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Abstract: The concept of value co-creation brings about changes in tourists’ roles from value receivers
to producers. Most existing studies take value co-creation behavior as a single dimension, ignoring
the role switching of tourists. Starting from the precise constitution of value co-creation behavior, this
paper, utilizing the method of structural equation modeling (SEM), discusses the mechanism of the
effects of tourist participation behavior and citizenship behavior on destination loyalty through each
sub-dimension of perceived value. The results showed the following: (1) The participation behavior
(in-role) and citizenship behavior (extra-role) of tourists affect different value dimensions. (2) The
value co-created by tourists presents a hierarchical state from the primary to the higher level. Among
the types of value, novelty and social value belong to the primary level while quality, economic,
knowledge, and emotional value belong to the higher level. (3) Destination loyalty is driven not only
by tourist behavior (in-role) but also by citizenship behavior (extra-role). Based on the perspective of
role switching, this paper establishes the theoretical framework of role switching in the era of value
co-creation and proposes some strategic suggestions for marketing transformation.

Keywords: value co-creation; role switching; perceived value; destination loyalty

1. Introduction

In the highly interactive tourism industry, tourists are important partners and allies
of destinations. Value can be generated from the interactions between tourism service
providers and tourists [1]. Unique or tailored visitor experiences can be designed in the
process of value co-creation, leading to higher loyalty [2,3]. Increasingly more attention
has been given to value co-creation behavior in tourism activities [4–6]. Current studies
have focused on the antecedents and consequences of value co-creation behavior [1,7] and
how and why customers engage in the value co-creation process [5].

However, the core role of travelers in value co-creation has been changing, which is
due to the transformation of travelers from value receivers to value creators. In order to ac-
complish successful value co-creation, tourists generate necessary participation behaviors
(in-role) and nonessential citizenship behaviors (extra-role) that create extraordinary value
for destinations [8]. This is actually the result of travelers switching between in and out of
the roles of “tourists”. Existing research has focused on the multi-dimensional character-
istics of customer value co-creation behavior and divided it into customer participation
behavior and customer citizenship behavior [8]. However, most studies consider it as a
single dimension when discussing the subsequent causality of value co-creation behav-
ior [9,10], or focusing only on the role of “tourist”, with various analyses and discussions
of participation behavior [1,11], ignoring the role switching that took place. Moreover, in
practice, most destination organizations fix travelers in the role of “tourists”, paying little
attention to the different benefit perceptions brought about by role switching and ignor-
ing the possibility that tourists may have different criteria for evaluating the interaction
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experience when they are in different roles. Therefore, there is a gap between research
and practice in understanding the role of travelers. To bridge this gap, this study divides
the value co-creation behavior into tourist participation behavior and tourist citizenship
behavior based on the theory of role switching, and takes them as independent variables to
distinguish the difference in the impact of the two types of behaviors in value co-creation,
to provide recommended strategies for destination management.

Destination organizations mostly focus on the entertainment and quality of activities
when conducting value co-creation practices, ignoring the changes in tourists’ behavior
caused by the widespread application of social software [12,13]. Multilevel and diversified
needs such as social, emotional, and intellectual needs are emerging. Which value is
more important to contemporary travelers? Which value’s demand satisfaction leads to
destination loyalty? To answer these questions, this paper takes each subdivided dimension
of perceived value as a mediating variable between the two types of value co-creation
behavior and destination loyalty, to accurately grasp the differences in the impacts of the
subdivided values on destination loyalty.

In summary, the context of role switching is of great value. Clarifying how tourists
co-create value when playing different roles can enhance their dependence and loyalty to
the destination. Therefore, out of consideration of both theoretical and practical factors,
this paper starts from the perspective of the role switching of tourists, and further bridges
the gap between research and practice by analyzing the process of value co-creation in the
travel process and its results. Drawing on previous research, this paper constructs and
tests a model that aims to answer the following questions:

RQ1: What impact does role switching perspective have in the value creation process?
RQ2: Which type of perceived value is the dominant cause of destination loyalty?
RQ3: Does interpreting destination loyalty need a new mechanism when considering
role switching?

By answering these questions, this study will contribute to the existing studies on value
co-creation and destination loyalty in several ways and understanding how travelers co-
create value when playing different roles. Furthermore, this study extends the application
of social drama theory and social exchange theory in the tourism field, responding to the
assertion that the co-creation literature tends to be non-theoretical [14].

The structure of the remainder of this paper is as follows. Section 2 provides a
literature review of value co-creation, perceived value and destination loyalty. Section 3
explains the survey design and research methodology. Section 4 introduces the research
results. Section 5 discusses the results and conclusions. Section 6 summarizes and proposes
theoretical contributions and managerial implications, as well as the limitations of the
study and future research prospects.

2. Literature Review and Hypothesis Development
2.1. Value Co-Creation

The concept of value co-creation was first proposed by Normann and Ramirez (1993)
who believed that the interaction between enterprises and customers is the basis of value
creation [15]. Since then, value co-creation has been defined as the value creation process
between enterprises and customers [16], which has been widely recognized by numerous
scholars [16,17]. Value co-creation has been subdivided into many dimensions. Randall
et al. (2011) proposed three dimensions of value co-creation: connection, trust and commit-
ment [18]. Neghina et al. (2015) proposed six dimensions: individualizing joint actions,
relating joint actions, empowering joint actions, ethical joint actions, developmental joint
actions and concerted joint actions [19]. Ranjan (2016) raised two dimensions: coproduction
and value-in-use. The above studies provide superficial divisions of value co-creation
based on the perspectives of expression and value production processes [20].

