords: Sleep tracker, social media, value co-creation, value co-destruction, customer-to-
customer interaction.

Introduction

Customer-dominant logic (C-D logic) is a perspective that places the customer at the center rather than the
service or the service provider (Heinonen et al. 2010). Thus, it is a different worldview, not a subset of a
service-dominant logic that argues value is produced exclusively via interaction and collaboration between
service providers and users (Vargo and Lusch 2008). This notion is distinct from conventional consumer-
centered concepts. It focuses on what companies are doing to build consumer-oriented services rather than
on what businesses typically provide user-friendly services. The distinction is subtle but crucial (Heinonen
et al. 2010).

In other words, it is unfavorable for businesses to concentrate only on the relationship between service
providers and consumers. They should analyze the company's involvement in the customer/user life. Thus,
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it is vital for service providers to utilize C-D logic to acquire a better understanding of consumer
experiences. As a result, consumer engagement is a critical component of co-creating value (Hsu 2017).
Customers/users incomparable online communities communicate to share their experiences about
products or services (Munzel and Kunz 2014) and acquire social acceptance (Nambisan and Baron 2009).

Thus, such communities facilitate value co-creation (VCC) via user connections (Hsu 2017; Shen et al.
2020), and earlier research has shown that user contact in virtual forums such as social media is a
prerequisite for VCC (Shen et al. 2020). However, interactions in virtual communities may be both
beneficial and detrimental. Interaction does not always result in the co-creation of value (Dolan et al. 2019;
Plé and Caceres 2010). In this regard, online activities do not always lead to VCC (Dolan et al. 2019), and
previous research has indicated that ineffective interaction can result in a decrease in well-being as
members waste time, access insufficient information, and ultimately have diminished value perception
(Jarvi et al. 2018). Value co-destruction (VCD) is a term that explains this unsuccessful interaction process
(Jarvi et al. 2018). Thus, understanding VCD is just as crucial as understanding VCC (P1é and Caceres 2010).
The current study will fill gaps in the existing literature by examining the impact of both positive and
negative consumer-to-customer (PC2C and NC2C) interactions on VCC and VCD outcomes, which will lead
to users’ health behavior change and perception of service quality. The following questions were addressed
by the researchers: How do C2C interactions (positive and negative) impact social/ functional/hedonic
benefits as VCC and VCD outcomes? How do such interactions shape users' perception of service quality
and users' health behavior change? The researchers propose a conceptual framework that includes both co-
creation and co-destruction of value to address the questions. The study reveals how the interaction of these
forces can improve knowledge of consumer health behavior change and service assessments (Daunt and
Harris 2017). In terms of health behavior change, our objective is to determine if the use of Oura Ring has
resulted in any changes in the healthy habits of users over the past three months.

Development of the Theoretical Model

As seen in Figure 1, the conceptual framework is an integrated model that integrates three critical
disciplines of information system research. The first two are focused on the pleasant and detrimental
aspects of C2C interactions in online communities and their effect on VCC and VCD consequences. Another
area investigates the influence of user engagement in social media on service quality views and health
behavior changes. Pleasant and unpleasant interactions in internet communities are hypothesized to have
an effect on the functional/social and hedonic advantages of wearable gadget users.

The objective of this study is to establish a clear distinction between VCC (positive) and VCD (negative).
The current analysis is theoretically grounded on C-D logic. According to C-D logic theory, users/customers
are critical to resource integration because they operate in embedded networks inside a service system.
Additionally, VCC has been described as a resource exchange, with actors promoting resource exchange via
their linkages (Lin et al. 2017). Consequently, PC2C and NC2C interactions are expected to result in
beneficial (positive) and detrimental (negative) resource exchanges, respectively. Service, a significant
component of value, may enhance as a consequence of pleasant engagement, as various actors have realized
(Rosenbaum and Wong 2010).

Nonetheless, poor resource integration will obstruct service delivery. Additionally, according to a review of
the research, C2C contact includes both satisfied and frustrated actions (Johnson et al., 2013). C2C
interactions may have a variety of effects on users, including value perception (i.e. eliciting emotions of
pleasure), social value perception (i.e. enhancing or diminishing a user's social position), and functional
value perception (i.e. enabling or hindering making the decisions and resulting in resource benefits;
Heinonen et al. 2018). We included the aforementioned wide range of value outcomes that consumers
encounter as a consequence of C2C contact into the suggested integrated framework.

