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Abstract: - Digital business ecosystems and platforms have emerged as collaborative tools, but few studies have 

investigated the competitive value that defines winners in the competition among platforms. This study 

examines the effects of experiential fit on identification, cocreation reward, and cocreation-supportive 

behaviours by considering the theories of organisational fluidity, service-dominant logic, and social support. 

Data collected from 1,090 respondents are analysed using AMOS and SPSS. The service-dominant approach is 

incorporated with a dynamic view of individual value fit to explore user identification, rewards, and cocreation 

value. The statistical results reveal that a mobile-based ecosystem may provide value convergence for its users 

(i.e., experiential fit) and thus enable value reservation (i.e., identification), achievement (i.e., cocreation 

reward), and value dissemination (i.e., cocreation-supportive behaviours). This study offers a new dynamic 

approach regarding cocreation-supportive behaviours for the digital business ecosystem literature. 
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1 Introduction 
Business ecosystems are increasingly enabled by 

technological innovation, regulatory changes, and 

competitive business models. Approximately US$60 

trillion of global corporate revenue will have been 

mediated by ecosystem platforms by 2025 [1]. 

Mobile platforms facilitate the spatial exploration of 

potential customers, the entrance of new suppliers, 

and the use of underutilised inventory to minimise 

transaction overheads and maximise customer 

adoption of services. Mobile applications are 

generally commercialised through application 

platforms, which accounted for the majority of the 

global mobile app revenue of over US$365 billion 

in 2018. In 2023, app revenue is expected to exceed 

US$935 billion [2]. Cross-industry business has 

been organised and integrated into mobile platform 

service ecosystems such as those in video game 

consoles, education services, electronic retailing, 

hospitality and transportation services, financial 

services, medical and healthcare services, and 

crowdfunding. Multisided ecosystem mobile 

platforms are designed to generate input resources 

including participation, interaction, experience in 

coproduction, and cocreation of new services and 

outcomes [3, 4]. The delivery and creation of new 

services require stakeholders’ mutual dependence to 

provide value to the ecosystem [5]. Conventionally, 

researchers have conceived of individual firms and 

entrepreneurs as producers (i.e., value initiators) and 

customers as consumers of product and service 

offerings (i.e., value adopters) [6]. Ecosystems, 

which provide a dynamic view of mobile market 

interactions, have been employed for value 

cocreation between firms and consumers by 

eliminating producer–customer boundaries; they 

thus contribute to service innovation [7]. 

Research has suggested that value is cocreated 

by firms and customers [8] and thus becomes a 

cooperative asset for all parties [9, 10]. Cocreation 

research has examined how firms manage their 
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business landscape and mobilise contextual value 

signifiers to communicate with people various 

lifestyles, to direct behaviour, and to shape platform 

services to fit the expected experience [11]. The 

current study focuses on the value created by 

individual consumers. We argue that cocreated 

value generates platform assets in the following 

respects. User flow experience has become 

increasingly critical in ecosystem platform research 

[12], but few studies have investigated experiential 

fit. Experiential fit merits examination because it 

represents the instrumental conduit linking 

identification and cocreation rewards with 

supportive behaviours, which are valuable assets to 

the ecosystem. The aim of this paper is to fill a 

considerable void in the literature by investigating 

the effect of experiential fit on reward, 

identification, and cocreation-supportive 

behaviours. Our work integrates the service-

dominant (SD) logic, social support, and social 

dynamics literature and proposes a framework of 

congruence–conservation and achievement–

dissemination. The study focuses on users and 

customers as focal stakeholders who experience 

ecosystem platforms via mobile applications. How 

users identify with platforms, obtain cocreation 

rewards, and support platform cocreation through 

their supporting behaviour is investigated. 

 

 

2 Literature Review 
2.1 Social Dynamics of Value Fluidity in 

Mobile-Enabled Business Ecosystems  
Mobile information and communication 

technologies (ICTs) have opened up a plethora of 

diverse business prospects. In turbulent times, the 

environment can be complex and fluid due to 

changing geographic, temporal, and structural 

distinctions [13]. Digital platforms are wrapped up 

with the user participation as dynamic members. 

