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Abstract 
This study investigates how passengers' micro brand-related activities (MBA) affect their co-creation ex-
periences with the mobile ride-hailing service provider. It then examines whether co-creation mediates 
between these activities and key engagement behaviors. The moderating roles of perceived platform 
usefulness and brand trust are also explored. The survey results indicate that each dimension of passen-
gers' MBA significantly enhances their co-creation experiences which in turn facilitate the transformation 
of these activities into effective engagement behaviors. Customers who perceive the mobile-hailing plat-
form as more useful are more inclined to participate in co-creation, while brand trust does not moderate 
the co-creation–engagement relationship. 
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1. Introduction 
Ride-hailing services provide transportation 

through a single web platform or smartphone app 
(Aarhaug & Olsen, 2018), enabling a more seam-
less matching of supply and demand with im-
proved efficiency and convenience (Nguyen-
Phuoc et al., 2020). Ride-hailing services function 
as two-way markets, allowing owners of private 
vehicles to register as drivers (Bimpikis et al., 
2019), which forms a sharing economy that con-
sists of community-driven activities involving the 
peer-to-peer exchange, provision, or collaborative 
use of goods and services (Hamari et al., 2015). 

In recent years, the sharing economy has ex-
panded rapidly in Vietnam, partly due to the emer-
gence of sharing platforms and services. Vietnam's 
expanding urban population and rising disposable 
incomes have created a greater need for accessible 
transportation choices, particularly among urban 
commuters and young professionals. These charac-
teristics, along with high smartphone penetration, 
internet access, and a young population, have 
boosted the entire ride-hailing business in Vietnam 
(Nhat, 2024). Having a revenue of approximately 
$2.4 billion USD in 2021 and expecting annual 
US$4 billion in 2025, the ride-hailing industry in 
Vietnam has great potential to attract domestic and 
foreign investors with a 16% compound annual 
growth rate (CAGR) from 2020 to 2025 (Vy, 2023). 
According to the Decision Lab report, in the last 
quarter of 2023, Grab was the most popular ride-
hailing app among Vietnamese respondents, with 
68 percent using it (Statista, 2024). According to a 

2021 research report by the Vietnam Briefing, Vi-
etnamese ride-hailing users are price sensitive and 
will switch between platforms to find the best bar-
gain (Vietnam Briefing, 2021). Such mindset 
among Vietnamese consumers has created a unique 
challenge to all businesses as they attempt to dif-
ferentiate themselves. Considering brand’s long-
term sustainable competitiveness, ride-hailing 
companies that engage in driver training, in-app 
features, user co-creation and customer service 
need to seek better positioning to maintain and re-
cruit loyal customers in the long run (Vietnam 
Briefing, 2021).  

To maintain a competitive edge, consumer 
trust toward ride-hailing platforms is the basis of 
any successful customer–provider relationship, 
which depends on whether the platforms can con-
stantly offer reliable and high-quality services, 
communicate transparently and honestly, and pro-
tect consumer data and privacy (Mittendorf, 2017). 
Perceived usefulness is also key to the ride-hailing 
service image, which refers to customers' subjec-
tive assessment of whether a product or service is 
valuable to their lives, jobs, or studies after use (Li 
& Liu, 2014). When customers believe a ride-hail-
ing service platform benefits their usage, they are 
more inclined to interact and stay loyal to it. Such 
usefulness may be accomplished by constantly re-
fining the user experience, providing personalized 
recommendations and promotions, and exploiting 
consumer data to deliver bespoke solutions. Fur-
thermore, actively engaging clients in co-creating 
their experience with the service provider is crucial. 
Co-creation is when a customer works with an 
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organization to create value (Prebensen et al., 
2013). By including consumers in the service de-
sign and delivery process, the ride-hailing compa-
nies may benefit from the customers’ thoughts, 
preferences, and demands, resulting in a more cus-
tomized and delightful experience. 

Social innovations enable sharing business 
models to achieve sustainability by facilitating 
value co-creation between enterprises and consum-
ers (Lan et al., 2017). However, the existing litera-
ture has examined factors influencing customer 
continuance intention toward mobile ride-hailing 
apps (Weng et al., 2017) and loyalty (Nguyen-
Phuoc et al., 2020). A critical gap remains in un-
derstanding the impact of the co-creation of expe-
rience on customer engagement behaviors within 
the ride-hailing industry. To fill this void, this study 
examines the impacts of consumers’ micro brand-
related activities (MBA) (Keller et al., 2013) on the 
ways through which customers engage with a 
brand, taking into consideration the mediating role 
of the co-creation of experience. Customer trust 
and perceived usefulness are also investigated if 
they moderate the relationship between customers' 
MBA participation and their sustained involve-
ment in co-creating experiences. 

2. Theoretical Background and Hypothe-
ses 

2.1 Co-Creation of Experience 
Prahalad and Ramaswamy (2004) empha-

sized the significance of co-creating experiences as 
a crucial factor in establishing value and driving 
innovation in the future. Co-creation refers to how 
value is co-produced through the collaborative ef-
forts of the company and the customer, rather than 
being solely determined by the company. It enables 
the consumer to engage actively in co-creating the 
service experience to fit their specific needs. This 
involves collaborative problem identification and 
resolution, as well as establishing an atmosphere in 
which customers can engage in active discussion 
and co-create personalized experiences. 