Furthermore, according to social exchange theory, individuals who put more energy into a task — such as
co-creating customers — are encouraged by the benefits (Blau 2017). Customers expect distinct returns for
co-creation of value. Customers who co-create in online communities expect enjoyable experiences

(hedonic value); information about services and products (functional value); and interaction with other
users (social value; Nambisan and Baron 2009).

Based on a review of the literature on online co-creation, customers expect first, intrinsically enjoyable tasks
(cf. hedonic benefits), second, opportunities to gain experience (cf. functional benefits), and third,
possibilities to connect with similar individuals (cf. social benefits; Fiiller 2010). We argue those improper
interactions or unexpected behaviors can lead to unfavorable resource integration, leading to differences

Pacific Asia Conference on Information Systems 2022
2



Value Creation Behavior of Oura Ring Users

between expected and actual states, and eventually VCD (Chowdhury et al. 2016) and a decline in value
outcomes.

Indeed, a decline in perceived functional, social, and hedonic benefits reflects a decline in value perception.
Thus, it is acceptable to assert that diminishing functional, social, and interpersonal advantages indicate a
decrease in "well-being" in the interaction and value co-destruction.

In terms of user perception, conservation of resources theory postulates that people engage in coping
techniques in order to reclaim their well-being after exposure to conditions that result in its loss (Laud et
al. 2019; Smith 2013). Avoidance behaviors are another way of referring to reactive coping actions.
Disengagement may manifest itself in the form of mental or behavioral avoidance (Laud et al. 2019; Smith
2013).

Thus, in virtual communities, users who experience a decline in well-being may have a negative perception
of service quality and be unwilling to change their lifestyle to include ongoing physical activity or a balanced
diet, both of which are necessary for staying healthy, a type of undesirable behavior; they may opt for
alternative services or discontinue participation in the community in the future.

For the reasons mentioned above, this research will conduct an empirical examination of the mechanisms
behind VCC and VCD. It examines the links between influencing components and the perceptions and
behaviors of VCC and VCD participants in virtual community interaction. For this purpose, we developed
an integrated model (cf. Figure 1) that incorporates this dyadic method into customer service evaluation
and behavior change. The following section summarizes the proposed model, associated literature, and
hypotheses.

[ CzC Interaction ] [ Value Outcomes [ Users Perception ]

Functional benefit Servi it
PC2C Interaction wervice quahty
Social benefit Health behavior
change

NCz2C Interaction

Hedonic benefit

Figure 1 Research model

Hypothesis

Perceived Functional Benefit

The functional benefit of virtual groups in social media arises from the exchange of information and
opinions (Nambisan and Baron 2009), which enables consumers to solve recognized issues (Bruhn et al.
2014) and obtain a feeling of authority (Brodie et al. 2013). This enables users to get additional functional
advantages, such as skill and experience, from service providers and community members with whom they
interact (Wang and Fesenmaier 2004). As an example, websites that offer accurate information, promptly
respond to service-related concerns, and provide feedback may increase users' perceptions of functional
benefits (Chen et al. 2019).

Users' perceived functional advantages decline when information is insufficient or has poor quality, which
can cause value co-destruction (Jarvi et al. 2018).

In conclusion, C2C interaction might have positive or negative value implications (Gruen et al. 2007). The
functional value will be raised if the information gained from others in virtual communities enabled
customers to seek, search, and use items or services in a way that best meets their standard requirements
(cf. Harris and Baron 2004). In contrast, co-destruction of value in virtual groups is not unusual.
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Unfavorable interaction behaviors in such groups, such as a lack of information or extreme interaction,
hinder other participants' access to the highest information (Chang et al. 2020). As a result, the following
two hypotheses are proposed by researchers:

Hz1a: Positive C2C interaction significantly influences perceived functional benefit.

Hi1b: Negative C2C interaction significantly influences perceived functional benefit.

