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Abstract: 
In this study, brand value co-creation framework proposed by Ramaswamy and Ozcan (2015) 

is applied in textile retail sector to explore how different dimensions of this framework work 

in this sector. Further, this study has explored these factors and situations in context of single 

brand apparel (SBA) outlet. Different dimensions of brand value co-creation like experiencial 

co-creators, co-creational enterprises, brand capability ecosystems, brand engagement 

platforms and brand experience domains etc have been discussed in detail to explore how 

these dimensions collectively play their role towards overall co-creation and development of 

brand value in textile retail sector. The above discussion emphasizes the idea that brand value 

co-creation in textile retail sector is dependent on several factors and these factors need to be 

explored in detail for the understanding of brand value co-creation concept in textile retail 

industry. Due to limited empirical findings about how brand value is co-created in textile 

retail industry from a perspective of value co-creation, this study is based on a qualitative, 

exploratory research strategy. A case study research is used to observe various processes 

being followed in the firm.  

 

The focus of this study is on exploring the factors that contribute towards brand value co-

creation in textile retail industry. Due to scope of this study and limited time, it was decided 

to focus on one retail chain only, operating in Lahore known as Nishat Linen, a branded 

apparel retail chain. Lahore is the second largest city of Pakistan and capital of Punjab 

province. The sampling technique for the present study is purposive sampling. Interviews of 

9 stakeholders comprising of Nishat Linen’s employees, specially marketing and sales staff, 

its suppliers and its customers were conducted using snowball or networking method. The 

data collection was conducted through personal face-to- face semi-structured interviews with 

all stakeholders related to Nishat Linen. Interviews were audio-recorded and transcribed for 

investigation and analysis. To analyze qualitative data, thematic networks were used, by 

employing Nvivo QSR software (Attride-Stirling 2001). In this process, data was coded to 

find and establish themes, and thematic networks were constructed and analyzed before 

interpretation of the patterns of findings. Interviewees were asked to advise their 

understanding of brand value co-creation with different stakeholders within their company as 

well as outside and to define the value creation activities wherever possible. 

 

 



3 
 

Acknowledgement 
I am thankful to Allah-Almighty who helped me overcome all the difficulties in completing 

this thesis. The journey of MS Marketing has been a roller coaster ride for me. There were 

moments of joy, happiness and motivation and then there were moments of sadness, de-

motivation and depression. The overall journey has been very exciting and fruitful for me in 

understanding the basics of research and the program helped me a lot. 

 

I would specially like to thank my primary supervisor Dr. Yasir Rashid who had confidence 

in me from the start. His constant ‘push’ has made it possible for me to complete this thesis in 

time. I will always remember his several dozen emails and text messages asking me to update 

him on different stages of proposal writing, data collection, data analysis and final thesis 

writing. I visited him numerous times and always found his doors open for me. His openness 

and thorough understanding of the subject helped me to stay focused throughout. Whenever I 

was disoriented, I used to go to his office to discuss different aspects of my thesis in detail 

and while coming back, I was always very clear in mind about future course of action. 

 

I would also like to offer special thanks to my whole family specially my parents, my wife 

and my kids for their endless support and patience. And last but not the least; I am thankful to 

Department of Marketing, School of Business and Economics, and University of 

Management and Technology for providing me the opportunity to complete my Master of 

Science in marketing. It was an awesome experience of studying here and I will always have 

special feelings for University of Management and Technology for the rest of my life. 

 

 

 

 

 

 

 

 

 
 
 



4 
 

Table of Contents: 
1. Introduction………………………………………………………………………...8 
2. Literature Review………………………………………………………………….12 

 2.1.Service Dominant Logic……………………………………………….…12 
 2.2.Value Co-creation…………………………………………………….......15 
 2.3.Brand Value Co-creation…………………………………………….…...17 

3. Framework for Study & Research questions ….……………………………….....19 
 3.1.Knowledge Gap…………………………………………………………...19 
 3.2.Framework for Study……………………………………………………..20 
 3.3.Research Objectives…………………………………………………..…..21 

   3.4.Research Questions………………………………………………….…….22 
4. Research Methodology ….………………………………………………………...23 

 4.1.Philosophical assumptions for Research………………………….……....23 
 4.2.Research Strategy………………………………………………….….......24 
 4.3.Research Design………………………………………………………......25 

   4.4. Sampling Technique …………………………………………….……….26  
    4.5. Data Collection …………………………………………………..………27 

   4.6. Data Analysis ……………………………………………………….…...27                
5. Interpretation & Results….……………………………………………………......28 

 5.1.Case: A Single Brand Apparel (SBA) Company……………….……......28 
5.1.1. Case Description………………………………………………...28 
5.1.2. Actors’ Description……………………………………………...28 
5.1.3. Relationship Description…………………………………….….29 
5.1.4. Details of Interviews………………………………………….....29 