Some scholars have focused on the influence of role ambiguity on value co-creation
behavior and proposed two new dimensions, customer participation behavior (in-role)
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and customer citizenship behavior (extra-role) [8,21], which stress the effects on different
customer roles in value co-creation activities.

Customer participation behavior indicates that customers participate in the value
creation process and successfully create services [22], which occurs through the experience
of customers interacting with a focal object (e.g., company or brand) by playing a variety
of roles [23,24]. Customer citizenship behavior is voluntary behavior beyond the role
required for customers to provide services, such as helping other customers or providing
valuable feedback to enterprises [25]. It focuses on customers’ benevolent behaviors,
which are consistent with the plans of the firm and the demands of the provider [26]. In
contrast, customer participation refers to enforceable or explicitly required role behavior
while customer citizenship refers to voluntary or unspecified behavior that benefits the
business and exceeds the role expectations of the customer [27]. Customer participation
behavior includes four indicators, including information seeking, information sharing,
responsible behavior and personal interaction; and customer citizenship behavior includes
four indicators, including feedback, advocacy, helping and tolerance [8]; which are widely
recognized by follow-up studies of value co-creation [13,28,29].

2.2. Perceived Value

The concept of perceived value is derived from consumer behavior theory [30]. Per-
ceived value usually refers to a consumer’s overall assessment of the utility of a product
based on the perception of received and given products in marketing [31]. Perceived
value can be regarded as the subjective utility judgment of tourists on the “expenses” and
“benefits” brought about by travel behavior when extending the concept to the field of
service products. That is, whether the behavior is economical or not and whether it can
bring the expected material and spiritual benefits are important [32].

The measurement dimensions of perceived value are not uniform due to the dif-
ferences in the attributes and performances of tourist destinations, tourists’ desires and
expectations [33]. Prebensen (2017) developed a six-dimensional scale including qual-
ity value, economic value, novelty value, knowledge value, emotional value, and social
value [34], which is widely used in tourism researches [3,11,35]. Quality value refers to
tourists’ perception of the quality of products or services [36,37]; economic value refers to
tourists’ perception of the value of the return [38]; novelty value is the value characteristics
that tourists obtain from a product or service that are surprising and fresh [39]; knowledge
value means that a tourist can learn from a product or the service, satisfying their thirst for
knowledge [36]; emotional value is the emotional utility that tourists derive from a product
or service, such as the pleasure and emotional satisfaction of a travel experience [36,40];
and social value is the equivalent utility of a traveler’s social identity from a product or
service and the enhancement of the traveler’s self-image [41]. Perceived value is the core
medium of revisit intention and recommendation intention [42]. The higher the perceived
value is, the stronger the revisit intention [43].

2.3. Destination Loyalty

Destination loyalty, which is the overall recognition of the products, services and
atmosphere provided by a tourist destination, stems from the concept of brand loyalty
in the field of marketing [44,45]. In the field of marketing research, Day (1976) first pro-
posed brand loyalty, which mainly includes two aspects: behavior loyalty and attitude
loyalty [46]. Based on this, destination loyalty is manifested in the behavior of tourists’
repeated visits to destinations and in the attitudes of tourists’ revisit intention and rec-
ommendation intention [47]. Jacoby and Chestnut (1978) earlier grouped measures of
destination loyalty into behavioral loyalty, attitudinal loyalty [48], and composite loyalty
while Yoon and Uysal (2005) argued that the composite approach had limitations in that
not all weighted or quantitative scores are suitable [49]. Tourists are less likely to revisit
a destination in the short term, so using behavioral loyalty in practice is not a sufficient
measure of destination loyalty [50,51]. Therefore, this study mainly uses attitudinal loyalty
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as a dimension to measure destination loyalty. Destination loyalty is seen as a key deter-
minant of a destination’s sustainability [51,52] and an important strategy for competing
in the market [53]. Measuring tourist loyalty is critical to understanding the success of
a particular destination [54]. Tourists with high destination loyalty are likely not only to
revisit destinations, but also to recommend them to acquaintances, ultimately helping
tourism stakeholders reduce the marketing costs to attract tourists [55].

2.4. Value Co-Creation Behavior and Perceived Value

In the researches on the relationship between value co-creation behavior and perceived
value, many scholars have found that value co-creation behavior has a significant positive
impact on customer perceived value. That is, customers can obtain a unique consumption
experience on the basis of satisfying their demand through co-creation, thus enhancing
perceived value [3,34,56,57]. Some studies have explored the relationship among customer
participation behavior, customer citizenship behavior and perceived value.

