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Abstract  

This study examines the effect of customer co-creation on firm growth in the Nigerian 

telecommunications industry using an experimental research design. A total of 400 participants 

(N=400), comprising 200 distributors and 200 operational staff, were randomly assigned to 

either a treatment group (n=200) or a control group (n=200). The treatment group engaged in 

structured customer co-creation activities, including product development participation, service 

customization, and digital engagement platforms, implemented over a four-month period. Data 

were collected at both pre- and post-intervention phases through structured questionnaires. Key 

performance indicators measured included product development participation, service 

customization, engagement platforms, and overall firm growth. Inferential analyses, including 

paired sample t-tests, independent sample t-tests, and ANCOVA, revealed that customer co-

creation positively and significantly influenced firm growth outcomes. In particular, service 

customization showed the most notable improvement post-intervention. ANCOVA results 

indicated a statistically significant effect of the co-creation intervention on growth 

(F(68,131)=28.18, p<.001), with a very large effect size (R²=.936; Adjusted R²=.903). The 

treatment group demonstrated superior improvements across all performance dimensions 

relative to the control group. These findings underscore the strategic importance of embedding 

customer co-creation mechanisms in organizational processes to foster sustainable growth. 

Study limitations include the use of self-reported data and a relatively short observation 

window. Implications for managerial practice, policy, and theory development are presented, 
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highlighting the necessity of institutionalizing co-creation frameworks to drive competitiveness 

in the telecommunications sector. 

Keywords: Customer Co-Creation, Firm Performance, Telecommunications, Experimental 

Design, Emerging Markets 

 

INTRODUCTION  

In today’s global business environment, organizations face continuous and multifaceted 

changes, with competition being a primary driving force. These changes have transformed 

traditional business approaches, highlighting the critical importance of engaging customers in 

product and service development. Listening to customers is no longer sufficient; customers are 

increasingly becoming active participants in the value creation process, functioning as co-

creators of value (Okpara, Abu, Gbadeyan, & Salau, 2019). 

Emerging markets such as Nigeria have witnessed significant structural transformations in 

various industries, including telecommunications. Historically, key industries like the 

carbonated beverage sector were dominated by a few major players operating under 

oligopolistic conditions. For instance, prior to the year 2000, the Nigerian carbonated beverage 

market comprised just over ten bottling companies, allowing these firms to enjoy monopolistic 

tendencies and minimal competitive pressure (Acar, Steen, & Verschuere, 2025). However, the 

proliferation of small- and medium-sized enterprises (SMEs), catalyzed by entrepreneurship 

development programs, dramatically intensified competition. 

In contemporary business practice, customer co-creation has become an established strategy 

among global Fortune 500 companies. These firms allocate substantial resources to involve 

customers in the development of products and services, recognizing that customers are uniquely 

positioned to provide insights and solutions that enhance product-market fit (Kao et al., 2016). 

In particular, product development participation has emerged as a vital mechanism through 

which firms harness customer creativity and feedback to refine offerings. Similarly, service 

customization allows firms to deliver personalized solutions that resonate more effectively with 

diverse customer needs, while engagement platforms—both physical and digital—provide 

interactive channels for joint problem-solving and continuous value creation. Together, these 

co-creation practices not only support innovation but also foster sustainable competitive 

advantage, increase market responsiveness, and drive firm growth in dynamic markets. 

According to Maduka (2016), despite the proven benefits, many Nigerian organizations have 

struggled to leverage customer co-creation effectively. Poor understanding and inadequate 

implementation of co-creation practices have limited the extent to which firms can translate 

customer involvement into tangible performance outcomes. This challenge is particularly 

pronounced in industries facing rapid technological disruption and evolving consumer 

preferences, such as telecommunications and consumer goods (Verleye, 2015). 