Perceived Social Benefit

Users join online communities for a variety of reasons, one of which is to gain social advantages (i.e., to
form and establish strong social interaction with other customers/users) (Luo et al. 2019a, b). The
advantages individuals achieve from interpersonal activities, such as increasing their social interaction,
sustaining and building interpersonal connections, and provoking kind behavior from other
customers/users, are perceived interpersonal benefits (Zhou et al. 2014). Negative value perceptions are
implied by decreases in perceived interpersonal advantages. As a result, losses in perceived interpersonal
advantages could be seen as evidence of a decline in "well-being" in the encounter.

For instance, consumers involve in community creation, professional relationships (Gruen et al. 2007), and
connections in positive interaction, which can lead to a feeling of belonging (e.g., Schau et al. 2009) and
increased perceived social benefit. While, when users get comments from other members of the community
about their products or services, customer innovation may be hampered by criticism, which has an adverse
impact on customer satisfaction, implying that the social outcomes of C2C interaction might be unpleasant
as well (Heinonen et al. 2018). Furthermore, user involvement can generate sentiments of displeasure or
distress, which lower the consumer's perceived social value (Kim and Yi 2017). According to the above
discussions, the following hypotheses are proposed:

Hz2a: Positive C2C interaction significantly influences perceived social benefit.

Hz2b: Negative C2C interaction significantly influences perceived social benefit.

Perceived Hedonic Benefit

Customers' hedonic activity is engendered by enjoyment interactions, experiences while using the service,
and users' enjoyment (Georgi and Mink 2013). Conversations with other customers provide personal
enjoyment and positive emotions (Bruhn et al. 2014), but they can cause worry as well (Johnson and Grier
2013) or negative emotions such as unhappiness (Grove and Fisk 1997).

C2C interconnection and the strength of interpersonal links improve enjoyment perception or social
interactions among virtual reality service users (Lee et al. 2019). Users of amusement services such as online
games engage with one another, which might enhance enjoyment. Negative behavior and engagement
within the sport, on the other hand, contribute to emotions of anxiety, a decrease in positive values, and
reduced feelings of capability, competence, and fun (Chen 2006). Thus, interaction has a major effect on
perceived hedonic benefit (Choi and Kim 2004), and the following hypotheses are proposed according to
the existing research literature (e.g., Ede et al. 2012) and the previous discussions:

H3a: Positive C2C interaction significantly influences perceived hedonic benefit.

H3b: Negative C2C interaction significantly influences perceived hedonic benefit.

Value Outcomes and Service Quality

An individual's overall experience of a service assessment or product is referred to as satisfaction (Oliver
1980). Individuals assess a product's or service's real functionality and compare it to what they expected.
When actual performance exceeds expectations, a positive emotion (satisfaction) arises. Hence, user
happiness is one of the factors that has been used to evaluate service.

According to a previous study, customers' perceptions of functional advantage enhance their
satisfaction with the system (Marinao-Artigas and Barajas-Portas 2020). Consumers' perceived functional
advantages had a favorable impact on satisfaction. When users' perception of functional advantages
declines, so does their satisfaction, resulting in a rise in negative service quality perception (Akram et al.
2019).

Recent research has demonstrated that social benefit, as one of the dimensions of interpersonal benefit, is
an influential element in service quality perception (Bilgili B et al. 2014). Thus, perceived social benefits
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improve the satisfaction of users (Zhou et al. 2014). Nevertheless, if individuals' perceptions of social
benefits diminish, dissatisfaction may occur. A decrease in contentment results in an increase in unpleasant
feelings, which can cause a negative perception of value (Kim et al. 2016).

Customers' perceived enjoyment (hedonic benefit), as proposed in the literature on self-service systems
(e.g., Mills and Morris 1986), is an essential mechanism for enhancing perceived service satisfaction or
trust. Furthermore, there is a correlation between functional benefits and customer satisfaction, as well as
a relationship between hedonic benefits and perceived service quality, in their study (Chitturi et al. 2008).
As a result, good perceptions of interpersonal (social), hedonic, and functional benefits can lead to
members' positive perceptions of service quality in online communities. As a result, the following three
hypotheses are presented:

Hga. Perceived functional benefits significantly influence service quality.

Hg4b. Perceived hedonic benefits significantly influence service quality.

H4c. Perceived interpersonal benefits significantly influence service quality.