The emphasis on users has however inclined to 

moderate the mechanical, technical and commercial 

impacts that have determined the development of 

digital platform to compoundly and manageably 

varied commercial actors. The development of the 

marketable business and industry participation of 

key platform players leads to the foundation of its 

service ecosystem. Facebook launched commercial 

services through its messenger and now develop its 

cryptocurrency. LinkedIn has increasingly 

prolonged its networking competences to the 

providing of expertise and employing services to 

many firms. TripAdvisor comercilizes traveling 

packages cross the whole trip charge, permitting 

users to evaluate and make comparation of lodging 

or cafeteria information and make their reservation. 

These evolutions of social media players are 

connected with the increasing participation of the 

platform within a grander ecosystem of various 

services. The ecosystem is a definition to denote the 

collaborations and complementarities attained 

between the events, properties or productivities of 

diversified firms [14, 15].The dynamic of rules, 

members, and experiences in online societies is 

known as fluidity and changes continuously. 

Ecosystem fluidity is beneficial to the ability to 

cocreate and build group value [16, 17]. The fluidity 

of technology-based communications and the 

formation of online group associations may be 

associated. Traditional organisations become more 

fluid as a result of digitalisation through Internet-

based platforms. The principle of fluidity also refers 

to the dynamic distribution of value and capital as 

market inputs and outputs [18]. The value identified 

by “passion, time, personality, social 

disembodiment of thoughts, socially undefined 

identities, and transient convergence” flows 

sequentially and rapidly into new shapes [18]. The 

web connects users across geographical and time 

limits, making determining who is in and who is out 

of online groups difficult. Many people in online 

communities go through periods of exit and return, 

which evolve over time. Individual involvement 

varies from being strongly dedicated to a single 

form to engaging in a multitude of forms at varying 

times. Although fluidity can have negative 

consequences such as the lack of a sense of identity 

and effectiveness, which can cause confusion and 

conflict, Faraj et al. [18] argued that fluidity in 

online communities promotes cooperation if the 

group reacts in ways that facilitate engagement. In 

scientific research, the principle of “meaning 

fluidity” has attracted little interest. In theory, the 

flow of value is uncertain and context-based, 

implying that fluidity can be strongly influenced by 

the social and cultural context. Mobile ICTs 

promote teamwork, allow for the fluidity of capital 

and meaning, and enable participant experiences, all 

of which can contribute greatly to the generation of 

creative and successful behaviours.  

The present study suggest that social dynamics 

enable four collaborative functions of an ecosystem. 

The stimulating role’s function enables members to 

take on particular positions that can transform a 

potentially negative scenario into something more 

constructive experience and fit to the context. The 

information conveying function helps stakeholders 

keep all fluid partners up to date on the current state 

of information and identify with the ecosystem. The 
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dynamically changing border’s function may change 

boundaries in ways that prevent or allow users to 

enter and exit the ecosystem-based communities at 

specific times. The more rewards are initatiated, the 

more positive dynamic changes the ecosystem 

enhanced. The fourth function, evolving technology 

affordances, indicates how online ecosystem 

societies iteratively modify the tools they use in 

ways that are influenced by iteratively improved 

social norms and value cocreation. Because of its 

fluidity, these digital platforms assist the online 

world in socially and functionally responding to 

updates, ensuring that the ecosystem community 

does not vanish. Although the fluidityattribute 

provide a positive starting point for understanding 

the relationship between participants in 

nontraditional organisations, further research is 

required to expand and comprehend the preliminary 

research efforts into different forms of ecosystem 

communities.  