Customer participation behavior helps provide more intangible psychosocial benefits,
such as opportunities for self-presentation, attention from others, and status perception or
increase the sense of social support, such as self-acceptance, social integration, and belong-
ing [58,59]. These psychosocial benefits and the sense of social support satisfy customers’
demand for social value. In addition, by actively participating in the service, customers can
directly invest resources to shape the brand consumption experience they seek and create a
higher level of customization, thus there are more opportunities to obtain a higher level of
quality and economic value. Moreover, a greater sense of control over the service process
and the final result enables customers to experience emotional value such as pleasure and
enjoyment [60]. Customer citizenship behavior, such as the opportunity for tourists to help
other like-minded tourists and show empathy to others, will enhance the hedonic and
aesthetic aspects of tourists’ perception of experience value [3]. The above studies are less
likely to examine the effects of the sub-dimensions of co-creation behavior on perceived
value based on the analysis of the tourism context [61,62], and there are relatively few
studies on the linkage between citizenship behavior and perceived value. In fact, it is of
great significance for destination management and marketing innovation to identify the
differences in the impact of each sub-dimension of value co-creation behavior on each
sub-dimension of perceived value. Therefore, the following hypotheses are proposed in
this study:

Hypothesis 1 (H1) : The tourism participation behavior of travelers has a significant positive effect
on the sub-dimensions of perceived value, namely, quality value, economic value, novelty value,
knowledge value, emotional value and social value.

Hypothesis 2 (H2) : The tourism citizenship behavior of travelers has a significant positive effect
on the sub-dimensions of perceived value, namely, quality value, economic value, novelty value,
knowledge value, emotional value and social value.

2.5. Perceived Value and Destination Loyalty

In studies of the relationship between perceived value and destination loyalty, nu-
merous scholars have found that the perceived value of tourists has a significant positive
impact on their destination loyalty. That is, the higher the tourists’ perceived value of
a destination, the greater their willingness to revisit and recommend the destination to
others [50,63–65].

The emotional bond developed by residents and tourists enhances tourists’ perception
of the emotional value of the destination, which makes them more likely to come back
here in the future and is keen to recommend it as a tourist destination [45]. In addition,
tourists’ positive perception of destination quality components, that is, the perception of
quality value will positively influence their intention of revisiting and recommending in
the future [66]. As for products that reflect customer needs and of good quality, and a com-
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fortable and welcoming shopping environment enhances customers’ perceived economic
value, which leads to repeat purchases [67]. In general, the more valuable tourists perceive
their travel experience at the destination, the higher their satisfaction with the destination
and the higher their willingness to revisit and recommend it [68]. Tourists visiting Xi’an
can enjoy the heritage of the “Natural History Museum” and experience the folk customs of
the “Oriental Empire” and the diverse customs of the “Seven Temples and Thirteen lanes”,
which represent the characteristic culture and customs of the Hui nationality in Xi’an. They
can satisfy tourists’ needs at different levels and form a multifaceted perception of quality,
economy, novelty, knowledge, emotion, and society. The promotion of this sense of value
will encourage tourists to be willing to recommend the destination to others. Therefore, the
following hypothesis is proposed in this study:

Hypothesis 3 (H3) : The perceived value of tourists significantly positively affects their destination
loyalty. In other words, quality value, economic value, novelty value, knowledge value, emotional
value and social value have positive effects on destination loyalty.

2.6. Value Co-Creation Behavior, Perceived Value, and Destination Loyalty

In the relationship between value co-creation behavior, perceived value and destina-
tion loyalty, several scholars have confirmed that value co-creation behavior significantly
positively affects loyalty [10,69–71]. Customer participation can lead to a more favorable
attitude towards the product, company, or brand through strong and lasting psychological
connections and interactive brand experiences other than purchases, leading to loyalty to
entities and enhancing purchasing decisions. In other words, customer participation is a
positive driver of loyalty, and highly engaged consumers generate significant travel brand
loyalty [72–75]. Some scholars pointed out that participation itself may not directly lead to
customer loyalty, but the diversified customer value created by customers in the process of
participation is the source of customers’ pleasant experience and the critical factor affecting
customer loyalty [76,77]. Therefore, this study takes perceived value as a mediating vari-
able to explore the mechanism of the effect of value co-creation behavior on loyalty. That
is, through value co-creation activities, customers’ needs are satisfied to a higher degree
with a higher evaluation of services and products and a stronger willingness to revisit and
recommend a destination to others [78–80]. The following hypotheses are proposed:

Hypothesis 4 (H4) : The sub-dimensions of perceived value significantly mediate the relationship
between tourists’ participation behavior and destination loyalty.

Hypothesis 5 (H5) : The sub-dimensions of perceived value significantly mediate the relationship
between tourist citizenship behavior and destination loyalty.

A summary of the research framework is presented in Figure 1.
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Figure 1. Research framework.

3. Methodology
3.1. Study Area

Located in central China, Xi’an is the capital of Shanxi Province in China. The city
has a history of more than 3100 years and is one of the four ancient capitals of China. It is
the capital of the most important dynasties in Chinese history, including the Zhou, Qin,
Han, Sui, and Tang dynasties. Xi’an is also one of the important birthplaces of Chinese
civilization and the Chinese nation. The city is home to many cultural heritages and was
designated as a “World Historic City” by the United Nations Educational, Scientific and
Cultural Organization in 1981.