Closely aligned with this perspective, the ser-
vice-dominant logic (SDL), as proposed by Vargo 
and Lusch (2007), places customer co-creation at 
the heart of business operations. This influential 
theory asserts that services are the fundamental ba-
sis of exchange, and value is jointly created by ser-
vice providers and customers (Williams & Aitken, 
2011). The SDL highlights that for effective ser-
vice delivery and personalized experiences, cus-
tomers need to develop the skills to use, maintain, 
repair, and customize the provided solutions to 
align with their unique demands and usage con-
texts.  

Co-creation of experience is a complex con-
cept recognized as both a theoretical idea and a fact 
influenced by various individual factors (Jaakkola 
& Alexander, 2014). Verleye (2015) broke down 

the co-creation of experience into four key parts—
hedonic, cognitive, social, and economic—and 
also looked at an overall measure of the co-creation 
of experience. For instance, passengers may exer-
cise their active co-creation role by requesting 
drivers to adjust parameters, such as driving speed 
or temperature settings, to match their preferences. 
This could involve discussing daily problems or 
sharing personal interests. Such open dialogue 
helps the passenger feel heard and understood as 
an individual, rather than as just another customer. 

The DART framework (Prahalad & 
Ramaswamy, 2004) further explains crucial as-
pects of the co-creation experience in ride-hailing, 
including dialogue (communication and sharing of 
information between the driver and passenger), ac-
cess (passenger's access to the driver's resources 
[e.g., vehicle, navigation, local knowledge]), risk 
assessment (consideration of potential risks and 
uncertainties [e.g., traffic, safety] during the ride), 
and transparency (open sharing of information 
(e.g., driver ratings, estimated arrival time]). For 
example, if the driver has well prepared his vehicle 
(it is clean and offers extra services, such as good 
music, tissues, water, etc.), follows the traffic reg-
ulations, and has a polite demeanor during conver-
sations, it creates a sense of trust and comfort for 
the customer. This will make the customer feel 
more confident in engaging with the driver. Pas-
sengers can also engage in collaborative problem-
solving with drivers when unexpected contingen-
cies arise, such as coordinating wait times during 
refueling stops or negotiating mutually agreeable 
pick-up and arrival times. 

When customers actively participate in co-
creation activities, it drives them to engage in pro-
active interactions and establish emotional connec-
tions with service employees during service en-
counters. This increased level of engagement and 
connection ultimately enhances customers' percep-
tion of service quality (Zhao et al., 2018). 

2.2 Micro Brand-Related Activities (MBA) 
According to Keller et al. (2013), brand en-

gagement involves both behavioral and psycholog-
ical aspects. To measure engagement effectively, 
the authors proposed a framework that focuses on 
three key MBA: collect brand information, partic-
ipate in brand marketing activities, and interact 
with other customers. When consumers seek infor-
mation about a brand, they actively engage in var-
ious activities, such as exploring new products or 
services, visiting the brand's website, and obtaining 
brand-related knowledge from sources like news 
articles, television programs, and newspapers 
(Keller et al., 2013). Furthermore, consumers 
demonstrate their involvement in a brand's market-
ing efforts by paying attention to activities, such as 
sponsorships, advertisements, promotions, bill-
boards, and in-store displays, as well as by sam-
pling products (Keller et al., 2013). Subsequently, 
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consumers engage in multiple ways when interact-
ing with others, such as having conversations with 
friends, family, and colleagues about a brand; par-
ticipating in loyalty programs; and joining online 
communities that share a liking towards the brand. 
(Keller et al., 2013). 

2.3 Customer Engagement (CE) Behaviors 
Extensive research has highlighted that en-

gaged customers contribute to a brand's success by 
influencing others through positive word of mouth 
and referrals (Fernandes & Moreira, 2019). En-
gaged consumers are also more likely to remain 
loyal to a brand despite competitive activities and 
price variations, which results in sales growth, 
profitability, and a strong competitive advantage 
(Hollebeek et al., 2019). The marketing literature 
has deeply explored CE and its impacts on business 
success (Gligor & Bozkurt, 2020). 

CE is a complex concept that revolves around 
customer behavior and has been highlighted by 
various studies. It includes a customer's brand-re-
lated, context-dependent, and motivating mental 
states, which are defined by their cognitive, emo-
tional, and behavioral activities during brand en-
counters (Hollebeek, 2011). While prior studies 
have mostly looked into the cognitive and affective 
aspects of CE, the behavioral aspect is equally im-
portant. This is because CE's behavioral aspect is 
emphasized both theoretically (Gligor & Bozkurt, 
2020) and practically. For marketing campaigns to 
impact a company's success positively, they must 
engage consumers and push them to take action. 
Therefore, this study uses the theoretical frame-
work given by Pansari and Kumar (2016) to ex-
pand the management implications. This allows 
managers to apply more practical marketing tech-
niques. Pansari and Kumar's (2016) definition of 
CE covers a wide range of customer behaviors, in-
cluding purchases, referrals, influence, and 
knowledge, highlighting its function as a mecha-
nism by which customers generate value for busi-
nesses directly and indirectly. This comprehensive 
definition emphasizes the behavioral aspect of CE, 
which is critical in driving customer actions that 
align with the brand, ultimately leading to better 
firm performance (Gligor & Bozkurt, 2020). 