 

2.2 Value Cocreation with Customers in 

Mobile-Enabled Business Ecosystems  
Although businesses involve their clients in their 

digital market environment, value cocreation is a 

key term in SD logic [19]. SD logic focuses on the 

operation of operant assets including abilities and 

experience (“those who act upon other resources;” 

[20], pg. 148). Actor-generated structures and 

institutional frameworks coordinate value cocreation 

[7]. The value is facilitated through the digital 

platform, which becomes an essential instrument 

integrating all activities and interactions between 

firms and their contributors in the ecosystem 

network [8, 21]. Participatory experiences in online 

communities contribute to a complex network of 

service sharing those senses and responds within an 

environment governed by agreed-upon rules to 

control the boundary and exchange (Vargo and 

Lusch, 2010, 2016). Individual participants and the 

sponsoring organisation connect and learn from 

each other through online communities. To 

distinguish themselves in a competitive market, 

businesses should plan their platform application as 

a mechanism to provide knowledge and emotional 

support to their clients [22]. Interactions between 

the company and a client can become available to 

all users in an ecosystem digital environment. In an 

online community, harmonious partnerships can be 

established by deciding upon firm and individual 

participant rules. When the company concentrates 

on interactions, it broadens its value enablement 

activities to involve value cocreation with clients. 

For example, ecosystem companies tailor network 

applications to customer needs, allowing these 

applications to send messages of support, care, and 

motivation. Customers should be socialised to the 

market method, which turns them from passive 

beneficiaries of firm value into productive value 

producers [23]. Gensler, Völckner [24] argued that 

digital platforms can become a socialisation 

instrument for consumers, helping them 

communicate with firms and cocreate value in such 

a way that the consumers become supporters of the 

firm. The unique customership and broader 

functionalities of the ecosystem platform shape the 

social dynamism and interaction characteristics of 

customers. Cocreation is more volatile in digital 

businesses than in other businesses. However, a firm 

and its customers are likely to become cocreators if 

they have direct contact [25].  

 

2.3 Individual Experiential Fit to the 

Ecosystem Platform 
Adding weight to boundary resources, platforms 

direct the creativity of ecosystem members to fit as 

value-added personal environment. A new approach 

to value cocreation has been proposed that shifts the 

emphasis away from concrete outputs and toward 

fluidal SD logic [20]. The updated SD logic 

viewpoint [7] defines value cocreation as behaviour 

by several actors (possibly unaware of each other) 

that support each other. The platform thus 

transforms heterogeneous resources into newly 

demanded and valuable assets. In an ecosystem, the 

configuration (including its technical core and 

derivatives) of the digital platform should be aligned 

with the characteristics, core values, attributes, and 

identities of the user base [26]. The configuration is 

the aggregation and alignment of the platform’s 

functional components to generate expected 

performance. The current study proposes that in the 

value creation process, users’ functional and 

emotional experience is determined by how well 

user expectations are met by an online platform, 

with the experience including that of the system, 

information, service, and emotion [27, 28]. A 

functional fit allows the ecosystem that produces 

information, system accuracy, efficiency, 

consistency, and service effectiveness to support 

customers and thereby results in a high-performance 

platform. Experiential fit is determined by the 

expected practices and experiences of information, 

service, system, and emotion, which are proximate 

to actual platform performance [29]. Because of a 

lack of face-to-face collaboration and control, 

dispersion may weaken the connection between 

individuals within an ecosystem [30]. However, 

high-performance platforms can develop customer 

experiences, practices, and levels of activation [30], 
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which influence user identification with the mobile 

platform ecosystem. Therefore, experiential fit with 

a platform’s information, service, and system can 

influence a user’s identification with the ecosystem.  

Hypothesis 1. Individuals with higher levels of 

experiential fit have higher levels of identification 

with the firms in an ecosystem. 

The integration of new resources is precious, 

unique, and nonreplicable. The value of the 

alignment is attributable to the cooperation between 

the service provider and users. Technical and 

emotional attributions can leverage the quality of a 

platform’s information, service, and system, and 

interactions thus result in new cocreated-value-

added derivative assets. The instrumental platform 

offers optionality, flexibility, and privilege for users. 