Value Outcomes and Health Behavior Change

Social media could be important mediators in the initiation, development, and sustaining of inactive
lifestyles and lack of physical activity, which can lead to obesity and other health issues (Zhang et al. 2015).
Some researchers have investigated how social networks can influence health behavior change (Williams et
al. 2014), improvement of health level (Chou et al. 2013), and health communication (Moorhead et al.
2013), as well as how it can enhance physical activity, nutrition, and losing weight (Williams et al. 2014;
Hunter et al. 2019).

A person's perception of psychological, cognitive, or practical support from other individuals might boost
self-esteem and the acceptance of health practices in virtual forums (Gesell et al. 2012). Thus, friendships
and other interactions (Smith and Christakis 2008), as well as information offered by others, encourage a
change in individual dietary habits that may enhance health behavior and lead to improved health (Ory et
al. 2010).

Social ties and satisfaction have been regarded as two main reasons for adults and children engaging in
sport or (leisure) physical activity in terms of hedonic advantage (Haughton McNeill et al. 2006). In adults,
social media interaction, enjoyment, and emotional support have been positively linked with intrinsically
motivated for physical activity (Haughton McNeill et al. 2006) and, as a result, involvement in physical
activity and walking, as well as having a healthy lifestyle (Allender et al. 2006). As a result, the following
three hypotheses are presented:

Hs5a. Perceived functional benefits significantly influence health behavior change.

H5b. Perceived hedonic benefits significantly influence health behavior change.

H5c. Perceived interpersonal benefits significantly influence health behavior change.

Proposed Empirical Study and Methodology

In this study, we will use a quantitative technique (questionnaire) to investigate the hypothesized
relationships. Participants are Oura Ring users from Finland in Facebook groups to discuss various subjects
related to the Oura Ring.

The measuring items for the independent variables PC2C interaction (three items) and NC2C interaction
(three items) were derived from (Huang and Hsu 2009; Reynolds and Harris 2009). Perceived social,
functional, and the three-item scale borrowed from (Lin 2007; Wang and Fesenmaier 2004) was used to
assess hedonic benefit. Each of the three measuring questions for perceived service quality and health
behavior change was developed from (Bansal et al. 2005; Knowlden et al. 2017).

To analyze the data obtained in the quantitative method, we will use a Structural Equation Model (SEM)-
partial least square (PLS) and Fuzzy Set Qualitative Comparative Analysis (fsQCA is a novel fascinating
method that has huge potential, especially in the information system research). The results of the fsQCA
method will complement those of the smart PLS.

fsQCA is a technique for overcoming the constraints of traditional statistical approaches. In contrast to the
SEM results, which emphasize the significance of one-to-one path correlations, the fsQCA will disclose
numerous conditions that lead to the conclusion.

In addition, the SEM is a variable-oriented technique that is focused on the independent variable's net
influence on the dependent variable (Woodside 2013). The fsQCA, on the other hand, allows for
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multifinality, in which identical conditions can lead to or contribute to different outcomes, as well as
conjunctural causation, in which causal configurations of conditions can be either necessary or sufficient to
achieve the outcome. In contrast, their constituent conditions may be neither necessary nor sufficient
(Woodside 2013). By identifying all essential combinations of antecedents that result in an outcome, fSQCA
improves and reinforces the PLS-SEM findings on an individual basis (Rasoolimanesh et al. 2021) and will
generate supplementary and additional outputs.

The next step will be to perform an empirical investigation to validate the conceptual framework that has
been presented. In this study, we will discover how Oura Ring users' positive and negative interactions in
online community’s influence value creation outcomes (social, hedonic, and functional benefit), as well as
how PC2C and NC2C interactions shape user perceptions of service quality and health behavior change.
The information would be gathered from users of the Finnish Oura Ring on social media sites like Facebook.
The data will next be examined using the PLS and FsQCA software. As a suggestion for future studies, the
user's prior experience can play a mediating role between C2C interaction and value outcomes (functional,
social, and hedonic benefits) variables in the model. The mediating role of the user’s prior experience could
be examined by another research.