Empirical studies have shown mixed results regarding the impact of co-creation on firm 

performance. While co-creation can reduce market research costs, improve product-market fit, 
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and increase market share, its effect on ultimate organizational outcomes often remains 

uncertain. These mixed outcomes underscore the need for context-specific investigations into 

how different dimensions of customer co-creation—namely product development participation, 

service customization, and engagement platforms—collectively shape firm growth and 

performance outcomes, particularly in emerging markets where industry structures, consumer 

behavior, and competitive pressures differ significantly from developed economies. 

Hence, this study examines the effect of customer co-creation as a strategic, customer-driven 

initiative on firm performance in Nigeria’s telecommunication industry. By focusing on these 

proxies, the study seeks to illuminate the relationship between customer engagement in 

innovation processes and organizational growth, contributing both to theory development and 

managerial practice in emerging markets. 

LITERATURE REVIEW 

Marketing strategy research has traditionally assumed that brand development and product 

innovation are primarily internal, firm-centered functions, with minimal direct influence from 

customers (von Hippel, 2005). Under this paradigm, firms largely controlled the design, 

development, and delivery of products, with customers serving as passive recipients of 

marketing efforts. However, this firm-centered perspective is increasingly being challenged by 

the emergence of empowered customers who seek greater input and control in marketing 

activities (Seybold, 2006). This fundamental shift has given rise to the co-creation paradigm, in 

which organizations enhance performance by actively engaging customers in various strategic 

activities (Prahalad & Ramaswamy, 2000). 

The concept of customer co-creation represents a fundamental departure from traditional 

marketing logic. In this new paradigm, customers are not merely recipients of products but are 

seen as active participants in the value creation process, contributing insights, preferences, and 

even ideas for new products or services (Mathi, Kim, Uysal, Sirgy, & Prebensen, 2015). 

Jeppesen and Molin (2003) observe that customers are increasingly involved in the design and 

development of manufactured products, signaling a move toward more participatory innovation 

processes. 

While many studies champion the benefits of co-creation, a critical review reveals several key 

debates and gaps. A significant body of research points to a positive relationship between co-

creation and various performance metrics, yet there is limited discussion on the specific 

mechanisms through which this relationship operates. For instance, is performance 

enhancement a direct result of improved product innovation, or is it an indirect effect of 

increased customer loyalty and brand advocacy? Some scholars argue that co-creation's 

primary value lies in its ability to reduce a firm's market research costs and accelerate time-to-

market, while others emphasize its role in fostering deeper, long-term customer relationships. 

Furthermore, there is a lack of consensus on the most effective forms of co-creation. While 

studies have explored various manifestations, such as web-based platforms, online forums, and 

dealer reports (Hardcastle, Edirisingha, Cook, & Sutherland, 2025), there is little comparative 

research on their relative effectiveness in different contexts, particularly in the Nigerian 
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telecommunications sector. A key gap in the literature is the scarcity of studies that measure 

firm performance using both objective (e.g., revenue, market share) and perceptual (e.g., 

employee-reported efficiency, innovation) measures, which would provide a more holistic 

understanding of co-creation's impact. Most studies rely on one or the other, limiting the 

generalizability of their findings. This study addresses this gap by using multiple performance 

measures to gain a comprehensive view of the co-creation-performance link. 

This review acknowledges that while customer co-creation is widely accepted in theory, its 

practical implementation and measurable effects remain complex and context-dependent. It 

highlights the need for a rigorous, experimental approach as adopted in this study to provide a 

clearer understanding of the causal relationship between co-creation interventions and firm 

performance in a specific, under-researched market like the Nigerian telecommunications 

industry. 

Theoretical Foundations of Customer Co-Creation 

The study of customer co-creation is underpinned by two complementary theoretical 

perspectives: Service-Dominant Logic (SDL) and the Knowledge-Based View (KBV) of the 

firm. Vargo and Lusch (2004) emphasize that value is co-created through interactive processes 

between firms and customers rather than being embedded solely in goods. Under SDL, 

customers are active collaborators who contribute resources (knowledge, feedback, experience) 

to the value creation process. For this study, SDL suggests that when firms integrate customers 

into their operational and innovation activities, communication becomes more effective, 

solutions are better tailored to market needs, and firm performance is enhanced. 

