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ARTICLE INFO ABSTRACT 

 Service dominant logic has pioneered the concept of value co-creation based on 
the principle of resource integration. Customer operant resources are considered 
to be crucial for value co-creation to materialise. Although prolific research has 
taken place in the area of value co-creation, customer resource related research 
investigations are still inadequate that needs additional research focus. The 
empirical research carried out in online grocery buying context is a step towards 
this end. It seeks to explore different customer resource dimensions and examine 
the possible interrelationship between operant resources. The present research 
focus is primarily on understanding the dynamics of customer’s operant social 
resource and its role in intra-customer and firm-customer resource integration 
instrumental for value co-creation. Snowball sampling was used for the PLS-
SEM study. The intra-customer operant resource integration along with the 
manifestations of resource highlighted in the research work is a novel 
contribution to co-creation and resource integration literature. 
 
Keywords: Customer operant resource, social resource, physical resource, 
resource-based capability, resource integration, value co-creation, service 
dominant logic, PLS-SEM 

 
Introduction 

 
Retail landscape globally has undergone a phenomenal transformation with the growing popularity of 
internet shopping. Online shopping has become a regular feature of modern living as at least one member in 
almost every household engages in online buying activities (Timotius & Octavius, 2021).  However, the 
pattern of shopping depicts a palpable change as there is rising demand for online consumer goods including 
grocery and personal care. This is unlike the recent past trends when online platforms were more in vogue for 
buying services like air tickets or for reserving hotel rooms (Dhanapal et al., 2015). It is projected that the size 
of the global ecommerce market would be a $62415 billion by the year 2030 assuming double digit growth 
rate of 11% during the period 2023 to 2030 (Singh et al.,2024). Further, the online grocery business is 
estimated to grow globally at an annual compound growth rate of 26.8% from 2023 to 2030 (Grandview 
Research). It is projected that India is set to witness an annual growth rate of 20.30% (CAGR 2024-2028) in 
online grocery, with a market volume of INR US$64.20bn by 2028 (Statista). In India, grocery is claimed to 
be one of the most attractive retail business categories (Prasad & Aryasri, 2011) and online grocery although 
presently at a nascent stage has huge potential (Tomar, 2024). The growth of self-service technologies 
including ecommerce and online grocery mandates vital customer participation that solicits valuable 
customer resource commitment instrumental for value co-creation (Agarwal & Rahman, 2015). The paradigm 
of value co-creation and customer resource integration was pioneered by Vargo and Lusch (2004) in their 
exposition of Service Dominant Logic (S-D logic). Closely related philosophies to SDL are service logic and 
customer dominant logic propounded by Christian Gronroos (2006) and Heinonen et al. (2010) have also 
contributed in fostering and celebrating customers’ value creation role. S-D Logic philosophy has ushered in a 
new perspective towards understanding the concept of value as it shifts the focus from firm created value-in-
exchange to customer created value-in-use (Hau et al., 2017). Departing from the traditional Goods 
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Dominant Logic, s-d Logic emphasises the indispensable role of customers as the social and economic 
integrators of resources as etched in the Service Dominant Logic Axiom 4 “Value is always uniquely and 
phenomenologically determined by the beneficiary” (Vargo et al., 2020 p.17). Moreover, with the shift in 
focus from market to customer, higher importance is placed on the quality of customer-firm interaction 
rather than the transaction aspect that indicates the growing recognition of value co-creation (Melović, 2021). 
Baron & Harris (2008) emphasised the unequivocal role of customers in value co-creation with their 
statement “The customer is always a co-creator of value.” It is noteworthy that previous research studies have 
examined the contextual implication of value co-creation and resource integration (Hughes et al., 2018). 
Particularly in technology adoption and usage contexts, lack of adequate customers’ personal resource can 
pose to be an inhibiting factor (Lissitsa & Laor, 2021). Also, it is posited that quality of personal resource 
depends on one’s level of involvement, expertise and dexterity in role performance (Baron & Harris, 2008). 
For instance, customer involvement and enthusiasm are relatively low in grocery buying whether online or 
offline. Grocery buying is generally perceived to be boring and mundane (Nakano, 2023; Raijas, 2002) where 
the major concern is economy of time and effort (Driediger & Bhatiasevi, 2019). Universally, online grocery is 
yet to be perceived as an alternative to store-based grocery shopping (Harris et al., 2017). Although plethora 
of research initiatives have been directed to examine grocery shopping behaviour, research focus to 
understand customer resources with respect to value co-creation has not been undertaken. The present 
exploratory study seeks to address this research gap. Although s-d Logic and co-creation has garnered 
immense attention from academic scholars and researchers worldwide, yet for a digitally pervasive growing 
economy like India the study can unravel valuable insights contributing to the fraternity of both researchers 
as well as practitioners. The research questions sought to be addressed in the study are as follows 
RQ1. How does online grocery stores’ marketing resource-based capability effect customer resource 
contribution? 
RQ2. Does customer social resource have any mediating effect between store’s resource-based capability and 
customer physical resource and customer loyalty?   
The remaining part of the research paper consists of sections comprising of literature review and hypothesis 
formulation, methodology and data analysis, results and discussions, theoretical and managerial 
implications, limitations and future research and conclusion. 
 