The more likely that users’ requirements can be met, 

the more likely the users are to obtain considerable 

positive value from cocreation and collaboration 

[31]. Self-organisation, interaction and 

interdependence, coevolution, and development of 

the digital ecosystem have received the most 

research attention. Digital infrastructures and mobile 

technologies, in an organisational sense, may be 

suitable for active people located over  different 

areas and who tend to collaborate to perform 

supportive tasks in a flexibility-oriented system and 

interconnected digital culture [32]. Participatory 

users and firms are connected to a boundary-less 

and less hierarchical network that becomes an 

online fluid ecosystem. Individual users can sense 

and respond to service sharing in a platform that 

operates under arranged-upon regulations to govern 

the sharing application and supporting activities [7, 

33]. Individual participants and firms connect and 

benefit from each other. Interactions between a 

company and its client can become available to all 

users in an ecosystem digital environment. The 

same degree of online community's collaboration 

between members and their peers could be reached, 

which is apparent to the firm. The online ecosystem 

can achieve harmonious partnerships and rewards 

through a consensus between the firm and 

individual members. Therefore, experiential fit to 

the platform is predicted to influence cocreation-

supportive behaviours and cocreation rewards.  

Hypothesis 2. Individuals with higher levels of 

experiential fit exhibit higher levels of cocreation-

supportive behaviours.  

Hypothesis 3. Individuals with higher levels of 

experiential fit experience higher levels of 

cocreation rewards when they participate in projects 

with ecosystem firms.  

2.4 Identification with the Ecosystem Firm            

Sharing-based, heterogeneous, and expanding 

digital platforms are generating a collection of 

human and social categories, affective 

commitments, social ties, and networks that are not 

geographically bounded [34, 35]. A technological 

backbone and derivative assets help platforms 

deliver dynamic value. The ecosystem enables 

collaborative value creation and supportive 

behaviours through the efforts of independent 

ecosystem constituents [14] to interact, influence, 

connect, meet personal needs, and obtain desired 

benefits [5]. This value-added characteristic 

increases the unpredictability of innovative 

contributions to an ecosystem [36, 37] and thus 

provides benefits to individuals, effective 

marketing, and business opportunities. Individuals 

clearly perceive the importance of networking nodes 

and relationships; therefore, they are likely to share 

knowledge (through feedback for improvement and 

innovation), to provide referrals (i.e., introduce new 

customers), and to provide support to others in the 

interactive ecosystem [38, 10]. An individual’s 

contribution to the ecosystem is repeated to the 

extent that the individual feels indebted to the 

ecosystem and thus identifies with it [39, 40]. Thus, 

identification mechanisms can lead to the 

establishment of norms, obligations, and 

contributions to the ecosystem.  

Hypothesis 4. An individual’s level of identification 

with an ecosystem firm is positively related to the 

levels of their cocreation-supportive behaviours. 

 

2.5 Cocreation Reward for a Cocreated Project 

with the Ecosystem Firm  

Socially constructed open platforms have 

specialised tools for economic exchange [20] and 

value cocreation between firms, external parties, and 

other users in the ecosystem. Service providers are 

contributors who support consumers or other 

individuals to engage in purchasing, to achieve 

goals, and to satisfy demand [10]. Traditionally, 

value has been viewed as being created and 

transmitted by firms. The present study argues for a 

different perspective of value as being customer-

centric and cocreated by service providers and 

individuals [20]. Cocreation can be defined as joint 

activity between service providers and individuals 

that involves role exchange, resource alignment, and 

value identification [25]. Customersincreasingly 

perform tasks that traditionally were performed by 

firm employees, and ecosystems increasingly 

involve individuals in service cocreation and 

delivery [41, 42]. The rewards of the value creation 
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include components such as meaningfulness, 

collaboration, contribution, recognition, and 

affective response. Meaningfulness is the extent to 

which the service’s importance and worth is 

expected to increase as a result of the cocreation 

process [43]. Furthermore, individuals seek 

inspiration, authenticity, belonging, specific value, 

and purpose [44]. Reward from collaboration 

emerges from the alliance of shared awareness, 

common vision, reciprocal relationships, and 

functional interdependence [6] to create value, 

which leads to improvement of both user experience 

and firm performance [45]. Studies have suggested 

that the value produced through cocreation may 

generate platform cocreation-supportive behaviour 

[46, 40]. 

Hypothesis 5. Individuals who experience high 

levels of cocreation reward exhibit high levels of 

cocreation-supportive behaviour.  