Customer involvement → Enhanced interaction/knowledge integration → Value co-

creation → Improved firm performance. 

KBV posits that knowledge is the most strategically significant resource of a firm (Grant, 

1996). Customers, as end-users, hold unique experiential knowledge that firms cannot replicate 

internally. By engaging in co-creation, firms can access, integrate, and apply this external 

knowledge to improve innovation, reduce uncertainty, and strengthen competitiveness. 

Customer knowledge sharing → Innovation quality → Competitive advantage → Firm 

performance. 

Together, SDL and KBV provide a holistic framework. SDL highlights the process of co-

creation (interaction and collaboration), while KBV emphasizes the content (knowledge) that 

customers bring. When combined, these perspectives suggest that customer co-creation is both 

a relational and knowledge-driven process that contributes to superior firm outcomes. 

Hypotheses Derivation from Theory 

 H1: Customer co-creation positively influences firm growth  through enhanced value 

creation (SDL). 

 H2: Customer knowledge sharing mediates the relationship between customer co-

creation and growth (KBV). 
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 H3: The integration of customer input in the co-creation process strengthens a firm’s 

growth  (SDL + KBV). 

Empirical Evidence  

Empirical research underscores the tangible benefits that customer co-creation offer firms. One 

of the most significant advantages is enhanced firm performance. Studies indicate that 

organizations that actively involve customers in marketing and product development processes 

often experience improvements in operational efficiency, market responsiveness, and overall 

organizational performance. Mele and Russo-Spena (2025) explore the transformative role of 

smart technologies in enabling value co-creation within service ecosystems. Their study 

introduces the concepts of onlife agency and phygital materiality, highlighting how intelligent 

technologies can sense, adapt, and learn from interactions to enhance decision-making and co-

creation opportunities. Empirical illustrations show that technology not only provides new 

resources but actively shapes actor behavior and structural configurations in the ecosystem. The 

authors argue that the agencement of actors, resources, and contexts through smart tech results 

in innovative co-creation practices that continuously evolve, underscoring a dynamic interplay 

between agency and structure. This study empirically supports the notion that technology 

smartness is a critical enabler of sustainable competitive advantage and value co-creation, 

particularly in service-intensive and digitally mediated contexts. 

Hardcastle et al. (2025) investigate value dynamics within higher education brands, 

emphasizing the simultaneous existence of value co-creation (VCC) and value co-destruction 

(VCD) across stakeholder interactions. Through netnography, focus groups, and semi-

structured interviews, they map the customer journey across pre-purchase, initial purchase, and 

established consumption stages. Findings reveal four experiential states in which competing 

stakeholder interests create resource imbalances, resulting in both positive and negative value 

outcomes. Importantly, the study demonstrates that co-creation is not unidirectional: the same 

interactions that generate value for one stakeholder can undermine value for another. This 

nuanced understanding empirically validates the complex and contingent nature of co-creation 

processes, especially in service settings characterized by multiple stakeholders with diverging 

goals. 

Zhang et al. (2025) provide empirical insights into value co-creation mechanisms within 

innovation ecosystems, focusing on low-carbon technologies. Using a triple helix framework 

and a three-party differential game model, the study investigates interactions among innovators, 

service providers, and regulators. Results show that innovators’ strategies are linearly 

influenced by other actors’ behaviors, whereas service providers exhibit non-linear responses. 

Regulatory interventions, such as fiscal subsidies and accountability measures, play a pivotal 

role in aligning ecosystem actors toward sustainable innovation outcomes. The study highlights 

how policy and managerial strategies mediate co-creation, shaping the evolution of innovation 

ecosystems from chaotic to ordered states. This empirical evidence underscores that co-creation 

is highly contextual, influenced by structural, technological, and institutional factors. 