Expected contribution

In terms of the research contribution, this study overcomes the constraints of the current research lens by
concentrating on online value exchanges between consumers rather than on online interactions between
enterprises. This novel viewpoint (C-D logic) not only improves our knowledge of customer value exchanges
but also broadens the scope of the literature on VCD. The bulk of research on VCD has been on interactions
between firms or enterprises and their consumers (Smith 2013; Jirvi et al. 2020). Few research has
examined the effect of concurrent C2C value generation and destruction. Simultaneous, ongoing, and
continuous co-destructive and co-creative activities are possible (Vartianen and Tuunanen 2016).
Numerous requests for research, including VCC and VCD structures, have been made (Grénroos and Voima
2013; Plé and Céceres 2010), and the present study will meet these calls.

In terms of contribution to practice, customer encounters are critical for value creation, as indicated in this
study, and service providers should understand and acknowledge the two sides that coexist: VCC and VCD.
As service designers strive to include consumers in co-creating growth strategies, they should try to
minimize unfavorable interactions and increase perceived quality, resulting in brand loyalty and a healthy
lifestyle (Kelley et al. 1990). Additionally, by expressing virtual community members' views and wishes,
they assist service providers in not only improving their service quality and ability to innovate in response
to user needs but also in optimizing the customer service experience, increasing customer satisfaction and
feelings of accomplishment (Shen et al. 2020). It will also assist service providers in shifting their
thinking to consider users in their own setting. Businesses will gain new insights into their involvement in
their customers' lives if they understand the mechanisms of their customers' logic. In contrast to the
preceding perspective, this suggests that, in addition to visible and regulated interactions, service providers
should widen their horizons in order to get a deeper understanding of their users. This entails moving
beyond co-creation to identifying interactions between consumers, corporations, and service systems.

Pacific Asia Conference on Information Systems 2022
6



Value Creation Behavior of Oura Ring Users

References

Akram, M. S., Malik, A., Shareef, M. A., and Awais Shakir Goraya, M. 2019. “Exploring the
interrelationships between technological predictors and behavioral mediators in online tax filing: The
moderating role of perceived risk,” Government Information Quarterly (36:2), pp. 237—251.

Allender, S., Cowburn, G., and Foster, C. 2006. “Understanding participation in sport and physical activity
among children and adults: A review of Qualitative Studies,” Health Education Research (21:6), pp.
826-835.

Bansal, H. S. 2005. “migrating’ to new service providers: Toward a unifying framework of consumers'
switching behaviors,” Journal of the Academy of Marketing Science (33:1), pp. 96—115.

Bilgili, B., Candan, B., and Bilgili, S. 2014. “A Research study on the relationship among relational benefit,
perceived quality, image and customer loyalty in different hospitality Businesses,” International
Journal of Management Cases (16:3).

Blau, P. M. 2017. Exchange and Power in Social Life, Routledge.

Brodie, R., Ilic, A., Juric, B., and Hollebeek, L. 2013. "Consumer engagement in a virtual brand community:
An exploratory analysis", Journal of Business Research (66:1), pp. 105-114.

Bruhn, M., Schnebelen, S., and Schifer, D. 2014. "Antecedents and consequences of the quality of e-
customer-to-customer interactions in B2B brand communities", Industrial Marketing
Management (43:1), pp. 164-176.

Chang, Y., Hou, R., Wang, K., Cui, A., and Zhang, C. 2020. "Effects of intrinsic and extrinsic motivation on
social loafing in online travel communities", Computers in Human Behavior (109), p. 106360.

Chen, C.-D., Ku, E. C. S., and Yeh, C. C. 2019. “Increasing rates of impulsive online shopping on tourism
websites,” Internet Research (29:4), pp. 900—920.

Chen, V. H.-H., Duh, H. B. L., Phuah, P. S., and Lam, D. Z. 2006. “Enjoyment or Engagement? Role of Social
Interaction in Playing Massively Mulitplayer Online Role-Playing Games (MMORPGS),”
in International Conference on Entertainment Computing, Berlin, Heidelberg: Springer, pp. 262—
267.

Chitturi, R., Raghunathan, R., and Mahajan, V. 2008. "Delight by Design: The Role of Hedonic Versus
Utilitarian Benefits", Journal of Marketing (72:3), pp. 48-63.