2.4 Hypotheses 

2.4.1 Micro Brand-Related Activities and Co-
creation of Ride-hailing Experience 

Nambisan (2002) emphasized the importance 
of consumers’ product/technology knowledge for 
participating in co-creation activities, stating that 
consumers may need to possess higher levels of 
knowledge to play the role of co-creator effectively. 
To collect brand information, individuals must un-
derstand how they receive and understand brand-
related data, as highlighted by Masłowska et al. 
(2016). This includes activities, such as learning 

about the brand, reading relevant materials, and 
staying updated on new products or services. Al-
thuizen et al. (2016) suggested that the process of 
gathering brand knowledge can enhance recall and 
familiarity with specific brands. For instance, Auh 
et al. (2007) conducted a study in the financial ser-
vices industry and highlighted that when customers 
engage in quality conversations with their financial 
advisors—discussing brand-associated service de-
tails like strategies for investing, performance of 
portfolios, and monetary concepts, customers are 
empowered to engage actively as "prosumers,” 
participating in the value co-creation process for 
their financial solutions. For that reason, the fol-
lowing hypothesis is suggested: 
H1a. Collecting brand information is positively re-

lated to the co-creation of ride-hailing expe-
riences. 
Leckie et al. (2017) proposed that customers 

invest their monetary, cognitive, and physical as-
sets in a range of brand marketing efforts, like con-
tests, sales promotions, digital billboards, and ad-
vertisements. Masłowska et al. (2016) further sup-
ported this notion by mentioning that the extent of 
customer participation in brand-related social me-
dia contests is influenced by the alignment of brand 
incentives with their aspirations. Building on his 
research, this study focuses on customer participa-
tion in Grab marketing activities. It is proposed that 
customers evaluate their brand experiences based 
on whether the experiences align with their expec-
tations (Brakus et al., 2009). As a result, customers 
have a deeper awareness of the brand and its ser-
vice process, allowing them to play a more active 
part in co-creating the service experience.  
H1b. Participating in brand marketing activities is 

positively related to the co-creation of ride-
hailing experiences. 
The widespread use of technology and social 

media has significantly increased the importance 
of customer-to-customer interactions, allowing 
customers to communicate and influence each 
other regardless of geographical boundaries (Libai 
et al., 2010). Within the framework of SDL, cus-
tomer learning is viewed as a social process, where 
individuals rely on peer groups and community 
members to exchange experiences and knowledge 
(Hibbert et al., 2012). When individuals are seek-
ing information, they highly value and perceive the 
advice of experienced peers as an objective and re-
liable source of information (Zaglia, 2013). In the 
digital context, as Eger and Mičík (2017) high-
lighted, customer-initiated communication, such as 
writing online reviews, making recommendations, 
and responding to feedback, plays a crucial role. 
These efforts potentially influence and mobilize 
other customers, thereby impacting value creation 
beyond the traditional firm–customer relationship 
(Jaakkola and Alexander, 2014). Thus, the follow-
ing is hypothesized: 
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H1c. Interacting with other customers is positively 
related to the co-creation of ride-hailing ex-
periences. 

2.4.2 Co-creation of Experience as a Mediator 
Studies have indicated that co-creation di-

rectly impacts customer satisfaction in various sce-
narios. For instance, Kumar et al. (2022) found that 
consumer participation in the design process posi-
tively affected e-grocery satisfaction. Palumbo 
(2016) found that patient involvement increased 
healthcare happiness. Jiang et al. (2019) found that 
user interaction on Airbnb positively affected web-
site satisfaction. These findings are significant be-
cause satisfied customers engage more with the 
brand, exhibiting behaviors like repeat purchases, 
feedback, and positive word-of-mouth (Fan et al., 
2022; Marino & Lo Presti, 2018). 

Furthermore, research has shown that co-cre-
ation experiences positively impact CE behaviors. 
In the hospitality industry, the co-creation of expe-
riences can have a deeper impact on individuals 
than the product/service, resulting in higher con-
sumer engagement behaviors (Chathoth et al., 
2016). A study by Prahalad and Ramaswamy (2004) 
highlighted how co-creation experiences drive 
value creation and innovation. By analyzing cus-
tomer preferences and behavior, Grab can gain in-
sights to optimize its offerings. For example, they 
can allocate more drivers to high-demand areas or 
introduce new features like child-safety seats (Kus-
wanto et al., 2019). This interactive process allows 
customers to feel a sense of personalization and 
control over their ride experience, leading to a 
higher level of engagement, such as repeat book-
ings and positive word-of-mouth referrals.  

Another theory of consumer engagement, 
given by Brodie et al. (2013), highlights the role of 
customer behaviors and interactions in developing 
engagement. Customers who actively collect brand 
information and participate in co-creation experi-
ences demonstrate cognitive, emotional, and be-
havioral actions that contribute to good engage-
ment outcomes like loyalty and advocacy. For ex-
ample, after reading about Grab's regulations, news, 
and customer support services, customers will 
have a cognitive knowledge of the brand's dedica-
tion to offering a safe and reliable ride-hailing ex-
perience. As a result, loyalty grows and people are 
more likely to become brand advocates, sharing 
their great experiences with others.  