2. Literature Review & Hypothesis Formulation 
 
Resource Based Capability 
Shift in focus from Market Based View to Resource Based View heralded a new organizational perspective 
towards growth and competitive advantage (Cho and Linderman, 2020). Resource and capabilities provide 
the foundation for the development and maintenance of a firm’s competitive advantage (Frempong, 2019). 
There are diverging views regarding the interpretation of the terms resource and capability (O’Cass & Sok, 
2014). Many researchers have used the two terms interchangeably (Barney et al., 2021) whereas others have 
distinguished between the two constructs (Gaudenzi et al., 2021). Resources include all tangible and 
intangible assets (Iyanna, 2016) while capabilities are contended to be “something beyond resources” (Ngo &, 
O’Cass, 2000). Resources are labelled as the “carriers of capabilities” (Peters et al., 2014) although it is 
argued that it is a firm’s resource-based capabilities that truly determine firms’ efficiency and effectiveness in 
the long term.  (Duah et al., 2024 ). Resource based capabilities (RBC) of a firm may pertain to any of its 
functional areas like innovation, production or marketing resource-based capability (Ngo &, O’Cass, 2009). 
Some researchers have advocated the criticality of capability portfolio over independent or single capability as 
the underlining for firm’s performance and achievement (Jie et al., 2023). Marketing capability’s positive role 
in engendering firm performance has been substantiated by previous researchers (Jung & Shegai, 2023).  
Firms’ reputational marketing resource like product reputation and customer service reputation play a 
distinctive role in securing competitive advantage (O’Cass & Sok, 2014) and provides a basis for the entity’s 
relational resource like customer loyalty and building bonds with customers (Jung & Shegai, 2023; Kachouie 
et al.,2018; Vorhies et al., 2011). Hence, it can be inferred that for an online retail store, reputational 
marketing capabilities like customer service capability and assortment capability can positively influence 
customer loyalty leading to the following hypothesis.  
H1: Resource based capability of online grocery store influences customer store loyalty 
Additionally, it is demonstrated that marketing capabilities in general can lead to positive word-of-mouth or 
WOM (Jung & Shegai, 2023) and service recovery capability of a firm in particular can potentially generate 
positive WOM (Orsingher et al., 2010). WOM (or e-WOM) is accorded as a type of social capital resource 
(Wang et al., 2019) and customers’ positive shopping experience engendered by the store’s resource and 
capability prowess stimulates e-WOM (Lai et al., 2014). It is debated that customer operant resources gets 
further strengthened and reinforced when synchronised with the competence and capability of the interacting 
focal firm (Alves et al., 2016). From the above we can infer that 
H2: Resource based capability of online grocery store influences customers’ social resource 
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Customer Resource 
Service Dominant Logic (s-d Logic) has pronounced the uncompromising importance of customer resources 
in the value co-creation process. Value-in-use which is the cornerstone of s-d Logic cannot be delivered by the 
firm but it arises with customer experience and is contingent upon customer role and the surrounding social 
structure (Manh, 2018;).  Customers are vouched as valuable operant resource that can be profitably 
leveraged by the firms (Prahalad, & Venkatramaswamy, 2004). Accordingly, customers who were presumed 
to be passive consumption units during the goods dominant logic have been donned with titles like 
“prosumers” and “partial employees” (Hilton et al., 2013). Arnould’s et al., (2006) threefold customer 
resource schema of physical, social and cultural resource has been widely used as the foundation for several 
subsequent resource studies (Frempong et al., 2020; Iyanna 2016; Baron & Warnaby, 2011). Customer 
physical resource pertain to his physical and physiological attributes like sensory motor endowment, energy 
emotions and strength.  Customer social operant resource include social networks which may be referent 
groups like family, friends and close social circle that comprises bonding social capital and bridging social 
capital with weak social ties (Ahmad et al., 2023) and customer cultural resource embodies specialized 
knowledge, skills, cultural stock and imagination (Iyanna, 2016). It is argued that social expertise incubates 
within customers’ primary reference group and the larger virtual groups that can eventually influence 
individual customer’s cognitive physical resources (Paredes et al., 2014). Furthermore, e-WOM can positively 
influence customer loyalty and intentions to re-purchase (Perera et al., 2019). Therefore, it is inferred that  
H3: Customer social resource positively influence customer physical resource 
H4: Customer social resource positively influence customer store loyalty 
H5: Customer social resource mediates relationship between grocery store’s resource-based capability, 
customer physical resource and customer loyalty 
Prior studies evidenced that feelings and emotions, the salience of individual physical resource can bear upon 
one’s sense of satisfaction and loyalty (Japutra et al., 2021). Similar results have been postulated for customer 
resources of cognitive absorption derived from flow and trust propensity as experience of flow during online 
purchase and higher perceived trustworthiness of seller subsequently leads to higher customer loyalty 
(Bilgihan, 2016). Accordingly, it is inferred that 
H6: Customer physical resource influence customer store loyalty in online grocery 
H7: Customer physical resource mediate the relationship between social resource and customer loyalty 