   5.1.5. Interview Guide…………………………………………………30 
5.2.Interpretation…………………………………………………………........31 

5.2.1. Category 1: Experiencial Co-creators…………………….……..33 
5.2.1.1. Customers’ activities in brand value creation………....34 
5.2.1.2.  Suppliers’ activities in brand value creation……….....35 

5.2.2. Category 2: Co-creational Enterprises…………………………..36 
5.2.2.1. Employees’ activities in brand value creation………...37 
5.2.2.2. Differentiation with competitors’ brand……………....38 
5.2.2.3. Enterprises’ activities in brand value creation………...39 

5.2.3. Category 3: Brand Capability Ecosystems……………………...41 
5.2.3.1.  Supply side…………………………………………...42 
5.2.3.2   Demand side………………………………………….43 

5.2.4. Category 4: Brand Engagement Platforms…………………..….44 
5.2.4.1. Engagement mediums………………………………...45 
5.2.4.2. Brand interfaces…………………………………..…..46 

5.2.5. Category 5: Brand Experience Domains………………………..48 
5.2.5.1. Experience with brand………………………………...49 
5.2.5.2. Experience with product……………………………....50 
5.2.5.3. Expereince with services……………………………...50 

 



5 
 

5.2.6. Category 6: Brand Value Outcomes…………………………….53 
5.2.6.1. Brand value outcomes for enterprises………………...54 
5.2.6.2. Brand value outcomes for customers………………....54 
5.2.6.3. Brand value outcomes for employees………………...55 
5.2.6.4. Brand value outcomes for suppliers……………….....56 

5.3. New conceptual framework……………….……………………………...58 
6. Conclusions, implications & contributions……………………………………...59 

 6.1. Research conclusions…………………………………..………….…....59 
 6.2.Research implications…………………………………..………….…...60 
 6.3.Research contributions………………………………………..………...60 

7.     Research limitations & Future research directions………………….…….…....61 
 7.1. Research limitations…………………………………………………..….61 

7.2. Recommendations for future research…………………………………....61 
References….....………………………………………………………………….…...63 
 
 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 



6 
 

 
List of Figures 
 
Figure 1: Brand Value Co-Creation Framework……………………………….………..21 

Figure 2: Concepts of Experiencial Co-creators…………………………………..….....31 

Figure 3: Concepts of Co-creational Enterprises……………………………...….…..…32 

Figure 4: Concepts of Brand Capability Ecosystems …………………….…………….32 

Figure 5: Concepts of Brand Engagement Platforms ……………..………....……....…32 

Figure 6: Concepts of Brand Experience Domains……..………...………….……...….33 

Figure 7: Concepts of Brand Value Outcomes……………………………….…....……33 

Figure 8: Category cluster Experiencial Co-creators………………..………..…...……34 

Figure 9: Category cluster Co-creational Enterprises………………..………..…......…37 

Figure 10: Category cluster Brand Capability Ecosystem…………..………..…...……41 

Figure 11: Category cluster Brand Engagement Platform…………..………..…...……45 

Figure 12: Category cluster Brand Experience Domains…………..………..…...…..…49 

Figure 13: Category cluster Brand Value Outcomes………………..………..…...….…53 

 

 

 

 

 

 

 

 

 

 

 



7 
 

 
List of Tables 
 

Table 1: Fundamental Beliefs of Research Paradigms in Social Sciences………….24 

Table 2: Details of participants and the duration of interviews ….……………........29 

Table 3: Initial quotes for ‘Experiencial Co-creators’ concept……………..……....36 

Table 4: Initial quotes for ‘Co-creational Enterprises’ concept ….………….……..40 

Table 5: Initial quotes for ‘Brand Capability Ecosystems’ concept ……………......44 

Table 6: Initial quotes for ‘Brand Engagement Platforms’ concept …………….….48 

Table 7: Initial quotes for ‘Brand Experience Domains’ concept ………………….52 

Table 8: Initial quotes for ‘Brand Value Outcomes’ concept ………...……….........57 



Aamer Faiz    
Roll # 14004172006      Date: 26th February 2017 
 

8 
 

Chapter 1 

1. Introduction 

The Service Dominant Logic is greatly discussed in marketing domain, specially in services 

marketing (Sweeney 2007). S-D logic can be used as a foundation for development of marketing 

theory as well as theory of society (Lusch and Vargo 2014). S-D logic provides a shift in logic 

and thinking (Lusch and Vargo 2014). Contrast to Goods Dominant Logic, S-D logic treats 

organizations, employees and customers as operant resources and these operant resources are 

embedded in the value-creation and exchange processes (Lusch and Vargo 2006). S-D Logic is 

not a new paradigm but was conceived as substitute to the G-D logic (Stobiecka 2015). 
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