 

 
Fig.1: Conceptual framework 

 

 

3 Methodology 
3.1 Survey Respondents 

Vietnamese college students and US Amazon 

Mechanical Turk (Mturk) workers are selected as 

respondents. A screening question was used to 

target the sample respondents, who had to have 

participated in a popular ecosystem using a mobile 

app of Amazon, Uber, Lyft, Netflix, Tiki, Shopee, 

Lazada, or Grab.  

Convenience sampling was used for data 

collection because the authors are instructors in the 

respondents’ university. A total of 520 valid 

Vietnamese responses were collected. In addition to 

the Vietnamese students, 609 responses from 

workers at MTurk, a crowdsourcing marketplace 

with a diverse and flexible workforce, were 

collected. Finally, a total of 1,090 valid responses 

(i.e., 497 from the Vietnamese students and 593 

from MTurk workers) remained for data analysis.  

 

3.2 Survey Measurement  

The construct items are adapted from prior studies 

and modified to conform to the context. The survey 

items are measured using a 7-point Likert scale in 

which 1 indicated “strongly disagree” and 7 

“strongly agree.” Experiential fit is measured using 

items adopted from the information system success 

model [47]. The dimension of emotion is added, as 

suggested in a prior study [48]. Identification with a 

social category creates social and psychological ties 

among individuals and organisations [34, 35]. [49]) 

illustrated a concept of identification that is induced 

by group interdependence through a joint task, goal, 

or reward. Although our study adopts general 

identification [49], we create a single-item scale for 

the purpose of separating the concept from rewards, 

achievement, and supportive activities. Individuals, 

including platform members and customers, are 

driven to actively exchange knowledge and to 

interact through links and postings and therefore 

maintain the ecosystem community [50] and 

increase the contribution behaviours of others [51] 

This is the dimension of cocreation-supportive 

behaviours that has been developed in prior studies 

[52-54]. Cocreation reward is measured using items 

adopted from Busser and Shulga [55]. The 

respondents are instructed to assume that they are 

invited to participate in a fictional project conducted 

by the ecosystem. The survey introduces them to the 

hypothetical project as follows to verify that they 

are aware with the notion of cocreation rewards: 

Assume you've been recruited to collaborate on a 

project by the ecosystem company mentioned 

before. To advertise its new cashless service, the 

project entails cocreation of content in the form of a 

marketing video clip. What words would you use to 

characterize this experience? 

 

3.3 Structural Equation Modelling 

SPSS and AMOS version 22 are used to analyse the 

data. We combine the two samples in the data 

analysis. First, both samples consist of active digital 

business users who had experience of ecosystem 

business platforms and therefore were likely to be 

able to generate cocreation-related behaviours. 

Second, most of the proposed research constructs 

are related to and relevant for both samples. The 

combined sample would benefit the generalisability 

of the findings. Business ecosystems include diverse 

people whose demographic profiles may vary. 

Third, the samples both have respondents who were 

similarly open to popular digital platforms. 

 

 

4 Data Analysis and Results 
4.1 Descriptive Statistics and Measurement 

Model-Confirmatory Factor Analysis  
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The results reveal adequate qualification and 

validity for further testing (Table 1). The 

standardised indicator loadings are suggested to be 

higher than 0.60 [56]. Three general indicators—

composite reliability (CR), average variance 

extracted (AVE), and Cronbach’s alpha—are used 

to measure construct reliability and convergent 

validity [57]. CR should be equal to or greater than 

0.70 [58]. The AVE should be greater than 0.50 

[59], and Cronbach’s alpha should meet the 0.70 

threshold [60]. 

 

Table 1. Description, reliability, and discriminant 

validity 

Construct 

items 

Factor 

loadings 
AVE CR 

Cronbach 

Alpha 

Experiential fit 0.544 0.722 0.804 

EF1 0.756 

   EF2 0.758 

   EF3 0.774 

   EF4 0.656       

Identification 

   ID1 0.74       

Cocreation-supportive 

behaviors 
0.502 0.717 0.822 

SB1 0.763 

   SB2 0.781 

   SB3 0.767 

   SB4 0.687 

   SB5 0.607       

Cocreation reward  0.641 0.851 0.886 

CR1 0.793 

   CR2 0.869 

   CR3 0.893 

   CR4 0.784 

   CR5 0.638       

Note: Cronbach’s alpha and CR are not provided for 

single-indicator constructs. 