 
3. Methodology & Data Analysis 

 
The research study was conducted using mixed research methods. Qualitative focus group discussions 
(FGDs) were conducted to gather first hand insights on customer perspectives towards online grocery. Three 
rounds of FGDs were conducted ensuring that the participants belonged to multiple age groups including 
university post graduate students in their early and mid-twenties to the middle aged and senior adults 
nearing the age of superannuation with adequate experience in online shopping. Manual thematic coding and 
sub coding was done for content analysis purpose. Using triangulation method, the focus group discussions 
findings were validated with survey method that followed the focus groups (Van & Angehrn, 2017). The 
results from the focus group analysis together with extensive review of literature helped the researchers to 
identify the variables for the proposed conceptual model. Online survey was conducted after focus groups 
using snowball sampling method for gathering quantitative data. Before sharing the questionnaire, content 
validation was done by subject matter experts from the fields of academics and industry (Bujang et al., 2022). 
An offline pilot study with fifty sample size was undertaken to examine respondents understanding of the 
questionnaire and to identify the changes needed in the research instrument.  The final survey was conducted 
in Bengaluru city of India and from the pool of 420 responses collected, 359 were used for data analysis 
purpose ensuring that the selected sample meets the respondent eligibility criteria. Anyone above twenty-one 
years of age and having completed minimum three rounds of online grocery purchases within the last six 
months preceding the date of survey was eligible to participate in the survey. All the items used for measuring 
the constructs were adapted from previous literature.  A seven-point Likert scale with 1 as Strongly Disagree 
and 7 as Strongly Agree was used (Joshi et al., 2015). Structural equation modelling using Partial Least 
Square was done with the SmartPLS software for the data analysis purpose. Considering the requirements of 
the exploratory study and the advantages of variance based PLS over covariance-based SEM (Hiar & Alamar, 
2022) partial least square was felt to be the more appropriate choice for the serial mediation resource 
integration study. It is evident from the extant literature that PLS SEM has found wide application in 
management related research studies (Benitez, et al., 2020). For the study purpose, the constructs Resource 
Based Capability and Social Resource are construed as higher order reflective-reflective constructs. Repeated 
indicators approach of higher order component (HOC) analysis was applied for the proposed conceptual 
model such that all the indicators of the lower order constructs were assigned to the higher order construct 
(Sarstedt et al., 2019) thereby simplifying interpretation task when compared to the two stage HOC approach 
(Acharya et al., 2023). Therefore, the indicators of assortment and customer service were assigned to higher-
order resource-based capability and the indicators of subjective norm and e-WOM were assigned to the 