Some companies have suggested using organ-
izational operant (human, knowledge) and operand 
(materials) resources to integrate resources effec-
tively. This approach allows customers to partici-
pate in self-directed and regulated learning, which 
can result in a higher level of engagement (Huotari 
& Hamari, 2017; Mostafa, 2021). Consequently, it 
is expected that when customers acquire brand-re-
lated knowledge, they become motivated to share 
their expertise with the brand, leading to product 

modifications (Blažević & Lievens, 2008; Ya et al., 
2022). Thus, we proposed that, 
H2. Co-creation of experience mediates the impact 

of collecting brand information on CE behav-
iors. 
Following Hibbert et al. (2012), customers 

who engage extensively in brand-related activities 
have greater control over their resources and learn-
ing, resulting in better outcomes. According to the 
theory of planned behavior, CE behaviors are in-
fluenced by individuals' attitudes, subjective norms, 
and perceived behavioral control (Ajzen, 1991). 
Customers who participate in sales promotions and 
trials of particular brands learn about them via ex-
perience (Fernandes & Remelhe, 2016). This expe-
rience enhances their attitudes toward the brand, 
strengthens their subjective norms by stimulating a 
sense of community and social influence, and in-
creases their perceived control over their engage-
ment behaviors. Consequently, customers might 
engage in positive CE behaviors, such as making 
purchases, referring the brand to others, and influ-
encing through word-of-mouth or social media 
(Brodie et al., 2011; Hollebeek & Chen, 2014). 
Therefore, it’s postulated that, 
H3. Co-creation of experience mediates the effects 

of participating in brand marketing activities 
on CE behaviors. 
Building on regulatory engagement and self-

determination concepts, the rationale for customers 
joining brand communities is to acquire both func-
tional and pleasurable benefits (Niedermeier et al., 
2019). This means that when individuals share use-
ful knowledge and brand advice with other mem-
bers, they feel more satisfied (Niedermeier et al., 
2019). In line with social identity theory, people 
gain a sense of self and belonging from their social 
groupings (Tajfel & Turner, 2004). By co-creating 
their brand experience, customers impact their en-
gagement behaviors. Through interactions with 
other customers, they receive social validation and 
influence, resulting in increased purchases, refer-
rals, word-of-mouth, social media influence, and 
feedback for product improvements. These con-
nections can improve satisfaction with a service 
platform by clarifying expectations and reducing 
role ambiguity (Tai et al., 2021). The co-creation 
of experience serves as a mediating mechanism, as 
it enhances customers' sense of connection, loyalty, 
and trust in the brand, ultimately driving their en-
gagement behaviors (Brodie et al., 2013; Hol-
lebeek & Chen, 2014). Thus, we hypothesized that,  
H4: Co-creation of experience mediates the influ-

ence of interacting with other customers on 
CE behaviors. 

2.4.3 Trust and Perceived Usefulness as Modera-
tors 

In social exchange theory, trust is essential in 
building and maintaining interactions between in-
dividuals and organizations (Morgan & Hunt, 
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1994). When individuals trust a brand, they are 
more inclined to engage actively in brand-related 
activities, resulting in a more meaningful co-crea-
tion experience (Brodie et al., 2013). Previous 
studies in the social commerce field have con-
firmed a positive correlation between relationship 
quality (including trust, satisfaction, and commit-
ment) and value co-creation intentions (Hajli et al., 
2017; Jain et al., 2018). Guenzi and Pelloni (2004) 
argued that trust is a crucial factor in online con-
texts, as it is essential for both economic and inter-
personal connections. 

Consequently, trust positively moderates the 
effects of interacting with other customers. When 
individuals trust both the brand and fellow custom-
ers, they feel more comfortable sharing ideas, opin-
ions, and experiences with others. This mutual trust 
creates a supportive environment for co-creation, 
in which individuals feel valued and respected, re-
sulting in inventive and rewarding experiences 
(Vargo & Lusch, 2007). Sirdeshmukh et al. (2002) 
argued that trust creates value through offering re-
lational benefits from interactions with service pro-
viders who demonstrate competence and benevo-
lence towards the consumer. This means that when 
consumers perceive service providers as skilled, 
caring, and dedicated to resolving problems, it en-
hances the value of the communication. Second, 
trust helps to reduce uncertainty by making cus-
tomers feel more confident and safer in their deal-
ings with service providers, lowering the uncer-
tainty of the exchange process. In the ride-hailing 
context, co-creation of experience encourages con-
sumers to communicate actively with drivers to ex-
press their expectations and preferences for the ser-
vice. Customers who are comfortable interacting 
with others, including strangers, tend to engage in 
extensive conversations with drivers (Amirkiaee & 
Evangelopoulos, 2018). Hence, we predicted that, 
H5. Trust positively moderates the effects of (a) 

collecting brand information, (b) participat-
ing in brand marketing activities, and (c) in-
teracting with other customers on the co-cre-
ation of experience. 
Perceived usefulness in the context of ride-

hailing, as described by Park et al. (2014), refers to 
consumers' belief in the benefits and advantages 
associated with using a ride-sharing service. These 
benefits include achieving various goals, such as 
reducing costs in commuting, enhancing the ride 
experience and convenience, expanding travel op-
tions, reducing environmental impact in terms of 

greenhouse gas emissions and energy consumption, 
and addressing traffic congestion (Wang et al., 
2020). According to the authors, consumers are 
more likely to adopt and embrace new technologies 
if they perceive them as user-friendly and aligned 
with their goals. The popularity and preference for 
ride-sharing services have been driven by features, 
such as easy booking through mobile apps, real-
time tracking, cashless payments, and driver rat-
ings (Lee & Wong, 2021). In addition to these fea-
tures, gathering information about a brand's prod-
ucts, services, or values can contribute to a more 
meaningful and personalized experience (Al-Ku-
maim et al., 2021). When individuals perceive 
brand marketing activities as useful, they are more 
likely to engage actively in co-creation and con-
tribute to the overall experience (Alves & 
Mainardes, 2017).  

