
UNIVERSITI TEKNOLOGI MARA 

EFFECTS OF SELF-CONGRUITY, 

SATISFACTION, AND TRUST ON 

VALUE CO-CREATION BEHAVIOUR 

AND LOYALTY OF COOPERATIVE 

MEMBERS’ 

 

  

 

 
YUSMAN BIN YACOB 

 
 

 

 
 

 

 

Thesis submitted in fulfillment 

of the requirements for the degree of  

 Doctor of Philosophy  

(Business Management) 

Faculty of Business and Management 

March 2019 



iv 
 

ABSTRACT 

Value co-creation has received enormous attention by researchers over the past 

decades. Evidently, past research reveals that value co-creation is pivotal to the growth 

and survival of the service industry. While most recent studies focus on 

conceptualising value co-creation dimensions and its antecedents, there is a lack of 

study which looks into its impact in relation to behavioural factors. Applying Service 

Dominant (S-D) Logic theory supported by Social Exchange and Self-Image 

Congruence theories, this research attempts to examine the value co-creation 

behaviour (member participation and member citizenship behaviours) and its effect on 

members’ loyalty towards credit cooperatives in Sarawak. Although past studies have 

investigated the relationship between value co-creation behaviour and loyalty, little is 

done to determine the effect of satisfaction and trust as mediators and self-congruity as 

a moderator, which are found important in the service sectors. Additionally, how the 

aforementioned is implied in the context of cooperatives in developing markets still 

remains unknown. Utilising a quantitative approach by means of purposive sampling 

technique, 395 valid cooperatives’ members were sampled throughout Sarawak. Self-

administered questionnaire was distributed and collected by hand and the data were 

keyed in and screened. Partial Least Squares Structural Equation Modelling (PLS-

SEM) technique was then used to test the hypothesized relationships as well as the 

mediation and moderation effect. Subsequently, both member participation and 

citizenship behaviours were found to have significant effect on satisfaction and trust. 

Satisfaction and trust, in turn, were also found to be positively related to loyalty. 

Moreover, satisfaction and trust mediated the relationships between both value co-

creation behaviours and loyalty. Nevertheless, contradicting to prior literature, self-

congruity does not impose any moderating effect on the relationship between value co-

creation behaviours and loyalty. From theoretical perspective, the current study 

extends the understanding of Service Dominant (S-D) Logic theory by incorporating 

loyalty as the behavioural outcome into a model having value co-creation dimensions 

(member participation behaviour and member citizenship behaviour) as the 

antecedents. Satisfaction and trust are integrated in the value co-creation behavioural 

model as mediators and self-congruity as moderator to provide greater insights to 

loyalty and the phenomenon under investigation. For managerial point of view, the 

model also enhances the implication of value co-creation as a key driver as well as the 

relevance of intervening and contextual factors to determining loyalty in the context of 

credit cooperatives specifically and service industry in a broader sense. 

Notwithstanding the limitations of the study, recommendations and potential 

investigations in the future are provided. 



 

v 
 

ACKNOWLEDGEMENT 

Alhamdulillah Praise to Allah S.W.T. This research would not be possible without the 

support, guidance, and encouragement of many individuals. They have helped me to 

progress and complete my study. More importantly, they have made this journey so 

meaningful and rewarding. 

 

Firstly, I would wish to express my unparalleled gratitude, thanks to my supervisor, Dr. Hj. 

Jati Kasuma Bin Ali and Prof. Dr. Rosmimah Bt. Roslin, for their supervision, direction 

and support throughout my PhD journey. Their unconditional dedication and support, 

professionalism to make me a better person despite heavy workload and sincerity are what 

forces me to attain progress. I would like to appreciate the friendly relationship that we 

shared and the motherhood and brotherhood that we hold in common, which draw our 

experience becomes more meaningful.  

 

 I would also wish to thank the Head of Centre for Graduate Studies UiTM Sarawak, Dr. 

Thalany Bt. Kamri and Associate Professor Dr. Corina Joseph for their continuous support. 

I thank you as well goes to Associate Professor Dr. Firdaus Bin Abdullah, Associate 

Professor Dr. Abang Zainoren Bin Abang Abdul Rahman and Associate Professor Dr. 

Voon Boo Ho for their guidance at the initial phase of the work. 