mediator variable customer social resource. Then the measurement model analysis was performed followed 
by the structural model analysis. 
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3.1 Preliminary Analysis 
The preliminary analysis for the study was conducted with Bartlett’s test for sphericity and the Kaiser Meyer 
Olkin (KMO) test. The Bartlett’s test for sphericity was significant at p < 0.001 and the Kaiser Meyer Olkin 
(KMO) test matched threshold of 0.8 (Shrestha, 2021) Exploratory factor analysis was done using Principal 
Component method with varimax rotation and the items with factor loadings more than 0.6 were taken for 
further analysis.  
 
3.2 Common Method Bias (CMB) 
Considering that responses for both predictor and criterion variables were collected at the same point of time 
with the same research tool using uniform 7-point Likert scale and from the same respondent, common 
method variance test was deemed necessary. Common method bias was checked using Herman’s single factor 
method. The results showed that variance explained by a single factor was 20.41 percent which was much 
lower than the single factor criterion of 50 percent suggested by Herman (Sreeram et al., 2017; see also. 
Harman, 1976) thereby ruling out the possibility of common method bias. 
 
3.3 Descriptive Analysis 
The demographic profile of the respondents in Table 1, shows that out of the 359 respondents 68% were 
females and 32% male. Highest number of participants were in the age group of 26-40 years (45%) with 
majority of the respondents being employed (63%). Maximum respondents belonged to nuclear families with 
family size of four or less than four members. Majority of the participants (41%) were experienced online 
grocery buyers with online grocery buying experience of five or more than five years. Further, only 3% of the 
grocery buyers stated that they buy grocery exclusively from online stores while majority (almost 85%) buy 
grocery online occasionally reaffirming Campo et al. (2021) multi format shopping preference and cross 
shopping behaviour in online grocery.  
 

Table 1: Demographic Characteristics 
Characteristics Category Frequency (n=359) Percentages (%) 
Gender Male 117 32.5 

Female 242 68.2 

Age < 25 years 17 4.7 
26-40 years 163 45.4 
41-55 years 137 38.1 

56- 70 years 42 11.6 

Occupation Student 40 11.1 
Employed 227 63.2 
Business/ Self Employed 26 7.24 

Homemaker 66 18.38 

Number of family members 2 or less than 2 52 14.48 
4 or less than 4 237 66.0 
> = 6 70 19.5 

Frequency of online grocery shopping Rarely 153 42.6 
Sometimes 152 42.3 
Often 43 11.9 
Always 11 3.0 

 
Two stage analysis is the hallmark of structural equation modelling. First the quality of the measurement 
model is examined through the reliability and validity parameters. Only after the measurement model is 
found to be satisfactory and acceptable, the structural model is analysed through path coefficients. The 
measurement model also called the outer model scrutinize the relationship between the unobserved latent 
construct(s) and their manifest/indicator variables whereas the structural model, also called the inner model 
analyse the relationship between the latent constructs. 
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Figure 1. Conceptual Model. Source: Authors 