In this study, Xi’an, as the only Chinese city ranked among the world’s top 10 an-
cient capitals, is chosen as a case study of these issues. Xi’an has changed its traditional
appearance of being old and dusty by using novel interactive forms such as “throwing
bowl liquor” (visitors raise a bowl full of liquor, drink the liquor in one gulp and then
slam the bowl upside down, symbolizing peace and good luck) and the “tumbler girl” to
activate historical figures and stimulate the participation of tourists. With the promotion
of social media, Xi’an became one of the top 10 cities in 2019 in terms of the combined
index of tourism popularity, tourism attraction, tourism development benefits and tourism
marketing spread [81]. This interactive innovation model makes Xi’an suitable for our
research. The exact location of the study area is shown in Figure 2.
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Figure 2. Research site. (a) Xi’an’s location in China, (b) Xi’an, (c) Hui Min Street, Tang Sleepless Town and Giant Wild
Goose Pagoda.

3.2. Sampling

This investigation was conducted in Xi’an from 28 March to 1 April 2019. The research
team consisted of two professors and seven graduate students, and the investigators were
trained. The whole investigation process is anonymous and only used for academic re-
search. To ensure the randomness of samples, questionnaires were randomly distributed
in Hui Min Street, Tang Sleepless Town, Giant Wild Goose Pagoda, and other places by
convenient sampling method. To ensure that the respondents are tourists, the investigators
first put forward such questions, “Are you here to travel in Xi’an?” We only send ques-
tionnaires to tourists. Second, when respondents were completing the questionnaire, we
did not express any personal feelings to the respondents to ensure the objectivity of the
content. We also prevented the respondents from discussing their responses with each
other to ensure the authenticity and validity of the survey.

In order to ensure the randomization of the sampling, first, the questionnaire was
randomly distributed in many locations, such as Hui Min Street, Tang Sleepless Town,
Giant Wild Goose Pagoda, etc. Third, in the questionnaire preparation process, reverse
items were established to exclude invalid questionnaires. A total of 300 questionnaires
were distributed in this investigation, and the effective recovery rate was 80.33%. Loehlin
(1992) proposed that the number of recovered samples should be more than 200 in order to
obtain a stable outcome [82]. The number of samples used in this study can satisfactorily
meet the research needs. The exact composition of the sample is shown in Table 1.



J. Theor. Appl. Electron. Commer. Res. 2021, 16 1812

Table 1. Descriptive statistics.

Number Percent
(%) Number Percent

(%) Number Percent
(%)

Sex Age Travel companions Multiple
Choice

Male 120 49.8 18 or below 19 7.9 Traveling alone 16 6.6
Female 121 50.2 19–24 127 52.7 Family 67 27.8

Education 25–35 72 29.9 Friend/partner 115 47.7
High school or below 34 14.1 36–45 12 5.0 Colleagues 22 9.1

Junior college 67 27.8 46–60 8 3.3 Others 21 8.7

Bachelor’s 122 50.6 60 or above 3 1.2 Place of Residence

Master’s or above 18 7.5 Career Shaanxi 95 39.4

Monthly Income
(yuan) Professionals 22 9.1 Gansu 18 7.5

5000 or less 158 65.6 CS or SEE 19 7.9 Shanxi 15 6.2
5001–8000 44 18.3 PFCE 44 18.3 Henan 13 5.4

8001–10,000 26 10.8 SE 21 8.7 Shandong 12 5.0
10,000 or above 13 5.4 Student 111 46.1 Sichuan 10 4.1

Number of trips to
Xi’an Others 24 10.0 Guangdong 9 3.7

1 79 32.8 Hebei 8 3.3
2 or 3 50 20.7 Chongqing 8 3.3

More than 3 112 46.5 Others 53 22.0

Note: CS means civil servants, SEE means state-owned enterprise employees, PFCE means private or foreign companies’ employees, and
SE means self-employed.

3.3. Questionnaire Design and Variable Measurement

The questionnaire of this study consists of two parts: the first part adopts a seven-
point Likert scale, ranging from “strongly disagree” (1) to “strongly agree” (7), to measure
tourist participation behavior, tourist citizenship behavior, perceived value, and destination
loyalty. The second part includes the demographic information about the respondents.

In the first part, the mature scales of well-known scholars are utilized to measure the
variables. The researchers translated the scale into the Chinese version and adjusted it
according to the steps of “translation-back-translation” in the compilation process. After
consulting several scholars in the field of tourism research in Xi’an, the questionnaire was
revised according to their feedback. Therefore, the questionnaire has good content validity.
Among them, the specific sources of the measurement items of the variables in the first
part are as follows: the items measuring tourists’ value co-creation behavior were adapted
from Yi et al. (2013) [8]; the items measuring perceived value were adapted from Prebensen
(2017) [34]; the items measuring destination loyalty were adapted from Chen and Chou
(2019) [46]. The specific measurement items for each variable are shown in Table 2.

The second part includes eight items, I1-I8. I1: What is your sex? I2: What is your
highest educational degree? I3: How old are you? I4: What is your occupation? I5: What is
your monthly income range? I6: In which city do you live? I7: How many times have you
visited Xi’an? I8: Who is your companion for this trip?
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Table 2. Measurement items.

Variable Indicators Measurement Items

Tourist participation behavior

TPB1 I have asked others for information about Hui Min Street.
TPB2 I provided necessary information so that the employee could perform his

or her duties.
TPB3 I followed the employee’s directives or orders.
TPB4 I was friendly to the employee.

Tourist citizenship behavior

TCB1 When I received good service from the employee, I commented on it.
TCB2 I recommended Hui Min Street and the employee to others.
TCB3 I assist other tourists if they need my help.
TCB4 If service is not delivered as expected, I would be willing to put up with it.