Hoyer et al. (2010) argued that consumers 
with a high interest and ability to co-create may not 
engage in such activities if the perceived benefits 
are too low or the perceived costs are too high. As 
a result, increasing perceived advantages is critical 
to encouraging CE in the co-creation process. Ad-
ditionally, consumers participating in co-creation 
activities expect to gain product/service 
knowledge through interactions with firms and 
other consumers and in online communities and of-
fline meetings (Hoyer et al., 2010). This gives co-
creators a better understanding of the service, its 
underlying technologies, and its usage, which are 
essential cognitive benefits (Nambisan & Baron, 
2009). Thus, it’s hypothesized that, 
H6. Perceived usefulness positively moderates the 

effects of (a) collecting brand information, (b) 
participating in brand marketing activities, 
and (c) interacting with other customers on 
the co-creation of experience. 

3. Methods 

3.1 Questionnaire Design 
This study includes 9 variables. The inde-

pendent variables are collecting brand information, 
participating in brand marketing activities, and in-
teracting with other customers. The mediator vari-
able is the co-creation of experience. The depend-
ent variables are consumer engagement behaviors 
(i.e., loyalty, influence, and knowledge). Table 1 
provides the operational definitions for these con-
structs.  

Table 1: Operational Definition of Variables 
Variables Definition of constructs References 

Collecting brand information How customers get and interpret brand-related information Masłowska et al. 
(2016) 

Participating in brand mar-
keting activities 

Customers notice and use personal resources to take part in 
brand marketing activities such as promotions, ads, digital 
billboards, and contests

Leckie et al. (2017)

Interacting with other How customers connect and socialize with others Keller et al. (2013)
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Variables Definition of constructs References 
customers 
Co-creation of experience Customers engage with service providers or settings to cre-

ate their own personalized experience
Mathis et al. 
(2016) 

Trust a positive emotion that boosts consumers' perceptions of se-
curity when using services and builds their confidence in 
service providers

Wirtz and Lwin 
(2009) 

Perceived Usefulness The impression of the service benefits: shortening wait 
times, enhancing travel efficiency, and expanding travel al-
ternatives 

Si et al. (2022) 

Loyalty Passengers satisfaction and continuance intention in using 
the riding service provider

Nguyen-Phuoc et 
al. (2021) 

Influence Customers use social media platforms to impact others in-
side and outside their network

Trusov et al. 
(2009) 

Knowledge Customers contribute constructive comments that help im-
prove the services.

Pansari and Kumar 
(2016) 

 
The questionnaire is divided into three main 

sections. The first section provides the survey's 
purpose, instructions on how to answer, and a filter 
question for validated respondents. The second 
section has 40 items for 10 variables that explore 
the impact of antecedents and moderators of co-
creation of experiences on CE behaviors. Demo-
graphic information is collected in the final section 
of the survey. A five-point Likert scale was em-
ployed (ranging from 1 = “strongly disagree” to 5 
= “strongly agree”). All measures were adapted 
from existing research, with slight revisions to 
meet the setting of the study. Since most survey 
participants were Vietnamese passengers, a back-
translation method was utilized. Every English 
question was translated into Vietnamese to ensure 
that responders understood it all. The questionnaire 
was independently translated from English to Vi-
etnamese and from Vietnamese to English by two 
translators, who then compared the translations to 
develop the final version and ensure translation va-
lidity. 

3.2 Data Collection 
An online survey was conducted to reach con-

sumers in Vietnam. The survey was created using 
a Google form and the link to it was shared on var-
ious social media platforms, such as Facebook, In-
stagram, Zalo, and TikTok. For the Vietnamese 
market, Grab is one of the most popular and signif-
icant digital platforms in the ride-hailing industry, 
which is why it was chosen. To ensure the 

respondents' eligibility, a filter question was in-
cluded asking if they had ever used Grab services 
in Vietnam. Only those who clicked "Yes" could 
continue with the survey. The questionnaire distri-
bution period ran from January to April 2024. The 
final dataset had 298 (90.3%) valid respondents in 
total.  

4. Results 
The study used a two-step analytic technique 

suggested by Zhang et al. (2014) to examine the 
data. First, the measure's reliability and validity 
were assessed using descriptive statistics and ex-
ploratory factor analysis (EFA) in IBM SPSS ver-
sion 24. The research model was then examined us-
ing partial least squares structural equation model-
ing (PLS-SEM). Given the sample size of less than 
300 samples, PLS-SEM was chosen because it has 
higher statistical power for smaller samples (Hair 
et al., 2013). The analysis was carried out using 
SmartPLS version 4.0. 

4.1 Respondents’ Profiles and CFA Results 
The valid respondents comprised of 108 

males (36.2%) and 190 females (63.8%), mainly 
aged from 25 to 34 (37.2%) and 18 to 24 years old 
(28.9%). Most participants (54.4%) have or will 
have an undergraduate degree. Exploratory Factor 
Analysis (EFA) was first used to determine item 
factor loading and construct adequacy. The de-
scriptive statistics for the variables are shown in 
Table 2.  