 

Common measures—namely the ratio of χ2 

statistics to the degree of freedom (df), comparative 

fit index (CFI), goodness-of-fit index (GFI), 

adjusted goodness-of-fit index (AGFI), normed fit 

index (NFI), incremental fit index (IFI), Tucker–

Lewis index (TLI), standardised root mean squared 

residual (SRMR), and root mean square error of 

approximation (RMSEA)—are used to evaluate the 

measurement model’s goodness of fit. The 

confirmatory factor analysis results indicate 

significant convergent validity of all estimated 

factor loadings. The χ2 is 1175.51, and the df is 266 

(p < 0.001); moreover, χ2/df is 4.419, which is 

acceptable. The CFI is 0.935, the GFI is 0.911, and 

the NFI is 0.918, all greater than the suggested 

threshold level of 0.9. The RMSEA is 0.056, thus 

less than 0.1 [61] as suggested by [62]. The SRMR 

is 0.047, less than 0.1 as suggested by [63]. All the 

measures indicate the model’s acceptability. 

 

Table 2. Pearson correlation coefficients 

 
Note: *p < 0.05, ** p < 0.01, SD = standard 

deviation, Usehrs = hours of app usage per week, 

ExFit = experiential fit, Iden = identification, CoRe 

= cocreation reward, SupCo = cocreation-supportive 

behaviours. The square root of the AVE is in 

parentheses. The numbers in parentheses are all 

higher than the corresponding off-diagonal 

elements. 

 

4.2 Common Method Variance 

Because a cross-sectional survey method is used, we 

select two indicators to test for common method 

variance (CMV) and ensure data validity and 

quality. To examine the CMV, Harman’s one-factor 

test is applied. The Harman’s strategy for 

identifying CMV suggests that if a single 

component or a generic factor emerges as 

accounting for the bulk of the covariance among the 

measures, it is inferred that there is a significant 

degree of common method variation. The results 

reveal that the first construct accounts for only 

20.95% of the variance, indicating that common 

method bias is unlikely to be a concern [64]. In 

addition, the Pearson correlation matrix was 

employed to identify strongly correlated factors 

[65]. CMV is a concern when an uncommonly 

strong correlation is found (r > 0.9, other than 

square root of the AVE). The correlation analysis 

results in the correlation table do not report such an 

incident. Our data are concluded to be relatively 

robust against CMV. 

 

4.3 Structural Model and Path Coefficient 

Analysis  

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2021.18.107 My-Trinh Bui, Don Jyh-Fu Jeng, Thi Mai Le

E-ISSN: 2224-2899 1142 Volume 18, 2021



We perform structural equation modeling (SEM) 

using AMOS 22 to generate the coefficients in our 

research framework. Structural equation modeling is 

a multivariate data analysis approach for analyzing 

structural connections. The structural connection 

between measured variables and latent constructs is 

examined using this approach, which combines 

component analysis and multiple regression 

analysis. The overall model fit is adequate (χ2 = 

391.384, df = 100, p = 0.000, χ2/df = 3.914, SRMR 

= 0.040, GFI = 0.956, NFI = 0.952, CFI = 0.964, 

and RMSEA = 0.052). The framework-fit indicators 

surpass the acceptable levels and represent a fit to 

the data [61, 63, 62]. 

Experiential fit explains 35% of the variance in 

identification and 47.3% of that in cocreation 

reward. Identification and cocreation reward explain 

79.8% of the variance in platform cocreation-

supportive behaviours. The relationships of 

experiential fit with identification (β = 0.592, t = 

6.279, p = 0.000), cocreation reward (β = 0.688, t = 

11.488, p = 0.000), and supportive behaviours (β = 

0.419, t = 6.667, p = 0.000) are positive and 

significant, as is the relationship between 

identification and supportive behaviours (β = 0.162, 

t = 6.667, p = 0.000) and that between cocreation 

reward and supportive behaviours (β = 0.441, t = 

6.667, p = 0.000). Thus, H1, H2, and H3 are 

supported. According to these results, identification 

increases the levels of cocreation-supportive 

behaviours (β = 0.100, t = 3.541, p = 0.000), as does 

cocreation reward (β = 0.422, t = 11.552, p = 0.000). 