Quality value

QUV1 The experience on Hui Min Street has a consistent level of quality.
QUV2 The experience on Hui Min Street is well formed.
QUV3 This experience has an acceptable standard of quality.
QUV4 This experience is well organized.

Economic value

ECV1 This experience on Hui Min Street is correctly priced.
ECV2 The prices for additional services are acceptable.
ECV3 This experience represents “value” for the money.
ECV4 The price paid for this experience is reasonable.

Novelty value

NOV1 This experience on Hui Min Street is unique.
NOV2 This is a once-in-a-lifetime experience.
NOV3 This experience on Hui Min Street is educational.
NOV4 This experience on Hui Min Street satisfies my curiosity.

Knowledge value
KNV1 Learning is a key to a valuable experience in the future.
KNV2 Learning is an investment, not an expense.
KNV3 I have participated in something meaningful here.

Emotional value

EMV1 This experience on Hui Min Street makes me happy.
EMV2 This experience on Hui Min Street is stimulating.
EMV3 This experience on Hui Min Street is exciting.
EMV4 This experience on Hui Min Street gives me a feeling of well-being.

Social value
SOV1 Participating in this experience on Hui Min Street enables me to impress

other people.
SOV2 Participating in this experience on Hui Min Street makes me feel more

socially accepted.
SOV3 Participating in this experience on Hui Min Street enables me to create a

good impression.

Destination loyalty
DEL1 If a friend were to seek my advice about a tourist destination in Xi’an, I

would recommend Hui Min Street.
DEL2 I will encourage friends and relatives to visit Hui Min Street.
DEL3 I will transmit my personal experiences with Hui Min Street to other

people I know.

3.4. Research Method and Tools

To produce representative, reliable and applicable results, this study applies path
analysis to estimate the theoretical model. We use Mplus 7.0 to analyze the mediating
effect of the model. To test the inherent consistency and reliability of the data, SPSS 21.0
was utilized.

Meanwhile, descriptive statistics, normal analysis, exploratory factor analysis were
also utilized. To avoid the common method deviation, we use AMOS 22.0 to carry out
the latent variable error control method for judgment. The result shows that there is no
common method deviation in the data, which is suitable for the next analysis.
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4. Results
4.1. Data Examination
4.1.1. Kurtosis Test and Skewness Test

In this study, the kurtosis test and skewness test were used to analyze the data
normality to check whether the data had a normal distribution. The result shows that there
is no abnormal value, which means that the data are normally distributed.

4.1.2. Common Method Bias

In order to avoid common method bias, the Harman single factor test and the potential
error variable control method are tested in this study [83]. All the results show that there is
no common method bias, and the data are suitable for further analysis.

4.2. Exploratory Factor Analysis

Although the items in this study are all from mature scales, their applicability still
needs to be further tested. Kolar and Zabaker (2010) suggested exploratory factor analysis
of the sample data to test the applicability [84]. The final factor rotation results are shown
in Table 3. The results showed that KMO = 0.863, the χ2 approximation value was 4207.448,
and Sig. = 0.000, which met the criteria of factor analysis. After factor rotation, the items of
each variable converged together, which showed that the data structure validity was good.

Table 3. Exploratory factor analysis matrix.

Indicators

Tourist
Participa-

tion
Behavior

Tourist Cit-
izenship
Behavior

Quality
Value

Economic
Value

Novelty
Value

Knowledge
Value

Emotional
Value

Social
Value

Destination
Loyalty

TPB1 0.765 0.260 0.029 0.069 0.155 −0.017 0.022 0.020 −0.027
TPB2 0.766 0.205 0.027 0.037 0.175 −0.045 0.106 −0.018 0.024
TPB3 0.818 0.092 0.105 0.043 −0.078 0.199 −0.001 0.143 0.071
TPB4 0.758 0.111 0.092 0.017 0.036 0.147 0.086 0.126 0.113
TCB1 0.232 0.764 0.053 0.035 −0.005 0.132 0.000 0.068 0.121
TCB2 0.232 0.706 0.217 0.014 0.068 0.115 0.226 0.007 0.095
TCB3 0.157 0.774 0.035 0.053 −0.057 0.187 0.065 0.070 0.098
TCB4 0.096 0.784 0.105 0.084 0.191 0.025 0.117 0.156 0.053
QUV1 0.096 0.119 0.756 0.122 0.042 −0.010 0.198 −0.010 0.160
QUV2 0.035 0.080 0.690 0.229 0.230 −0.018 0.132 0.148 0.087
QUV3 −0.023 0.141 0.835 0.185 0.072 0.073 0.098 0.109 0.043
QUV4 0.202 0.031 0.680 0.197 0.151 0.236 0.100 0.092 0.038
ECV1 0.107 0.122 0.278 0.692 0.118 0.129 0.062 0.105 0.109
ECV2 0.063 −0.006 0.087 0.810 0.086 −0.042 0.074 0.125 0.159
ECV3 0.058 −0.017 0.183 0.806 0.101 0.027 0.183 −0.003 0.016
ECV4 −0.052 0.117 0.165 0.767 0.166 0.134 0.029 0.131 0.070
NOV1 0.069 0.029 0.252 0.166 0.683 0.152 0.238 0.063 0.095
NOV2 0.050 0.046 0.021 0.288 0.754 0.044 0.175 0.053 0.130
NOV3 0.171 0.023 0.127 0.013 0.770 0.054 0.181 0.167 0.198
NOV4 0.056 0.100 0.158 0.106 0.625 0.179 0.114 0.304 0.225
KNV1 0.181 0.035 0.094 0.009 0.046 0.829 0.104 0.102 0.025
KNV2 0.068 0.273 0.032 0.103 0.038 0.806 0.009 0.118 0.076
KNV3 0.000 0.169 0.092 0.112 0.346 0.675 0.163 0.064 0.049
EMV1 0.076 0.111 0.092 0.080 0.109 0.214 0.767 0.187 0.169
EMV2 0.103 0.116 0.143 0.117 0.189 0.003 0.778 0.147 −0.001
EMV3 0.031 0.028 0.171 0.116 0.142 −0.013 0.871 0.110 0.021
EMV4 0.026 0.126 0.113 0.059 0.186 0.110 0.812 0.136 0.131
SOV1 0.146 0.152 0.105 0.077 0.201 0.036 0.267 0.694 0.114
SOV2 0.101 0.192 0.046 0.152 0.140 0.148 0.159 0.757 0.139
SOV3 0.047 −0.012 0.146 0.125 0.105 0.119 0.162 0.766 0.175
DEL1 0.057 0.138 0.037 0.132 0.229 0.077 0.124 0.117 0.844
DEL2 0.013 0.173 0.130 0.067 0.204 −0.047 0.034 0.195 0.837
DEL3 0.112 0.053 0.141 0.150 0.094 0.120 0.119 0.112 0.839
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4.3. Reliability and Validity Analysis