Choi, D., and Kim, J. 2004. "Why People Continue to Play Online Games: In Search of Critical Design
Factors to Increase Customer Loyalty to Online Contents", CyberPsychology & Behavior (7:1), pp. 11-
24.

Chou, W., Prestin, A., Lyons, C., and Wen, K. 2013. "Web 2.0 for Health Promotion: Reviewing the Current
Evidence", American Journal of Public Health (103:1), pp. €9-e18.

Chowdhury, I., Gruber, T., and Zolkiewski, J. 2016. "Every cloud has a silver lining — Exploring the dark
side of value co-creation in B2B service networks", Industrial Marketing Management (55), pp. 97-109.

Danioni, F., Barni, D., and Rosnati, R. 2017. "Transmitting sport values: The importance of parental
involvement in children’s sport activity", Europe’s Journal of Psychology (13:1), pp. 75-92.

Daunt, K., and Harris, L. 2017. "Consumer showrooming: Value co-destruction”, Journal of Retailing and
Consumer Services (38), pp. 166-176.

Dolan, R., Seo, Y., and Kemper, J. 2019. "Complaining practices on social media in tourism: A value co-
creation and co-destruction perspective", Tourism Management (73), pp- 35-45.

Ede, S., Kamphoff, C. S., Mackey, T., and MorkArmentrout, S. 2012. “Youth Hockey Athletes' Perceptions
of Parental Involvement: They Want More.,” Journal of Sport Behavior (35:1), pp. 3—18.

Fiiller, J. 2010. “Refining virtual co-creation from a consumer perspective,” California Management
Review (52:2), pp. 98—122.

Georgi, D., and Mink, M. 2013. “ECCIq: The quality of electronic customer-to-customer
interaction,” Journal of Retailing and Consumer Services (20:1), pp. 11-19.

Gesell, S. B., Bess, K. D., and Barkin, S. L. 2012. “Understanding the social networks that form within the
context of an obesity prevention intervention,” Journal of Obesity (2012), pp. 1—-10.

Gronroos, C., and Voima, P. 2012. “Critical service logic: Making sense of value creation and co-
creation,” Journal of the Academy of Marketing Science (41:2), pp. 133—150.

Grove, S. J., and Fisk, R. P. 1997. “The impact of other customers on service experiences: A critical incident
examination of ‘Getting along,” Journal of Retailing (73:1), pp. 63—85.

Pacific Asia Conference on Information Systems 2022
7



Value Creation Behavior of Oura Ring Users

Gruen, T. W., Osmonbekov, T., and Czaplewski, A. J. 2007. “Customer-to-customer exchange: Its MOA
antecedents and its impact on value creation and loyalty,” Journal of the Academy of Marketing
Science (35:4), pp. 537-549.

Harris, K., and Baron, S. 2004. “Consumer-to-consumer conversations in service settings,” Journal of
Service Research (6:3), pp. 287—303.

Haughton McNeill, L., Wyrwich, K. W., Brownson, R. C., Clark, E. M., and Kreuter, M. W. 2006. “Individual,
social environmental, and physical environmental influences on physical activity among black and
white adults: A structural equation analysis,” Annals of Behavioral Medicine (31:1), pp. 36—44.

Heinonen, K., Jaakkola, E., and Neganova, 1. 2018. “Drivers, types and value outcomes of customer-to-
customer interaction,” Journal of Service Theory and Practice (28:6), pp. 710—732.

Heinonen, K., Strandvik, T., Mickelsson, K. J., Edvardsson, B., Sundstrom, E., and Andersson, P. 2010. “A
customer-dominant logic of service,” Journal of Service Management (21:4), pp. 531—-548.

Hsu, L.C. 2017. “Investigating community members’ purchase intention on Facebook Fan Page,” Industrial
Management & Data Systems (117:5), pp. 766—800.

Huang, J., and Hsu, C. H. 2009. “The impact of customer-to-customer interaction on cruise experience and
vacation satisfaction,” Journal of Travel Research (49:1), pp. 79—92.

Hunter, R. F., de la Haye, K., Murray, J. M., Badham, J., Valente, T. W., Clarke, M., and Kee, F. 2019. “Social
network interventions for health behaviours and outcomes: A systematic review and meta-
analysis,” PLOS Medicine (16:9).