Thus, H4 and H5 are supported.  

 

 
Fig.2: Summary of SEM paths. 

 

 

 

 

5 Data Analysis and Results 
Despite growing interest in ecosystems, the lack of 

studies on how individual experiential fit influences 

ecosystem platform cocreation indicates a need for 

more research. To more thoroughly understand how 

the individual dynamics of mobile apps affect 

cocreation-supportive behaviours, we develop and 

test a process model by including sequential 

mediators. We integrate recent organisational 

fluidity research and theories regarding value 

congruence (i.e., experiential fit), value reservation 

and achievement (i.e., cocreation reward, 

identification), and value dissemination (i.e., 

cocreation-supportive behaviours). This service-

focused study conceptualises a service as value 

creation and delivery through the application of 

expertise and knowledge to support other parties. 

The ecosystem is the service integration of value 

and resources. Ecosystem dynamics mobilise the 

implicit value, fit it to user experience, and reserve, 

and deliver it to actors, users, and audiences. 

Organised on the ecosystem platform, business 

activities enhance the flexible combination of 

resources and value to create new assets that are the 

sources of innovation [6]. Our study reveals that the 

compatibility of user expectations with platform 

experience helps develop design quality, and it 

predicts identification, cocreation rewards, and 

supportive behaviours and thus improves the 

sustainability of firms in the ecosystem [55, 66, 30]. 

In particular, experiential fit, identification, and 

cocreation reward successfully form the mechanism 

in the setting of ecosystem cocreation value. 

 

 

6 Conclusions, Implications, and 

Future research 
6.1 Theoretical Implications  

This study sheds lights to the literature on business 

SD enabling fluidity and supportive activities in 

several aspects. It uncovers the connection between 

ecosystem suitable functionalities and fluidity. The 

study was inspired by the idea that better 

understanding of this phenomenon would help 

people, communities, companies, and society as a 

whole foster successful, supportive ecosystem.  

First, this study suggests a focus on the design 

of platform experience in response to user 

expectations in the modern digital age. Specifically, 

the design of a mobile-based app platform for 

experimenting with big data should meet customer 

expectations, favourably forecast market trends, and 

improve business efficiency. Empowered by the 

growth of ecosystem platforms and consumer 

dynamics, the mechanisms underlying smartphone 

apps should ensure that users’ expectations of their 

experience converge with platform technical tasks to 

strengthen a business’s market position. 

Information, service, and system experience can 

conform to prevailing and unique individual 
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lifestyles and preferences. A high degree of fluidity 

between the tasks and functional experiences of 

platform users can encourage unique, unstructured 

characteristics. 

Second, our study decodes value dissemination 

to obtain supportive behaviours through cocreation 

rewards in the ecosystem. Value dissemination is 

driven by platform identification (and thus is 

connected, cohesive, strongly tied, and secured) and 

project-based cocreation rewards (as defined by 

meaningfulness, contribution, collaboration, affect, 

and recognition). We contribute a novel clarification 

of the notable effects of identification and 

cocreation rewards on an ecosystem firm’s 

cocreation.  

This study empirically confirms identification 

and cocreation reward as significant predictors of 

platform cocreation-supportive behaviours. Value is 

embedded in the form of data that can be leveraged 

by both the demand and supply sides. The promise 

of value achievement (cocreation reward) and value 

reservation (identification) may encourage users and 

customers to contribute to ecosystem services. 

Remarkably, the experiential fit–cocreation reward 

relationship rather than the experiential fit–

identification relationship plays a critical role in 

mediating the relationship between user mobility-

supportive behaviours for platform cocreation. 

When using digital platforms, customers raise their 

reward consciousness rather than their 

belongingness because of the fluid value of the 

cocreation progress. Studies have revealed that 

consumers are value consumption beneficiaries [67] 

and value integrators [5]. Our study redefines the 

concept of the platform consumer as a value 

producer given their ability to achieve, reserve, and 

disseminate value and to maintain sustainable 

ecosystem cocreation. These attributes require a 

focus on user and customer motivation to become 

value producers. 