Empirical research increasingly shows that value co-creation is a multi-dimensional 

phenomenon, influenced by technology, stakeholder dynamics, and institutional structures. 
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Organizations and policymakers must consider these interdependencies to design effective 

strategies that optimize co-creation, mitigate co-destruction, and enhance innovation outcomes. 

Future research should explore longitudinal and cross-sectoral analyses to further unpack how 

co-creation evolves over time and across diverse contexts. 

METHODOLOGY 

This study adopted an experimental research design to examine the effect of customer co-

creation on firm performance within the Nigerian telecommunications industry. The 

experimental design is appropriate because it allows for the establishment of a causal 

relationship between the independent variable (customer co-creation) and the dependent 

variable (firm performance) by manipulating the independent variable under controlled 

conditions (Shadish, Cook, & Campbell, 2002). 

The study population comprised distributors and operational staff from major 

telecommunications companies in Nigeria, given their direct customer interactions and insights 

into business processes. A total sample size of 400 participants was determined using an a 

priori power analysis to ensure sufficient statistical power (0.80 at α=0.05) to detect a 

significant effect. 

Due to the sensitive nature of the industry and the need for access to specific roles, a purposive 

sampling technique was employed to select participants who met specific inclusion criteria, 

such as having a direct customer-facing role and a minimum of two years of experience. This 

method was justified by the need to ensure the sample was relevant and knowledgeable. 

Once selected, participants were randomly assigned to either a treatment group (n=200) or a 

control group (n=200) using a simple randomization procedure (e.g., using a random number 

generator). This process ensured the groups were comparable at the outset of the study, 

minimizing selection bias. To prevent contamination between groups, participants were 

physically isolated during the study period and instructed not to discuss the study's activities 

with colleagues in the other group. 

The treatment group was exposed to a structured co-creation intervention over a four-month 

period. The intervention's content and design were based on established principles of co-

creation, tailored to the telecommunications context. This consisted of three core, actively-

facilitated activities: 

 Collaborative Workshops: Bi-weekly workshops were held with a select group of 

customers to brainstorm and refine ideas for new services. 

 Online Feedback Platforms: Participants were given access to a dedicated online portal 

to collect and categorize real-time customer feedback. 

 Joint Problem-Solving Forums: Monthly forums were held where staff and customers 

collaboratively addressed service challenges. 

The control group did not receive any co-creation intervention and continued to operate under 

standard organizational practices. 
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Data were collected using a structured questionnaire adapted from established scales in 

marketing and management literature, specifically from the work of Grissemann & Stokburger-

Sauer (2012). The questionnaire included items to measure perceptions of co-creation activities 

and their impact on firm performance, focusing on operational efficiency, innovation, and 

market responsiveness. Responses were captured using a five-point Likert scale. 

The reliability of the measures was established using Cronbach's Alpha (α), with all scales 

demonstrating strong internal consistency: Product Development Participation (α=0.81), 

Service Customization (α=0.79), and Engagement Platforms (α=0.76). The questionnaire's 

construct validity was further confirmed through a factor analysis which showed that the items 

loaded appropriately onto their intended constructs. The study also controlled for potential 

confounding variables like firm size and prior co-creation experience during analysis. 

Data were collected in two phases: 

Pre-intervention measurement – baseline data on firm performance and customer engagement 

practices were recorded for both treatment and control groups. 

Post-intervention measurement – after the experimental intervention, the same participants 

were surveyed to assess changes in perceived firm performance attributable to co-creation 

practices. 

The collected data were analyzed using inferential statistical techniques suitable for 

experimental designs. Paired sample t-tests and ANCOVA (Analysis of Covariance) were 

conducted to determine the effect of customer co-creation on firm performance while 

controlling for potential confounding variables. Effect sizes were computed to quantify the 

magnitude of the intervention’s impact. Statistical analyses were performed using SPSS version 

28.0. 