Table 2: Descriptive Statistics for Overall Variables  
Item Scale Mean Std. Deviation

Collecting brand information 1 Collecting brand in-
formation (CBI) 

3.95 0.987 
Collecting brand information 2 3.95 0.942 
Collecting brand information 3 4.01 0.955 
Collecting brand information 4 4.02 0.876 
Collecting brand information 5 3.97 0.957 
Participating in brand marketing activities 1 Participating in brand 

marketing activities 
(PIB) 

3.82 1.140 
Participating in brand marketing activities 2 3.84 1.128 
Participating in brand marketing activities 3 3.91 1.136 
Participating in brand marketing activities 4 3.90 1.107 
Interacting with other customers 1 Interacting with other 

customers (IWC) 
3.95 1.091 

Interacting with other customers 2 3.88 1.125 
Interacting with other customers 3 3.91 1.074 
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Item Scale Mean Std. Deviation
Co-creation of experience 1 Co-creation of experi-

ence (CC) 
3.43 1.362 

Co-creation of experience 2 3.39 1.436 
Co-creation of experience 3 3.40 1.392 
Co-creation of experience 4 3.38 1.400 
Co-creation of experience 5 3.38 1.390 
Perceived Usefulness 1 Perceived Usefulness 

(PU) 
3.82 1.105 

Perceived Usefulness 2 3.90 1.156 
Perceived Usefulness 3 3.88 1.114 
Perceived Usefulness 4 3.87 1.101 
Trust 1 Trust (TRU) 4.05 0.932 
Trust 2 4.05 0.930 
Trust 3 3.95 0.938 
Loyalty 1 Loyalty (LOY) 3.90 1.127 
Loyalty 2 3.91 1.106 
Loyalty 3 3.80 1.089 
Loyalty 4 3.77 1.124 
Loyalty 5 3.66 1.237 
Loyalty 6 3.62 1.203 
Loyalty 7 3.59 1.203 
Influence 1 Influence (INF) 3.69 1.236 
Influence 2 3.52 1.240 
Influence 3 3.56 1.330 
Influence 4 3.49 1.293 
Knowledge 1 Knowledge (KNO) 3.11 1.311 
Knowledge 2 3.06 1.217 
Knowledge 3 3.05 1.184 
Knowledge 4 3.04 1.288 

 
SmartPLS 4 was utilized to validate the meas-

urement and structural models. The CFA results 
showed that all reliability tests for each construct 
were satisfactory (Cronbach's alpha and CR values 
all exceeding .7). The convergent validity test re-
sults also demonstrated sufficient explanatory 
power of each construct (AVE values .615~.808).  

To assess discriminant validity, the Fornell-
Larcker criterion (Bagozzi and Yi, 1988) was ap-
plied. The Fornell-Larcker criterion involved com-
paring the square root of the Average Variance Ex-
tracted (AVE) for each construct with the cross-
loading values across different constructs. Table 3 
displays these values, revealing that the square root 
of AVE for each construct was the highest among 
the correlation values, indicating a stronger 

relationship within its construct. This confirmed 
the discriminant validity of the constructs. 

The fit indices of the structural model all sat-
isfied the suggested levels, indicating a good fit 
(SRMR=.05<.08 and NFI=.839>.8) (Henseler et 
al., 2016). The co-creation of experience and influ-
ence constructs showed substantial predictive ac-
curacy (R2=.614, R2=.53 respectively), while loy-
alty and knowledge had moderate predictive accu-
racy (R2=.479 and R2=.474 respectively) (Henseler 
et al., 2009). Also, the co-creation of experience 
construct demonstrated large predictive relevance 
(Q2=.604), while loyalty, influence, and 
knowledge had medium predictive relevance 
(Q2=.423, Q2=.458, and Q2=.474, respectively). 
These findings suggest that the model's predictions 
are appropriate.  

Table 3: Discriminant Validity (Fornell-Larcker Criterion) 
 LOY CBI CC IWC INF KNO PIB PU TRU 

LOY 0.805    
CBI 0.645 0.784    
CC 0.692 0.444 0.899   
IWC 0.144 0.214 0.561 0.88   
INF 0.619 0.345 0.727 0.473 0.874   
KNO 0.474 0.284 0.689 0.385 0.548 0.835   
PIB 0.667 0.213 0.562 0.139 0.55 0.398 0.879   
PU 0.501 0.275 0.597 0.304 0.448 0.478 0.431 0.862  
TRU 0.418 0.332 0.448 0.179 0.386 0.285 0.269 0.159 0.813

Notes: CBI= collecting brand information; PIB= participating in brand marketing activities; IWC= interacting with 
other customers; CC= co-creation of experience; LOY= loyalty; INF= influence; KNO= knowledge.  
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4.2 Results of Structural Paths and Hypotheses 
Testing 

The results demonstrates that collecting brand 
information (β=.255, p<.001), participating in 
brand marketing activities (β=.446, p<.001), and 
interacting with other customers (β= .445, p<.001) 
have a positive impact on the co-creation of expe-
riences, which in turn leads to increased customer 
engagement behavior, including loyalty (β=.692, 
p<.001), influence (β=.728, p<.001), and 
knowledge (β=.688, p<.001). Therefore, support 
was established for H1a, H1b, and H1c. Results of 
the structural paths as shown in Figure 1. 