 

Special thanks to Dr. Hiram Ting Huong Yew, my lifelong mentor who has been with me 

throughout my study journey. A great thank you to my fellow research madhouse, whom I 

know in person as my close family: Dr. Francis Chuah, Dr. Jacky Cheah and Dr. Mumtaz 

Ali Memon and my brother Dr. Nelson Lajuni and Mr. Mohd Noor Bin Annuar. Without all 

of them, the completion of this thesis and the knowledge enrichment and extension will not 

materialize. Not to forget also my life long guru to Professor Thurasamy Ramayah for his 

valuable guidance on research methodology and data analysis. Not to forget my colleagues 

at the Maktab Koperasi Malaysia, Suruhanjaya Koperasi Malaysia and those whom I know 

via social networking sites, MySEM, and Doctorate Support Group which makes my 

journey full of delight and felicity. 

 

I also owe my gratitude to my enumerators from the credit cooperatives in Sarawak and 

individuals who have helped me during my data collection process. I would also like to 

thank to all the respondents in Sarawak to participate in this survey. 

 

I would have struggled financially if I were not for Hadiah Latihan Persekutuan 

Scholarship from Jabatan Perkhidmatan Awam Malaysia. I was given a study leave for 

three and a half (3 ½) years with a full scholarship to complete my PhD study.  

 

My special thanks also go to my parents and family for their continual support and prayer. I 

owe my sincere thanks to my parents for their understanding and cares. To my late grandpa 

Hj. Suhaili Bin Hj. Rambli whom I took care during my journey. Without them this thesis 

would not be completed. I am feeling so thankful and blessed having them around with 

support and unconditional loved giving. Thanks to Allah for his grace and leading me from 

the very beginning until today. 



vi 
 

TABLE OF CONTENTS 

 Page 

CONFIRMATION BY PANEL OF EXAMINERS ii 

AUTHOR’S DECLARATION iii 

ABSTRACT iv 

ACKNOWLEDGEMENT v 

TABLE OF CONTENTS vi 

LIST OF TABLES xii 

LIST OF FIGURES xv 

CHAPTER ONE: INTRODUCTION 

1.1  Preamble 

1.2  Background of Study 

1.3  Problem Statement 

1.4  Research Questions 

1.5  Research Objectives 

1.6  Significance of Study 

1.6.1  Academic Contribution 

1.6.2  Managerial Contribution 

1.7  Scope of the Research 

1.7.1  Research Setting 

1.7.2  Unit of Analysis 

1.8  Definition of Terms 

1.8.1  Members of a Cooperative 

1.8.2  Value Co-Creation Behaviour 

1.8.3  Satisfaction 

1.8.4  Trust 

1.8.5  Attitudinal Loyalty 

1.8.6  Behavioural Loyalty 

1.8.7  Self-Congruity 

1.9  Structure of the Thesis 

1 

1 

1 

6 

9 

10 

11 

12 

13 

15 

15 

16 

16 

16 

17 

17 

17 

18 

18 

18 

19 



vii 
 

1.10  Chapter Summary 20 

CHAPTER TWO:  LITERATURE REVIEW 22 

2.1  Preamble 

Part 1:  Cooperative Industry 

2.2  Evolution of Cooperative Industry 

2.2.1  History of Global Credit Cooperative Industry 

2.2.2  The Malaysian Credit Cooperative Industry 

2.2.3  The Sarawak Credit Cooperative Industry 

Part 2:  Underpinning Theory 

2.3  Service-Dominant (S-D) Logic Theory 

2.4  Social Exchange Theory 

2.5  Self-Image Congruence Theory 

2.5.1  Four Facets of Self-Image 

Part 3:  Research Antecedents 

2.6  Value Co-Creation 

2.6.1  Definition and Development of Value Co-Creation 

2.6.2  The Link between Co-Creation Paradigm in Service-Dominant 

 Logic 

2.6.3  Customer Value Co-Creation Behavioural Dimensions 

2.6.3.1  Customer Participation Behaviour 

2.6.3.2  Customer Citizenship Behaviour 

2.6.4  Customer Participation 

2.6.5  Customer Citizenship 

2.6.5.1  Expanded Understanding of Customer Citizenship 

 Behaviour 

2.6.5.2  The Origin of Customer Citizenship Behaviour 

2.6.5.3  Social Exchange Model of Customer Citizenship 

 Behaviour  

2.6.6  Types of Co-Creation 

2.7  Satisfaction 

2.7.1  Definition of Satisfaction 

2.7.2  Literatures on Satisfaction 

2.8  Trust 

22 

 

24 

24 

25 

28 

 

30 

36 

43 

47 

 

48 

48 

 

51 

56 

57 

59 

61 

70 

73 

 

77 

80 

 

81 

82 

82 

83 

88 