Jarvi, H., Kdhkonen, A.-K., and Torvinen, H. 2018. “When value co-creation fails: Reasons that lead to value
co-destruction,” Scandinavian Journal of Management (34:1), pp. 63—77.

Jarvi, H., Keranen, J., Ritala, P., and Vilko, J. 2020. “Value co-destruction in hotel services: Exploring the
misalignment of cognitive scripts among customers and providers,” Tourism Management (77), p.
104030.

Johnson, G. D., and Grier, S. A. 2013. “Understanding the influence of cross-cultural consumer-to-
consumer interaction on consumer service satisfaction,” Journal of Business Research (66:3), pp.
306—313.

Johnson, Z., Massiah, C., and Allan, J. 2013. “Community identification increases consumer-to-consumer
helping, but not always,” Journal of Consumer Marketing (30:2), pp. 121—-129.

Kelly, S. W., Donnelly, J. H., and Skinner, S. J. 1990. “Customer participation in service production and
delivery,” Journal of Retailing (66:3), p. 315.

Kim, S.J., Wang, R. J.-H., Maslowska, E., and Malthouse, E. C. 2016. “understanding a Fury in your words’:
The effects of posting and viewing electronic negative word-of-mouth on purchase
behaviors,” Computers in Human Behavior (54), pp. 511—-521.

Kim, S.Y., and Yi, Y. 2017. “Embarrassed customers: The Dark Side of receiving help from others,” Journal
of Service Management (28:4), pp. 788—806.

Knowlden, A. P., Sharma, M., and Nahar, V. K. 2017. “Using multitheory model of health behavior change
to predict adequate sleep behavior,” Family & Community Health (40:1), pp. 56—61.

Laud, G., Bove, L., Ranaweera, C., Leo, W. W., Sweeney, J., and Smith, S. 2019. “Value co-destruction: A
typology of resource misintegration manifestations,” Journal of Services Marketing (33:7), pp. 866—
889.

Lee, J., Kim, J., and Choi, J. Y. 2019. “The adoption of virtual reality devices: The technology acceptance
model integrating enjoyment, social interaction, and strength of the social ties,” Telematics and
Informatics (39), pp. 37—48.

Lin, H. F. 2007. “The role of online and offline features in sustaining virtual communities: An empirical
study,” Internet Research (17:2), pp. 119—138.

Lin, Z., Chen, Y., and Filieri, R. 2017. “Resident-tourist value co-creation: The role of residents' perceived
tourism impacts and life satisfaction,” Tourism Management (61), pp. 436—442.

Luo, J. (G., Wong, 1. K. A,, King, B., Liu, M. T., and Huang, G. Q. 2019b. “Co-creation and co-destruction of
service quality through customer-to-customer interactions: Why prior experience
matters,” International Journal of Contemporary Hospitality Management (31:3), pp. 1309—1329.

Luo, N., Wang, Y., Jin, C., Ni, Y., and Zhang, M. 2019a. “Effects of socialization interactions on customer
engagement in online travel communities,” Internet Research (29:6), pp. 1509—1525.

Marinao-Artigas, E., and Barajas-Portas, K. 2020. “Precedents of the satisfaction of mobile shoppers. A
cross-country analysis,” Electronic Commerce Research and Applications (39), p. 100919.

Pacific Asia Conference on Information Systems 2022
8



Value Creation Behavior of Oura Ring Users

Mills, P. K., and Morris, J. H. 1986. “Clients as ‘partial’ employees of Service Organizations: Role
Development in Client participation,” Academy of Management Review (11:4), pp. 726—735.

Moorhead, S. A., Hazlett, D. E., Harrison, L., Carroll, J. K., Irwin, A., and Hoving, C. 2013. “A new dimension
of health care: Systematic review of the uses, benefits, and limitations of social media for health
communication,” Journal of Medical Internet Research (15:4), p. €1933.

Munzel, A., and H. Kunz, W. 2014. “Creators, multipliers, and lurkers: Who contributes and who benefits
at online review sites,” Journal of Service Management (25:1), pp. 49—74.