The non-parametric resampling technique 
known as bootstrapping is selected, which does not 

require the sampling distribution to keep to the reg-
ularity assumption. For indirect effects to be con-
sidered significant, the relationship's p-value must 
be less than 0.05 at the 95% confidence interval. 
All mediating effects are supported by the findings. 
Specifically, co-creation of experience partially 
mediates the relationship between micro brand-re-
lated activities and customer engagement behav-
iors. Thus, support was found for H2a,b,c (βCBI -> 

CC -> LOY = .176, p <.001; βCBI -> CC -> INF = .185, 
p< .001; βCBI -> CC -> KNO=.175, p< .001), H3a,b,c 
(βPIB -> CC -> LOY = .309, p< .001; βPIB-> CC -> INF =.325, 
p<.001; βPIB -> CC -> KNO = .307, p< .001) and H4a,b,c 
(βIWC -> CC -> LOY = .308, p< .001; βIWC -> CC -> INF 

= .324, p< .001; βIWC -> CC -> KNO = .307, p< .001) 
respectively. 

 

 
Figure 1: Structural Model Results 

Notes: ns non-significant, *p< .1, **p< .05, ***p< .001 

Tables 4 and 5 describe the moderating effects 
results. According to the results, trust has a signif-
icant moderating influence on the relationship be-
tween interacting with other customers and co-cre-
ating an experience. The positive moderating im-
pact shows that consumers who appreciate com-
municating with other customers and trust their 
service provider are more likely to take part in the 
co-creation process. Consequently, support is not 
obtained for H5a and H5b (βTRU x CBI -> CC = -.007, p 
= .835; βTRU x PIB -> CC=.185, p = .263), and H5c is 
sustained (βTRU x IWC -> CC = .137, p = .017).  

Regarding perceived usefulness, it modifies 
the link between co-creating an experience and 
participating in brand marketing activities signifi-
cantly, while it modifies the relationship between 
co-creating experiences and interacting with other 
customers marginally. This indicates that consum-
ers will play a role in the co-creation process if they 
believe in the service provider's benefits and have 
actively engaged in brand marketing campaigns or 
connected to other customers. H6a is therefore un-
supported, but H6b and H6c are supported. 

Table 4: Results for Moderating Effect of Trust 
Path β STDEV T statistics P-values Result 

H5a: TRU x CBI -> CC -.007ns .033 .209 .835 Unsupported 
H5b: TRU x PIB -> CC .032ns .029 1.119 .263 Unsupported 
H5c: TRU x IWC -> CC .137** .058 2.387 .017 Supported 

Notes: ns non-significant, *p<.1, **p<.05, ***p<.001 

Table 5: Results for Moderating Effect of Perceived Usefulness 
Path β STDEV T statistics P-values Result 

H6a: PU x CBI -> CC .026ns .03 .852 .394 Unsupported 
H6b: PU x PIB -> CC .056** .027 2.041 .041 Supported 
H6c: PU x IWC -> CC .052* .031 1.653 .098 Supported 

Notes: ns non-significant, *p<.1, **p<.05, ***p<.001 

Collecting brand 
information 

Participating in 
brand marketing 

activities 

Interacting with 
other customers 

Trust 

Perceived useful-
ness 

Co-creation of ex-
perience 

Customer engagement 
behaviors 

Loyalty 

Influence 

Knowledge 

0.255*** 

-0.007ns

-0.032ns 

0.137**

0.446*** 

0.445*** 

0.026ns 

0.056** 

0.052*

R2=0.614

0.692***

0.728***

0.688***

R2=0.479

R2=0.53

R2=0.474
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5. Conclusions and Discussion 

5.1 Conclusions 
This research mainly was to answer two re-

search questions: first, to establish a theoretical 
framework that elucidates how MBA can trans-
form into active and engaging consumer behaviors 
via co-creation experiences; and second, to exam-
ine the moderating roles of consumer trust and per-
ceived usefulness in enhancing co-creation experi-
ences. 

The study's results supported Hypotheses 1a, 
1b, and 1c, indicating that each dimension of MBA 
significantly influences customers' co-creation ex-
periences. This implies that customers who join all 
aspects of brand-related activities are more likely 
to engage in the co-creation process. In addition, 
the findings showed that the connection between 
co-created value and customer participation is sig-
nificant and positive, as mentioned by Jaakkola 
and Alexander (2014). Moreover, the findings con-
firmed Hypotheses 2, 3, and 4, providing evidence 
that passengers who engage in MBA through co-
creating experiences with service providers are 
more likely to exhibit effective engagement behav-
iors, such as increased loyalty and post-purchasing 
actions. These results further supported the theo-
retical relationships posited by Kumar et al. (2022) 
and Pansari and Kumar (2016), suggesting that co-
creation can have a significant impact on CE. 

It is noteworthy that Hypotheses 5a, 5b, and 
6a were invalidated. This implies that consumers 
who have acquired sufficient knowledge about a 
brand are inclined to participate in co-creation pro-
cesses, exhibit engaging behaviors, and conduct 
post-purchase activities, regardless of their level of 
trust in the brand or their perception of its useful-
ness. This phenomenon is evident in Grab, the 
most widely used ride-hailing service in Vietnam 
(Statista, 2024), which has effectively established 
brand awareness. Consequently, even occasional 
users are likely to consider Grab as their first 
choice when they require such a service and en-
gage in co-creation to enhance their personal expe-
riences. As Bearden and Etzel (1982) discovered, 
the behavior and perceptions of others may influ-
ence people's behaviors and decisions. Customers 
may feel compelled to choose a brand that is 
widely utilized or has a strong social reputation, 
even if their own opinion is less positive. Further-
more, Hogarth and Kunreuther (1992) observed 
that people are more influenced by the desire to 
prevent losses than to make gains. As a result, they 
may be ready to accept a less-than-ideal brand if it 
represents a recognized risk, rather than risking an 
unknown alternative. While Hypotheses 5a, 5b, 
and 6a were rejected, Hypothesis 5c was accepted. 
This suggests that customers who place their trust 
in a ride-hailing platform and value social 