 
 
3.4 Measurement Model Analysis 
The internal consistency, convergent validity and discriminant validity were examined with the help of 
Cronbach’s coefficient alpha (α) and confirmatory factor analysis (CFA) approach. The standard loadings for 
the constructs were all higher than 0.6 thereby satisfying standardized loading requirement (Rehman et al., 
2022; see also Sarstedt et al., 2021). Composite reliability of the constructs was more than 0.7 and the AVE of 
each construct was more than 0.5 thereby satisfying the threshold requirements (Sarstedt et al., 2021)  
 

Table 2. Construct reliability and factor loadings 
 
Variable 

 
Items 

Factor Loadings Composite reliability AVE Cronbach Alpha 

Assortment Assort1 
 
Assort3 
 
Assort4 
 
Assort 5 
 
Assort 6 
 

0.659 
 
0.752 
 
0.758 
 
0.614 
 
0.77 

0.842 0.517 0.764 

Customer Service CS2 
 
CS3 
 
CS4 
 
CS7 
 
CS8 
 
CS9 

0.738 
 
0.636 
 
0.729 
 
0.802 
 
0.625 
 
0.778 

0.866 0.52 0.813 

e-WOM E-WOM 1 
 
E-WOM 2 
 
E-WOM 3 
 
E-WOM 4 
 

0.759 
 
0.823 
 
0.782 
 
0.758 
 

0.862 0.61 0.786 

Subjective Norm SN1 
 
SN2 
 
SN3 
 
SN4 
 

0.689 
 
0.75 
 
0.659 
0.693 
 

0.846 0.525 0.772 

Loyalty Loyalty1 
 

0.817 
 

0.844 0.576 0.754 
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Loyalty2 
 
Loyalty4 
 
Loyalty5 
 

0.705 
 
0.706 
 
0.802 

 
Tests for Discriminant Validity 
HTMT 
Discriminant Validity was assessed using both HTMT and Fornell Larcker criterion. HTMT examines 
correlations between the study constructs. This criterion is based on the Multitrait-Multimethod (MTMM) 
matrix as developed by Campbell and Fiske (1959) and includes analysing the Heterotrait-Monotrait ratio of 
the correlations. Table 3     shows that the HTMT index are less than 0.9 meeting the threshold requirement 
(Henseler et al.,2015).  
 

Table.3: HTMT Test  
1 2 3 4 5 6 9 10 11 

Assortment (1) - 
        

Cognitive     Absorption (2) 0.362 
        

Customer Service (3) 0.723 0.239 
       

Loyalty (4) 0.706 0.463 0.668 
      

Self-efficacy (5) 0.656 0.242 0.757 0.68 
     

Subjective Norm (6) 0.256 0.289 0.161 0.26 0.17 0.36 
   

Trust Propensity (7) 0.487 0.325 0.580 0.53 0.37 0.46 0.545 
  

e-WOM (8) 0.352 0.312 0.379 0.36 0.41 0.54 0.466 0.246 - 

 
Fornell and Larcker Criterion of discriminant validity 
In Fornell Larcker method, the square root of AVE was compared to the constructs as proposed by Fornell 
and Larcker (1981). Accordingly, the diagonal square root of AVE values is expected to be higher than the 
corresponding latent variables in the corresponding rows and columns. Table 4 results suggest that all the 
square root values of AVE exceeded the correlation values, denoting no major concerns of discriminant 
validity violation. 
 