Conceptual Model 

Proposed Functional Model 

GTRPOST=β0+β1(PDPPRE)+β2(PDPPOST)+β3(SCPRE)+β4(SCPOST)+β5(EPPRE)+β6(E

PPOST)+β7(GRTPRE)+β8(Firm Size)+β9(Experience)+ε 

Dependent Variable (DV): 

 GTRPOST = Post-intervention Growth 

Independent Variables (IVs): 

1. PDPPRE – Pre-intervention Product Development Participation 

2. PDPPOST – Post-intervention Product Development Participation 

3. SCPRE – Pre-intervention Service Customization 

4. SCPOST – Post-intervention Service Customization 

5. EPPRE – Pre-intervention Engagement Platforms 
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6. EPPOST – Post-intervention Engagement Platforms 

Control Variable (Covariate): 

 GRTPRE – Pre-intervention Growth (to account for baseline differences in growth 

levels) 

 Firm size and Experience (to control for organizational characteristics) 

RESULTS AND DISCUSSION 

Demographic Characteristics of Respondents 

A total of 400 participants were included in the study, comprising distributors and operational 

staff of major telecommunications companies in Nigeria. Table 1 summarizes the demographic 

characteristics, including age, gender, years of experience, and role within the organization. 

The sample was relatively balanced in terms of gender, with 52% male and 48% female 

respondents. Most respondents (65%) had more than 5 years of experience in the 

telecommunications sector, ensuring that they were knowledgeable about customer engagement 

and firm operations. 

Table 1: Demographic Characteristics of Respondents 

Variable Frequency Percentage (%) 

Gender Male 208 

 Female 192 

Age 20–30 80 

 31–40 160 

 41–50 120 

 51+ 40 

Years of Experience <5 140 

 5–10 180 

 >10 80 

 

Assumption Tests 

The assumption of normality was examined using the Kolmogorov–Smirnov and Shapiro–Wilk 

tests for the study variables. For most groups, such as the Undecided, Agree, and Strongly 

Agree categories, both tests produced significant results (p < 0.05), indicating deviations from 

normality. A few small groups, such as GRTPRE – Disagree with a sample size of six, yielded 

non-significant p-values (p > 0.05). These cases, however, are likely attributable to the very 

small sample size rather than genuine normality. Taken together, the results suggest that the 

assumption of normal distribution was not satisfied for the majority of the data. Nonetheless, 

given the relatively large overall sample size (N = 200), parametric tests remain robust under 

the Central Limit Theorem, thereby justifying their continued use in this study. 

The descriptive statistics provide further insight into the distribution of the study variables. The 

mean values for all pre- and post-test constructs ranged between 3.72 and 4.39, reflecting 
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relatively high levels of agreement across respondents. Skewness values fell between –0.47 and 

–1.40, indicating moderate negative skewness, while kurtosis values ranged from –0.45 to 

+1.50, suggesting that the distributions were generally mesokurtic to slightly leptokurtic. 

Although these distribution shapes deviate somewhat from perfect normality, they remain 

within acceptable limits for large-sample parametric analysis. 

The homogeneity of variance assumption was tested using Levene’s test within the Independent 

Samples Test framework. For PDPPOST, the test result was non-significant (p = 0.365), 

confirming that variances were equal across groups. In contrast, significant results were 

obtained for SCPOST (p = 0.015) and EPPOST (p = 0.034), indicating that the assumption of 

equal variances was violated for these variables. In such cases, the study appropriately relied on 

the adjusted t-values provided under the ―Equal variances not assumed‖ option, ensuring the 

validity of the statistical conclusions. 

Tests of Normality 

 PDPPRE Kolmogorov-Smirnov
a
 Shapiro-Wilk 

 Statistic df Sig. Statistic df Sig. 

