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Abstract

The concept of service dominant logic has been changed the way in which marketing is
understood. Value creation has now transformed and has evolved by shifting its focus towards
the customers at their free will by means of different platforms. The study aimed towards looking
at what extend does customer resource integration (which can be stated as either operant or
operand resources) impacts the customer experiences in a B2C context. However, there are
limited service researches which are conducted quantitatively. Consequently, this research will
be looking at the travel packages given by travel agents to customers and how the operant
resources (co-creation operator and co-creation firm) and operand resources (co-creation space
and co-creation tools) impacts customer experiences. The study took data from 215 respondents
who had used the services of travel agents and factor analysis was performed to see the validity
of operant and operand resources with customer experience and later on reliability was checked
to see the consistency of data. Through face analysis score, summated scale was used in multiple
regressions. The results indicated that the relative importance of operand resources on customer
experience is more than operant resources. The literature explained that both operant and
operand resources have an impact on customer experience but in this research operand resources

still has more importance on customer experiences and cannot be left behind.
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Chapter 1: Introduction

1.1.Background

Customer evaluations of services have been conceptualized in different ways in the marketing,
retailing, and service management literature. Prominent concepts include customer satisfaction
(Oliver, 2010), perceived service quality (Parasuraman, Zeithaml, & Berry, 1988), and perceived
value (Sweeney & Soutar, 2001). Service experience is a concept which has an attention in
practitioners and academics. It involves views on the basis on how and what customers evaluate
the offerings of the organizations which are not directly controlled by the company. These views

are cognitive, emotional and of behavioral responses.

Oliver, P. (2010). The student's guide to research ethics: McGraw-Hill Education (UK).

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). Servqual. Journal of retailing, 64(1), 12-40.

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple item
scale. Journal of retailing, 77(2), 203-220.
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