Table.4: Fornell and Larcker Model  
1 2 3 4 5 6 7 8 

Assortment (1) 0.851 
       

Cognitive Absorption (2) 0.276 0.762 
      

Customer Service (3) 0.595 0.194 0.961 
     

Loyalty (4) 0.542 0.348 0.547 0.75 
    

Self-efficacy (5) 0.527 0.190 0.626 0.53 0.79 
   

Subjective Norm (6) 0.193 0.217 0.094 0.18 0.03 0.755 
  

Trust Propensity (7) 0.388 0.252 0.478 0.43 0.30 0.417 0.793 
 

e-WOM (8) 0.279 0.243 0.310 0.28 0.33 0.370 0.196 0.78 
 
3.5 Structural Model Analysis 
In SEM, the structural model also called the inner model establishes relationships between the latent 
variables by estimating their path coefficients. Complying with the guidelines of Hair et al., (2017) 
bootstrapping method was used for examining the path coefficient significance. To measure the relational 
hypothesis, statistical significance of path coefficients was assessed with t values (should be greater than or 
equal to +/- 1.98) or p values (should be less than 0.05). The hypothesized relationship and the path 
coefficient of the structural model along with the t-statistics and the p-values are shown in Table 5 
 

Table 5: Testing for direct effects 
 

Original 
sample (O) 

Sample 
mean (M) 

Standard deviation 
(STDEV) 

T statistics 
(|O/STDEV|) P values 

Resource based capability -> 
Assortment 0.828 0.829 0.022 36.804 

0.000** 

Resource based capability -> 
Customer Service 0.9 0.9 0.012 72.968 

0.000** 

Resource based capability-> 
Loyalty 0.327 0.328 0.069 4.767 

0.000** 

Resource based capability -> 
Social Resource 0.171 0.174 0.069 2.479 0.013* 
Social Resource-> e-WOM 0.819 0.82 0.025 33.027 0.000** 

Social Resource-> Subjective 0.836 0.835 0.025 33.848 0.000** 
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Norms 

 
Social Resource -> Physical 
Resource 

0.229 0.235 0.045 5.206 0.000** 

Physical Resource -> Loyalty 0.389 0.391 0.069 5.653 0.000** 
Social Resource-> Loyalty 0.008 0.007 0.05 0.165 0.869NS 

  **p<0.01, significant, *p<0.05, Significant, NS- Not significant 
 

Table 6: Testing for Indirect effects 

  
Original 
sample (O) 

Sample 
mean (M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P 
value
s 

Resource based capability -> Social 
Resource-> Loyalty 0.001 0.001 0.009 0.151 

0.88
0NS 

Resource based -> Social Resource-> 
Physical Resource-> Loyalty 0.015 0.016 0.008 1.901 

0.05
7* 

**p<0.01, significant, *p<0.05, Significant, NS- Not significant 
 
Mediation Analysis 
The mediation analysis was done using the bootstrapping method wherein the mediation effect is analyzed in 
two steps. In the first step the direct effects without mediation are assessed and in the second step the 
mediation effects through the indirect bootstrapping results are computed (Hadi et al., 2016). Accordingly, 
from the bootstrapping results shown in Table 5 & Table 6 it can be deciphered that serial mediator social 
resource does influence physical resource between exogenous variable RBC and dependent variable loyalty (T 
value = 1.901 and P = 0.057 significant at 10% confidence level) while social resource fails to show any 
mediation effect between firm resource-based capability and loyalty as both p-value and t-value exceeds the 
threshold requirements. Further, the results of variance accounted for (VAF) (indirect mediation effect 
divided by total mediation effect) was calculated which shows there is no mediation effect of social resource 
on customer loyalty and only partial mediation (33%) effect is exercised between firm’s RBC and customer 
physical resource.  
 