Firstly, confirmatory factor analysis was carried out based on Mplus 7.0 and the model
fit of measurement model is as follows(see Table 4). The results of model fit showed that
the measurement model fits the data well.

Table 4. Model fit of Measurement model.

Indicators χ2/df CFI TLI RMSEA

Values 1.812 0.919 0.903 0.054

Criteria <3 >0.9 >0.9 <0.08

In the reliability analysis, the widely accepted Cronbach’s α coefficient was used. The
results showed that the reliability of each variable was greater than 0.7 (see Table 5), which
indicated that the data had good consistency and were suitable for further analysis.

Table 5. Reliability and convergent validity.

Variables. Indicators SL S.E. Cronbach’s α C.R. AVE

Tourist participation behavior

TPB1 0.741

0.821 0.830 0.550
TPB2 0.716 0.105

TPB3 0.772 0.079

TPB4 0.735 0.073

Tourist citizenship behavior

TCB1 0.735

0.829 0.834 0.556
TCB2 0.758 0.106

TCB3 0.750 0.092

TCB4 0.740 0.12

Quality value

QUV1 0.694

0.821 0.829 0.549
QUV2 0.722 0.109

QUV3 0.828 0.098

QUV4 0.712 0.109

Economic value

ECV1 0.747

0.838 0.839 0.566
ECV2 0.737 0.105

ECV3 0.758 0.101

ECV4 0.767 0.09

Novelty value

NOV1 0.739

0.827 0.829 0.548
NOV2 0.714 0.102

NOV3 0.771 0.094

NOV4 0.735 0.097

Knowledge value
KNV1 0.701

0.786 0.789 0.556KNV2 0.809 0.123

KNV3 0.722 0.111

Emotional value

EMV1 0.788

0.890 0.892 0.674
EMV2 0.790 0.082

EMV3 0.864 0.082

EMV4 0.840 0.085
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Table 5. Cont.

Variables. Indicators SL S.E. Cronbach’s α C.R. AVE

Social value

SOV1 0.737

0.778 0.782 0.545SOV2 0.771 0.09

SOV3 0.705 0.084

Destination loyalty
DEL1 0.897

0.887 0.888 0.727DEL2 0.853 0.056

DEL3 0.805 0.053

Note: SL means standardized factor loading, S.E. means standard error.

In the validity analysis, the convergent validity and discriminant validity were tested
using the combined reliability (C.R.) and the average variance extracted (AVE). Regarding
the convergent validity test, we can see that the values of the standardized loadings are all
above 0.6, which conform to the standards proposed by Hair et al. (1998) [85]. The C.R.
values were all greater than 0.7, and the AVEs were all greater than 0.5, in accordance with
the criteria proposed by Fornell et al. (1981) [86]. In the test of the discriminant validity,
Fornell et al. (1981) hold that if the mean square root of the AVE of one variable is larger
than the correlation coefficient between it and other variables, the variable has higher
discriminant validity. Table 6 shows that the discriminant validity among the variables in
this study is good.

Table 6. Discriminant validity.

Variables TPB TCB QUV ECV NOV KNV EMV SOV DEL

TPB 0.742

TCB 0.535 0.746

QUV 0.271 0.376 0.741

ECV 0.199 0.252 0.571 0.752

NOV 0.313 0.315 0.498 0.487 0.740

KNV 0.329 0.472 0.322 0.298 0.416 0.746

EMV 0.228 0.344 0.442 0.347 0.552 0.305 0.821

SOV 0.352 0.413 0.424 0.427 0.588 0.437 0.551 0.738

DEL 0.229 0.358 0.341 0.357 0.545 0.272 0.325 0.504 0.853

Mean 5.216 5.005 4.632 4.201 4.253 5.263 4.626 4.708 5.273

S.D. 1.179 1.206 1.145 1.128 1.327 1.191 1.311 1.181 1.347

Note: The value on the diagonal represents the root mean square of the AVE, and the correlation coefficients between variables are below
the diagonal.