interaction are more inclined to take part in co-cre-
ation experiences. Engaging in conversations with 
fellow passengers and learning about their positive 
experiences makes consumers more likely to view 
the service as dependable. Researchers have 
demonstrated that when a platform has garnered fa-
vorable word-of-mouth from prior transactions, 
customers are more inclined to perceive the plat-
form as honest, attentive to their needs, and capa-
ble of providing quality service (Zhao et al., 2018). 

Finally, Hypotheses 6b and 6c were sustained, 
indicating that customers who perceive the plat-
form as useful during brand marketing activities or 
interactions with other customers are more inclined 
to participate in co-creation experiences. The un-
derlying rationale is supported by social exchange 
theory, which suggests that customers are willing 
to provide input and effort in exchange for en-
hanced experiences or a sense of influence (Chen 
et al., 2018). Moreover, the research by Sweeney 
and Soutar (2001) revealed that when customers 
perceive a brand as useful and valuable, they be-
come more motivated to invest time and effort into 
co-creating with that brand. This is because they 
recognize the potential for mutual benefit. 

5.2 Key Contributions to Academe and Practi-
tioners 

This study contributes to a better understand-
ing of co-creation in the context of the sharing 
economy and facilitates the knowledge about the 
MBA determinants of the co-creation of ride-hail-
ing experience. The study’s results indeed evi-
denced that customers who join all aspects of 
brand-related activities (namely, information gath-
ering, marketing participation, and social interac-
tion) are more likely to co-create, through which 
customer engagement (CE) is more intended. The 
study’s investigation bridges the existing gap in the 
service marketing field, where limited attention 
has been given to understanding the driving forces 
behind the co-creation of ride-hailing experience 
and the mediating role of co-creation in transform-
ing MBA participants to becoming loyal and sup-
portive. 

Given the widespread popularity of compa-
nies in the mobile ride-hailing industry, it is crucial 
for managers to take note of the findings from this 
study to develop effective strategies that encourage 
consumer co-creation and enhance CE. One effec-
tive approach that businesses can adopt to encour-
age customer-to-customer interaction is the estab-
lishment of a positive brand community. Another 
important factor for firms to consider is how con-
sumers perceive service quality. Notably, drivers 
who serve as frontline representatives and brand 
ambassadors have the most direct and frequent 
contact with consumers. Therefore, companies 
must prioritize the selection and training of drivers 
to ensure an enjoyable riding experience. While 
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achieving technological differentiation may be 
challenging given the competitive landscape of the 
market, it remains crucial for firms to maintain a 
high-quality mobile booking app so that customers’ 
demand for platform usefulness is fulfilled.  

5.3 Limitations and Suggestions for Future Re-
search 

There are some limitations associated with 
this study. First, our focus was on Vietnam's 
prosumers, whose uncertainty avoidance level is 
considered medium according to Hofstede's cul-
tural dimensions (2001). This characteristic trait 
may hinder knowledge sharing among Vietnam 
prosumers due to fear of making mistakes, poten-
tially limiting the full development of co-creation. 
To enhance the generalizability of our findings, fu-
ture studies could replicate our research model in 
countries with a lower level of uncertainty avoid-
ance to allow for meaningful comparisons. Second, 
the legislative environment for ride-hailing ser-
vices in Vietnam is rather tight, leaving little flexi-
bility for platforms to experiment with new cus-
tomer-centric features or service models. The reg-
ulations often prioritize standardization and com-
pliance over encouraging innovation and customi-
zation in the ride-hailing industry. Scholars may 
compare the ride-hailing scene in Vietnam with 
those in other Asian economies to understand how 
operational, legal, and cultural differences affect 
co-creation viability and methodologies. Third, the 
survey mainly attracted participants within the age 
range of 18 to 44. This demographic bias indicated 
that the older population may not be frequent users 
of ride-hailing services. The presence of such de-
mographic differences in the findings emphasizes 
the importance of future studies that explore how a 
person's demographic characteristics may affect 
the co-creation process. Thus, to gain a more com-
prehensive understanding of the co-creation pro-
cess and its influencing factors, future research 
should consider expanding the scope to different 
cultural contexts and age groups.  

Besides trust, several personal attributes can 
affect customers' motivation to co-create the riding 
experience. Factors, such as commitment to the 
community, reciprocity, and altruism, may play a 
key role (Amirkiaee & Evangelopoulos, 2018). 
Customers' enjoyment of being social and their 
concern for sustainability could also impact co-cre-
ation (Amirkiaee & Evangelopoulos, 2018). Indi-
viduals who derive pleasure from collaborative ac-
tivities and interactions may be more eager to en-
gage in co-creation. Those with a strong sustaina-
bility mindset may be particularly drawn to oppor-
tunities to shape products and services in more eco-
friendly ways (Amirkiaee & Evangelopoulos, 
2018). Further research can discover whether these 
components have a more outstanding impact on co-
creation. 
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