Figure 2. Model showing path coefficients. Source: Authors 

 
R Squared 
R squared determines the explanatory power of independent variable on the dependent variable. From 
Table7, it becomes clear that construct resource-based capability has very low explanatory power for 
customer social resource.  Loyalty, the outcome variable in the study has an explanatory power to the extent 
of 41% meaning that the variables physical resource and resource-based capability put together were able to 
explain loyalty to an extent of 41%. R squared value of exogenous loyalty makes it evident that online grocery 
buyers’ store loyalty is influenced by other factors that are not within the scope of this study.  
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Table 7:  R squared 
  R-squared R-square adjusted 
Loyalty 0.418 0.412 
Physical Resource 0.431 0.428 
Social Resource 0.029 0.026 

 
Table 8: f2 – Effect size 

  Physical Resource Resource Based Capability Social Resource 
Assortment  2.178  
Customer Service  4.257  
Social Resource  0.029  
E-WOM   2.039 

Loyalty 0.149 0.11 0 
Physical Resource   0.629 
Subjective Norm   2.323 

 
In a structural model analysis, one variable can be affected or influenced by many other variables. Removing 
one of the exogenous variables may have an effect on the endogenous variable or outcome variable. The f2 (F 
Squared) value determines the change in R squared value if one exogenous variable is removed from the 
model. Hence, the F Squared value provides the effect size according to rule given by Cohen (1988). If value 
of the F Squared is greater than or equal to 0.02, then the effect size is small, if it is greater than or equal to 
0.15, then it is medium, and if it is greater than equal to 0.35, then it is large (Henseler, 2017). From Table 8 
we can understand that the effect size is maximum for the construct customer service followed by subjective 
norm and electronic word of mouth or E-WOM. 
 

4. Results & Discussions 
 
The study results show that customer operant resource is an integral aspect of dyadic firm-customer value co-
creation. This is a reinforcement of service dominant logic FP 6 (Foundational Premise 6) “The customer is 
always a co-creator of value” (Vargo & Lusch, 2008 p.7). The empirical study using reflective-reflective higher 
order component model, has explored and statistically validated potential manifestations of customer 
operant social resource. This marks a positive contribution to co-creation literature that examines possible 
antecedents and consequences of co-creation and resource integration. The bootstrapping results suggest that 
an online grocery store’s marketing resource-based capability has a significant relationship with customer 
social resource (H2 supported). Individual’s social resource do not show any direct effect on customer loyalty 
(H4 rejected) but mediates the relationship between firm resource capability and customer physical resource 
(H5 supported). This can be justified from the fact that the empirical cross-sectional study was conducted on 
experienced online grocery shoppers instead of first-time online buyers as regular and repeat buyers 
prioritise shopping experience over the opinion of significant others and e-WOM. Customer physical resource 
manifested through cognitive absorption, self-efficacy, trust propensity exercises a positive influence on 
customer store loyalty (H6 & H7 supported) The discussion on the positive mediation effect of customer 
physical resource between resource-based capability and customer store loyalty and the validation of latent 
physical resource predictor variables has been demonstrated in previous research (Purkayastha & Majumdar, 
2024).  
 
5. Theoretical Implications 
The study empirically demonstrates the crucial role of customer operant resource and the importance of 
firm’s marketing resource-based capability in affecting customer resource integration. This study is a 
reaffirmation of service dominant logic that customer and firm resource integration is instrumental for 
dyadic value co-creation (Vargo & Lusch 2008). The study provides an exposition to the inter-relatedness 
between customers’ operant resources at an individual level which is a novel contribution to co-creation 
literature. Previous studies have identified and tested factors like self-efficacy, expertise and bridging social 
capital as the antecedents of value co-creation (Alves et al., 2016). The present study has examined new 
dimensions of customer operant resources which were hitherto unexplored in co-creation context. The study 
demonstrates subjective norm and electronic word-of-mouth (e-WOM) as the dimensions of customer social 
resource. Further the study indicates that firm’s resource capability facilitates value co-creation and 
stimulates resource contribution by customers. The study suggests the positive effect of firm reputational 
marketing resource-based capability on value co-creation through resource integration leading to customer 
loyalty.  
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6. Managerial Implications 
Considering the weightiness of operant social resource on customer physical resource for value co-creation 
purpose, online marketers and practitioners should be proactive in soliciting customer feedback and reviews.  
Online sellers can provide customer interaction platforms similar to chat rooms in their apps and webstores 
that allow customers to raise questions, clear doubts that may be either related or non-related to purchase 
issues on a real time basis. The online stores should encourage customers to voice concerns (if any) in an 
appropriate manner while ensuring that timely customer service and service recovery mechanism is promptly 
available. Also, firms should invest on social media research apart from marketing intelligence through 
techniques like customer and partner surveys to keep a tab on customer sentiments. Besides leveraging from 
the paid influencer marketing strategies, managers should also identify and reward the patrons and brand 
advocates who spread positive word of mouth both within and outside their immediate social circle.  
 