 

6.2 Managerial Implications  

In the landscape of a business ecosystem, firms may 

not play the same role they play in traditional 

markets. The journey with end users and customers 

is dependent on highly experiential fit and discrete 

value compositions related to the ecosystem 

platform. New mobility strategies consider users as 

a source of an enormous amount of cocreation 

diverse data. Digital platform administrators may 

take advantage of user-generated big data to develop 

dominant value-capturing instruments for the entire 

ecosystem [68]. Mobile Information 

Communication Technology (ICTs) capabilities 

allow mobile devices to blend effortlessly into the 

human community, rather than forcing people into a 

virtual universe of machines and technology. 

Interoperability is vital to maximising the 

advantages of mobile ICTs. 

First, the results of this study can help 

managers formulate strategies to improve the quality 

of their firm’s cocreation projects with ecosystem 

platform partners. The fluidity of mobile ecosystems 

enables organisational support of cocreation 

activities. The conception of the coexistence of 

close identification and flexible rewards in effort 

empowered by mobile ICTs can be insightful when 

scheming and applying mobile technologies and 

organising the users. For example, common goals 

and interdependencies among users, microproviders, 

and platform firms should expand and generate new 

value for the ecosystem’s operations, and the 

uniqueness of user experiences can serve as a 

critical driver of platform dynamics for improved 

processes. 

Second, our study proposes increased effort and 

investment in open innovation of ecosystem 

platforms of encouraging cocreation. If 

contemporary ecosystem firms are designing 

activities, in terms of appropriate (fluid) incentives, 

identification, and the supporting team, this study 

provides an operation plan of what the firms should 

use and what activities should be suitable so that 

capabilities are enhanced. Platform applications can 

effortlessly blend into human lifestyles if the 

ecosystem firms have those capabilities. Thus, 

ecosystem participants may have the motivation to 

increase their dynamic capability and to engage with 

new partners for cocreation and innovation, thus 

moving beyond traditional research and 

development. For example, Grab Reward program 

involves increasing its users and customers and 

thereby boosts supportive behaviours. Grab, one of 

the Southeast Asia's ecosystem mobile network, 

unveiled GrabRewards program as well as new 

collaborations with their customers to gain new 

creation. From experiencing different services 

including delivery and transportation, Grab attracted 

customers to their rewards which iniatives their 

customer to produce a video with the purpose of 

spreading new word-of-mouth and advertising 

messages. Between the two predictors of cocreation-

based identification and rewards, cocreation reward 

more accurately forecasts cocreation-supportive 

behaviours, sustainable development, and other 

contributions of ecosystem firms than identification 

does. Specifically, as a big data and machine 

learning method [69, 70] to enhance the consumer 

cocreation behaviors, beyond the loyalty and 

identity with the ecosystem, reward programs 
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should be developed to include a variety of 

experiential incentives. 

 

6.3 Research Limitations and Future Work   

Our study has restrictions that should be addressed 

in future research. First, in Vietnam, the study only 

examines students. Vietnam is an emerging country 

and is characterised by its middle-income status, 

young population, fast-growing economy, and rapid 

demographic and social changes. Future studies 

should consider different contexts and cultures to 

diversify the scope of research and develop 

improved ecosystem strategies. Second, the use of 

single-dimensional identification as a measure for 

value reservation has some limitations because it 

was originally developed for community settings. 

However, identification is a widely used measure 

for online services and businesses, and the results 

reveal its significant mediating role in the model. 

Finally, future studies could examine cocreation 

activities in different settings of business ecosystem 

platforms that have various technological 

capabilities. We limit our investigation to the 

context of ecosystem platforms and the individual 

level. However, the notion of the ecosystem 

platform can also be used to discuss multiple 

industries and socioeconomic activities such as 

social media, health, and finance. In light of fluidity 

theory, SD logic, and the social support perspective, 

further studies can compare different settings related 

to digital business ecosystems with regard to 

problems related to fit, identification, and reward. 
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