Nambisan, S., and Baron, R. A. 2009. “Virtual customer environments: Testing a model of voluntary
participation in value co-creation activities,” Journal of Product Innovation Management (26:4), pp.
388—406.

Oliver, R. L. 1980. “A cognitive model of the antecedents and consequences of Satisfaction
Decisions,” Journal of Marketing Research (17:4), pp. 460—469.

Ory, M. G., Smith, M. L., Mier, N., and Wernicke, M. M. 2010. “The Science of Sustaining Health Behavior
Change: The health maintenance consortium,” American Journal of Health Behavior (34:6), pp. 647—
659.

Plé, L., and Caceres Chumpitaz, R. 2010. “Not always co-creation: Introducing interactional co-destruction
of value in service-dominant logic,” Journal of Services Marketing (24:6), pp. 430—437.

Rasoolimanesh, S. M., Ringle, C. M., Sarstedt, M., and Olya, H. 2021. “The combined use of symmetric and
asymmetric approaches: Partial least squares-structural equation modeling and fuzzy-set qualitative
comparative analysis,” International Journal of Contemporary Hospitality Management.

Reynolds, K. L., and Harris, L. C. 2009. “Dysfunctional customer behavior severity: An empirical
examination,” Journal of Retailing (85:3), pp. 321—-335.

Rosenbaum, M. S., and Wong, I. K. A. 2010. “Value equity in event planning: A case study of
macau,” Marketing Intelligence & Planning (28:4), pp. 403—417.

Schau, H. J., Muhiz, A. M., and Arnould, E. J. 2009. “How brand community practices create
value,” Journal of Marketing (73:5), pp. 30—51.

Shen, H., Wu, L., Yi, S., and Xue, L. 2018. “The effect of online interaction and trust on consumers’ value
co-creation behavior in the online travel community,” Journal of Travel & Tourism Marketing (37:4),
pp- 418—428.

Smith, A. M. 2013. “The value co-destruction process: A customer resource perspective,” European Journal
of Marketing (47:11/12), pp. 1889—1909.

Smith, K. P., and Christakis, N. A. 2008. “Social Networks and Health,” Annual Review of Sociology (34:1),
Pp. 405—429.

Vargo, S. L., and Lusch, R. F. 2007. “Service-dominant logic: Continuing the evolution,” Journal of the
Academy of Marketing Science (36:1), pp. 1-10.

Vartiainen, T., and Tuunanen, T. 2016. “Value co-creation and co-destruction in an is artifact:
Contradictions of Geocaching,” 2016 49th Hawaii International Conference on System Sciences
(HICSS).

Wang, Y., and Fesenmaier, D. R. 2004. “Towards understanding members’ general participation in and
active contribution to an online travel community,” Tourism Management (25:6), pp. 709—722.

Williams, G., Hamm, M. P., Shulhan, J., Vandermeer, B., and Hartling, L. 2014. “Social media interventions
for diet and exercise behaviours: A systematic review and meta-analysis of Randomised Controlled
Trials,” BMJ Open (4:2), p. €003926.

Woodside, A. G. 2013. “Moving beyond multiple regression analysis to algorithms: Calling for adoption of
a paradigm shift from symmetric to asymmetric thinking in data analysis and crafting theory,” Journal
of Business Research (66:4), pp. 463—472.

Zhang, J., Shoham, D. A., Tesdahl, E., and Gesell, S. B. 2015. “Network interventions on physical activity in
an afterschool program: An agent-based Social Network Study,” American Journal of Public
Health (105: S2), pp. S236—S243.

Zhou, Z., Jin, X.-L., and Fang, Y. 2014. “Moderating role of gender in the relationships between perceived
benefits and satisfaction in social virtual world continuance,” Decision Support Systems (65), pp. 69—

79-

Pacific Asia Conference on Information Systems 2022
9



	Value Creation Behavior of Oura Ring Users in Social Media- (Customer-dominant LOGIC)
	Recommended Citation

	Introduction
	Development of the Theoretical Model
	Hypothesis
	Perceived Functional Benefit
	Perceived Social Benefit
	Perceived Hedonic Benefit
	Value Outcomes and Service Quality
	Value Outcomes and Health Behavior Change

	Proposed Empirical Study and Methodology
	Expected contribution
	References