7.  Limitations & Future Research 
 
The study is restricted to online grocery buying situations and therefore may not be an apt representation for 
non-utilitarian and high-involvement goods or service purchase scenarios. The cross-sectional study 
considered only two dimensions each for social resource and e-grocers marketing resource capability. This 
may be a potential limitation of the study as addition of more lower order latent variables can help to enhance 
the explanatory power of the conceptual model. Moreover, the sample for the study constituted solely of 
educated urbanites. As online grocery has penetrated even to the smaller cities and towns in India, future 
studies can be planned on a bigger scale with a more representative sample and with a wider research scope 
including omnichannel retailers of grocery as well as other industries. 
 

Conclusion 
 
Research investigations in the area of customer resources are markedly scarce. The empirical study using the 
online grocery settings is an endeavor to address this customer resources gap. The study findings endorse and 
extend the service dominant logic axiom that customer is an active contributor in value co-creation. The 
research initiative elucidates the dimensions of customer resource and highlights the intra customer operant 
resource integration which are novel contributions to value co-creation and resource literature. The study 
reiterates service dominant premise of dyadic customer-firm resource integration and indicates newer 
research opportunities for future researchers. 
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ANNEXURE 
 

Measurement Item details 
Construct Item Statement Item Code 
Assortment 
 
 

The package sizes available in the online grocery has lot of variety to choose from 
 
The store provides lot of variety in quality ranges to choose from 
 
The store provides lot of variety in brands to choose from 
 
The store provides excellent assortment of products to choose from 
 
Customers get appropriate personalised services in the online grocery store 
 

Assort1 
 
 
Assort3 
 
Assort4 
 
Assort5 
 
Assort6 

Customer Service 
 

It is convenient to do shopping in the online grocery store 
 
I can save time when I shop in the online store 
 
I find it easier to complete my transaction in the online store 
 
The customer support treats with sympathy and reassuringly whenever there is 
any issue 
 
Return and refund policy in the store is fair and reasonable 
 
My return or refund experience in the store has always been pleasant 

CS2 
CS3 
 
CS4 
CS7 
 
CS8 
 
CS9 
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Subjective Norm 
 

I often identify with people by buying from the same store that they purchase 
from 
 
I buy from this online store as people who are important to me think that I 
should buy from this store 
 
I rarely purchase grocery from an online store unless I am sure my family and 
friends approve of it 
 
I frequently take information from friends and family before I buy from any 
online store 
 

SN1 
 
SN2 
 
SN3 
 
SN4 
 

e-WOM I read consumer reviews/comments before making purchase decision 
 
Online reviews are important for me 
 
Consumer reviews and comments are always helpful 
 
Reviews and comments influence my purchase decision 
 

E-WOM 1 
 
E-WOM 2 
E-WOM 3 
E-WOM 4 
 

Loyalty 
 

I consider this site/app to be the best for online grocery buying 
 
I always ensure that I buy from this website/app whenever I do any grocery 
related shopping 
 
If the current service performance level remains unchanged, I will never switch to 
any other online grocery store 
 
This website is my first choice for any grocery related purchase 

Loyalty1 
 
Loyalty2 
 
Loyalty4 
Loyalty5 
 

 
 