GRTPRE 

Disagree .263 6 .200
*
 .823 6 .093 

Undecided .223 38 .000 .856 38 .000 

Agree .258 125 .000 .808 125 .000 

Strongly Agree .445 31 .000 .571 31 .000 

GTRPOST 

Disagree .407 6 .002 .640 6 .001 

Undecided .202 38 .000 .894 38 .002 

Agree .250 125 .000 .808 125 .000 

Strongly Agree .275 31 .000 .695 31 .000 

*. This is a lower bound of the true significance. 

a. Lilliefors Significance Correction 
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Tests of Normality
a,c

 

 PDPPOST Kolmogorov-Smirnov
b
 Shapiro-Wilk 

 Statistic df Sig. Statistic df Sig. 

GRTPRE 

Undecided .172 50 .001 .863 50 .000 

Agree .265 106 .000 .830 106 .000 

Strongly 

Agree 
.375 42 .000 .630 42 .000 

GTRPOST 

Undecided .207 50 .000 .888 50 .000 

Agree .261 106 .000 .807 106 .000 

Strongly 

Agree 
.400 42 .000 .616 42 .000 

a. GRTPRE is constant when PDPPOST = Strongly Disagree. It has been omitted. 

b. Lilliefors Significance Correction 

c. GTRPOST is constant when PDPPOST = Strongly Disagree. It has been omitted. 

 

Descriptive Statistics 

 N Min Max Mean SD Skewness Kurtosis 

Statistic Statistic Statistic Statistic Statistic 
Statisti

c 

Std. 

Error 

Statisti

c 

Std. 

Error 

PDPPRE 200 2.00 5.00 3.9050 .67695 -.472 .172 .631 .342 

PDPPOST 200 1.00 5.00 3.9300 .74016 -.489 .172 1.093 .342 

SCPRE 200 2.00 5.00 4.3900 .73526 -.916 .172 -.014 .342 

SCPOST 200 1.00 5.00 3.9500 1.10162 -1.404 .172 1.499 .342 

EPPRE 200 1.00 5.00 3.7850 1.13367 -.739 .172 -.452 .342 

EPPOST 200 1.00 5.00 3.7200 1.18686 -.863 .172 -.131 .342 

GRTPRE 200 1.00 5.00 3.8550 1.15788 -.890 .172 -.051 .342 

GTRPOST 200 1.00 5.00 3.9950 .97968 -.832 .172 .035 .342 

Valid N 

(listwise) 
200         
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Paired Samples Test 

Paired Samples Test 

 Paired Differences 

t df 

Sig. 

(2-

tailed) Mean 
Std. 

Deviation 

Std. Error 

Mean 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Pair 1 
PDPPRE - 

PDPPOST 
-.02500 .74643 .05278 -.12908 .07908 -.474 199 .636 

Pair 2 
SCPRE - 

SCPOST 
.44000 .91135 .06444 .31292 .56708 6.828 199 .000 

Pair 3 
EPPRE - 

EPPOST 
.06500 1.43914 .10176 -.13567 .26567 .639 199 .524 

Pair 4 
GRTPRE - 

GTRPOST 
-.14000 1.40007 .09900 -.33522 .05522 -1.414 199 .159 

 

The paired samples t-test was conducted to determine whether there were significant 

differences between pre-test and post-test scores across the study variables. The analysis 

showed that there was no significant difference between PDPPRE and PDPPOST (t(199) = –

0.474, p = 0.636). The associated effect size was negligible (d = –0.03), indicating virtually no 

change between pre- and post-test scores for this variable. 

A statistically significant difference was observed between SCPRE and SCPOST (t(199) = 

6.828, p < 0.001). The positive mean difference (M = 0.44) suggests an increase from pre-test 

to post-test scores, and the effect size was moderate (d = 0.48). This finding indicates that the 

intervention or exposure produced a meaningful improvement in this construct. 

By contrast, the differences between EPPRE and EPPOST (t(199) = 0.639, p = 0.524) and 

between GRTPRE and GTRPOST (t(199) = –1.414, p = 0.159) were not statistically 

significant. The effect sizes were very small (d = 0.05 for EP and d = –0.10 for GRT), 

suggesting that these constructs remained largely unchanged between pre- and post-test 

measurements. 

Taken together, these results indicate that while most variables showed stability over time, the 

SC construct demonstrated a significant and practically meaningful improvement, highlighting 

the specific area where the intervention had a positive impact. 
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Independent Samples Test 

Independent Samples Test 

 Levene's Test for 

Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. (2-
tailed) 

Mean 

Differen

ce 

Std. 

Error 
Differen

ce 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

PDPPOST 

Equal 

variances 

assumed 

.864 .365 .202 18 .842 .11111 .54935 

-

1.0430

3 

1.2652 

Equal 

variances not 

assumed 

  .622 17.000 .542 .11111 .17876 -.26603 .48825 

SCPOST 

Equal 

variances 

assumed 

7.301 .015 .474 18 .641 .55556 1.17121 

-

1.9050
7 

3.0161 

Equal 

variances not 

assumed 

  1.458 17.000 .163 .55556 .38111 -.24851 1.3596 

EPPOST 

Equal 

variances 

assumed 

5.297 .034 -.227 18 .823 -.22222 .97991 

-

2.2809

3 

1.8364 

Equal 

variances not 

assumed 

  -.697 17.000 .495 -.22222 .31886 -.89495 .45051 

 

The independent samples t-test was performed to compare post-test scores between the two 

groups across the study variables. 

For PDPPOST, Levene’s test indicated that the assumption of equal variances was not violated 

(F = 0.864, p = 0.365). The results showed no significant difference between the groups (t(18) 

= 0.202, p = 0.842). The mean difference was minimal (M = 0.11), with a confidence interval 

spanning both negative and positive values (–1.04 to 1.27), suggesting no meaningful effect. 

For SCPOST, Levene’s test revealed a violation of the homogeneity of variance assumption (F 

= 7.301, p = 0.015). Under the corrected test (equal variances not assumed), the difference 

between groups was not statistically significant (t(17) = 1.458, p = 0.163). Although the mean 

difference was positive (M = 0.56), the confidence interval (–0.25 to 1.36) included zero, 

indicating that the apparent difference could be due to chance. 

For EPPOST, Levene’s test again showed unequal variances (F = 5.297, p = 0.034). Using the 

adjusted results, no significant difference was found between groups (t(17) = –0.697, p = 

0.495). The mean difference was small (M = –0.22), with the confidence interval (–0.89 to 

0.45) crossing zero, reinforcing the lack of evidence for a true difference. 
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In summary, none of the post-test variables (PDP, SC, or EP) demonstrated significant group 

differences. This suggests that the intervention or grouping condition did not differentially 

affect participants’ outcomes at the post-test stage. 

Analysis of Covariance (ANCOVA) 

Tests of Between-Subjects Effects 

Dependent Variable:   GTRPOST   

Source Type III 

Sum of 

Squares 

df 
Mean 

Square 
F Sig. 

Corrected Model 178.775
a
 68 2.629 28.183 .000 

Intercept 150.013 1 150.013 1608.127 .000 

PDPPRE * PDPPOST * 

SCPRE * SCPOST * 

EPPRE * EPPOST * 

GRTPRE * Firmsiz * exper 

178.775 68 2.629 28.183 .000 

Error 12.220 131 .093   

Total 3383.000 200    

Corrected Total 190.995 199    

a. R Squared = .936 (Adjusted R Squared = .903) 

The analysis of covariance was conducted to determine the combined effect of the predictor 

variables (PDPPRE, PDPPOST, SCPRE, SCPOST, EPPRE, EPPOST, GRTPRE, firm size, and 

experience) on the dependent variable GTRPOST. The overall model was statistically 

significant, F(68, 131) = 28.183, p < 0.001, indicating that the set of predictors jointly 

explained a substantial proportion of the variance in GTRPOST. The model accounted for 

approximately 93.6% of the variance (R² = 0.936, Adjusted R² = 0.903), which reflects a very 

strong explanatory power. The intercept was also significant (F(1, 131) = 1608.127, p < 0.001), 

showing that baseline levels of GTRPOST were substantial even after accounting for 

predictors. Importantly, the full interaction effect of the predictors (PDPPRE * PDPPOST * 

SCPRE * SCPOST * EPPRE * EPPOST * GRTPRE * firm size * experience) was statistically 

significant (F(68, 131) = 28.183, p < 0.001). This suggests that the interplay of pre-test, post-

test measures, firm size, and experience had a strong and meaningful influence on GTRPOST 

outcomes. The error variance was small (MS = 0.093), indicating precise model estimation. 

CONCLUSION 

This study set out to examine the role of customer co-creation in enhancing post-intervention 

growth, using measures such as product development participation, service customization, and 

engagement platforms. The findings revealed that while most variables remained stable across 
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pre- and post-tests, service customization improved significantly, demonstrating the critical role 

of tailored services in driving growth outcomes. The multivariate analysis further confirmed 

that a substantial proportion of the variance in post-intervention growth could be explained by 

the combined effect of pre- and post-intervention co-creation variables, alongside firm 

characteristics such as size and experience. Overall, the study reinforces the notion that 

engaging customers as partners in value creation contributes meaningfully to organizational 

growth. 

Social and Practical Implications 

The results highlight the social value of customer involvement in shaping products and 

services. By recognizing customers not merely as buyers but as collaborators, organizations can 

foster stronger relationships, trust, and loyalty. At a broader level, the evidence suggests that 

co-creation enhances inclusivity in innovation processes, empowering diverse customer groups 

to contribute their lived experiences. This has the potential to build more responsive markets 

and support sustainable socio-economic development, especially in dynamic and competitive 

contexts. 

Implications for Managerial Practice and Policy 

For managers, the findings emphasize that investments in co-creation activities—particularly 

service customization yield measurable benefits in growth outcomes. Firms should therefore 

adopt structured mechanisms such as customer feedback platforms, co-design workshops, and 

digital engagement channels to integrate customer input more systematically. Policymakers can 

support these efforts by promoting innovation policies that encourage collaboration between 

firms and consumers, especially through incentives for SMEs to adopt digital platforms that 

facilitate co-creation. Such measures can stimulate entrepreneurship, competitiveness, and 

economic resilience. 

Implications for Theory Development 

The study contributes to the advancement of Service-Dominant Logic (SDL) and the 

Knowledge-Based View (KBV) by providing empirical evidence that customer input is not 

only valuable but also performance-enhancing. In particular, the results suggest that service 

customization functions as a critical mediating mechanism between customer engagement and 

firm growth. This expands theoretical understanding by showing that value co-creation 

processes can directly shape competitive outcomes, and that post-intervention changes should 

be explicitly modeled in co-creation research. 

Recommendations 

1. Firms should deepen customer participation in product development and innovation to 

translate insights into tangible growth outcomes. 

2. Since service customization significantly improved post-intervention, managers should 

allocate resources to technologies and processes that enable personalization at scale. 

3. Expanding and optimizing digital platforms will ensure ongoing customer 

collaboration, even beyond initial interventions. 
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4. Policymakers should incentivize firms to integrate co-creation practices, particularly 

among SMEs, to enhance market responsiveness. 

5. Scholars should explore longitudinal models of co-creation and growth, considering 

mediators (e.g., customer satisfaction, trust) and moderators (e.g., firm size, industry 

context) to refine theoretical pathways. 

Industry regulators should develop guidelines and frameworks that encourage customer-driven 

innovation, particularly in competitive sectors like telecommunications. 
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