4.4. Path Analysis and Hypothesis Testing

Firstly, we built a path model using Mplus 7.0. The model fit is shown in Table 7. All
the indicators meet the requirements which showed that the path model fit the data well.

Table 7. Model fit of path model.

Indicators χ2/df CFI TLI RMSEA

Values 1.825 0.915 0.902 0.055

Criteria <3 >0.9 >0.9 <0.08

Figure 3 and Table 8 show that tourist participation behavior had a significant effect on
novelty value (β = 0.175, p < 0.05) and social value (β = 0.160, p < 0.05), thereby supporting
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H1c and H1f. However, contrary to expectations, tourists’ perceptions of quality value
(β = 0.130, p = 0.056), economic value (β = 0.092, p = 0.192), knowledge value (β = 0.116,
p = 0.08) and emotional value (β = 0.088, p = 0.198) were not significantly improved by
tourists’ participation behavior. Tourist citizenship behavior had a significant effect on
quality value (β = 0.260, p < 0.001), economic value (β = 0.169, p<0.05), novelty value
(β = 0.191, p < 0.01), knowledge value (β = 0.320, p < 0.001), emotional value (β = 0.271,
p < 0.001), social value (β = 0.262, p < 0.001), thus supporting H2.

Figure 3. Results of hypothesis testing.

In terms of the relationship between perceived value and destination loyalty, the
perceived novelty value (β = 0.304, p < 0.001), social value (β = 0.194, p < 0.001) have a
significant impact on their destination loyalty, therefore, H3c and H3f hold. For tourists
visiting Xi’an, the increase in novelty value and social value perception enhanced their
destination loyalty while the increase in quality value, economic value, knowledge value
and emotional value perception did not promote their destination loyalty.
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Table 8. Path analysis.

Path Nonstandardized Coefficient Standardized Coefficient Standard Error t p

TPB→ QUV 0.126 0.130 0.066 1.914 0.056

TPB→ ECV 0.088 0.092 0.067 1.304 0.192

TPB→ NOV 0.196 0.175 0.077 2.547 0.011

TPB→ KNV 0.118 0.116 0.067 1.751 0.080

TPB→ EMV 0.098 0.088 0.076 1.286 0.198

TPB→ SOV 0.160 0.160 0.067 2.381 0.017

TCB→ QUV 0.247 0.260 0.064 3.831 ***

TCB→ ECV 0.158 0.169 0.066 2.408 0.016

TCB→ NOV 0.210 0.191 0.075 2.785 0.005

TCB→ KNV 0.316 0.320 0.066 4.805 ***

TCB→ EMV 0.295 0.271 0.074 3.974 ***

TCB→ SOV 0.257 0.262 0.066 3.904 ***

QUV→ DEL 0.087 0.078 0.066 1.317 0.188

ECV→ DEL 0.094 0.083 0.066 1.420 0.156

NOV→ DEL 0.293 0.304 0.057 5.183 ***

KNV→ DEL 0.007 0.007 0.064 0.117 0.907

EMV→ DEL −0.010 −0.010 0.057 −0.175 0.861

SOV→ DEL 0.216 0.194 0.064 3.388 ***

Note: *** means p < 0.001.

In order to further test the significance of the mediating effect of perceived value, the
bias-corrected method and the percentile method in the bootstrapping method are used
to test the significance of the mediating effect. The bootstrapping method determines the
significance of mediating effects by judging whether the interval between the minimum
and the maximum contains 0. The results are shown in Table 9. It is not difficult to see that
novelty value and social value play significant mediating roles between tourist participation
behavior and destination loyalty. Quality value, economic value, knowledge value and
emotional value do not have significant mediating effects between tourist participation
behavior and destination loyalty. Therefore, H4 is partly accepted. Novelty value and social
value play significant mediating roles between tourist citizenship behavior and destination
loyalty while quality value, economic value, knowledge value and emotional value play
insignificant mediating roles between tourist citizenship behavior and destination loyalty.
Therefore, H5 is partly accepted.

Table 9. Mediating effects.

Path. Point Estimation

Bootstrapping

Bias-Corrected 95% CI Percentile 95% CI

Lower Bounds Upper Bounds Lower Bounds Upper Bounds

TPB→ DEL Total effects 0.120 0.031 0.216 0.027 0.214

TCB→ DEL Total effects 0.166 0.071 0.267 0.076 0.275

TPB→ NOV→ DEL Indirect effects 0.058 0.011 0.132 0.006 0.121

TPB→ SOV→ DEL Indirect effects 0.043 0.009 0.109 0.005 0.099

TCB→ NOV→ DEL Indirect effects 0.062 0.016 0.146 0.012 0.135

TCB→ SOV→ DEL Indirect effects 0.069 0.023 0.145 0.019 0.136
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5. Discussion

This study established a path model with tourist participation behavior and tourist
citizenship behavior as the independent variables, each dimension of perceived value as
the mediating variables, and destination loyalty as the dependent variable. The conclusions
are as follows:

(1) Based on the role switching perspective, we found that tourists dissociate them-
selves between the roles of tourists and citizens in travel activities, showing different
behavioral characteristics. The effects of tourist participation behavior and tourist citizen-
ship behavior on perceived value are in different dimensions. The participation of tourists
in this kind of in-role behavior mainly affects novelty value and social value, which shows
that tourists’ main motivation is to seek something novel in this experiential consumption
of travel activities when they are in the role of tourists [87–89] and experience the symbolic
value of social status brought about by the higher-level consumption after meeting the
basic needs of life and the group identity created through social sharing [90–92]. This
finding is inconsistent with Prebensen et al. (2017) who found that physical participation
does not significantly affect the social perception of value [34]. Social media is considered
one of the leading modern technological advances in the field of tourism, which have
significantly changed the ways individuals behave in travel activities [12,13]. In recent
years, the widespread use of social software in China, such as TikTok and WeChat, has
provided a variety of social platforms for tourists, making them more willing to share
their travel experiences, express their preferences, and interact with other users through
a combination of “likes”, “comments” and “retweets” to gain social acceptance [92]. In
addition, the results of this study indicated that tourist participation did not significantly
affect emotional value perception, which is different from the findings of Mohd-Any et al.
(2015) and Prebensen et al. (2017) [34,93]. Mohd-Any et al. (2015) confirmed that users’
actual and perceived participation in travel websites enhanced their emotional value per-
ception while Prebensen et al. (2017) found that physical and psychological participation
significantly influenced their emotional value perception during adventure travel. These
findings are not conflicting because value is a construct of individual subjective perceptions,
and there are differences among different individuals and different contexts [94]. In the
Xi’an scenario, it takes some time for tourists to build an emotional connection with Xi’an.
When tourists go beyond the role of tourists to the role of citizens to do more than the
service needed to help the operations of the street, citizenship behavior mainly affects
quality, economy, novelty, knowledge, emotional and social values. The tourists’ behavior
of helping others solve their problems and creating value for the block promotes the tourists
to master and improve their own skills and experience. They can obtain more value from
citizenship activities than from participation activities. The sense of mastery of information,
reflecting the sense of ownership, enables tourists to meet their knowledge needs and
enables tourists to have a more comprehensive and clear analysis and judgment of the
quality and price of a tourism experience. The feedback from other tourists and the staff of
the block strengthens the emotional connection among tourists and between tourists and
the block, which makes a special impression of individual tourists to others so that they can
feel satisfied with being integrated into the collective society. That is, those who are willing
to give feedback and help others are likely to be more positive, open-minded, and therefore
more agreeable and to have a higher evaluation of the value they perceive [3]. In short,
according to Gofman’s social dramatic theory, people play a variety of roles in the social
interaction stage to fit the current social context [95–97]. In the traveling process, tourists
will face different social objects, switch between the roles of tourists and citizens, and
participate in different value-creating activities to create different values. We extended the
social dramatic theory into the tourism context, interpreting the change of tourist behavior
patterns during the value co-creation activities based on the perspective of role switching,
and responded to the non-theoretical assertions in the co-creation literature. Meanwhile, it
enriches the connotation of destination marketing and destination management theories in
the new media era, which promotes the diversified development of theories.
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(2) The value created by tourists and street employees presents a state of stratification
from the primary level to the higher level in which novelty and social value belong to the
primary level while quality, economic, emotional and knowledge value belong to the higher
level. At present, the modern tourism market is undergoing a transformation from mass
to independent because tourists tend to pursue personalized and diversified services [98].
They not only want to satisfy the basic needs of exploring the new and seeking the curious,
using their surplus of money and time through travel to meet the construction of their
identity and status image, but they also want to pursue a higher level of spiritual needs.

For example, when traveling in Tang Sleepless Town, tourists look forward to having
an emotional experience of fun and uniqueness by interacting closely with the “tumbler
girl” (an actress who became famous for playing the role of a Tang dynasty lady in Tang
Sleepless Town, Xi’an). While traveling on Xi’an Hui Min Street, tourists are longing to
acquire knowledge of the history and culture of the Hui nationality [99]. While visiting
Giant Wild Goose Pagoda’s fee-paying scenic spots, tourists enjoy the benefits of “value
for money” by experiencing the originality of the Buddhist architecture and the derivative
symbols of the Tang dynasty culture [100]. The pursuit of emotional, knowledge, quality
and economic value reflects that tourists want to acquire more abundant and special value
through products and services to maximize their individual utility.

Based on the above research results, this study establishes a hierarchical model of
perceived value, as shown in Figure 4.

Figure 4. Value co-creation process.

The picture depicts that tourist participation behaviors are generated, including in-
formation seeking, information sharing, responsible behavior and personal interaction,
when the travelers are in the tourist status (in-role), which affect the primary-order values,
consisting of novelty and social values. Tourists may switch to citizenship (extra-role) in
the value co-creation process, generating tourist citizenship behaviors, including feedback,
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advocacy, helping and tolerance, which affect primary and higher-order values, consisting
of novelty and social value and quality, economic, emotional and knowledge value.

(3) Regarding the relationship between value co-creation behavior and destination
loyalty, we found that destination loyalty is driven not only by tourist behavior (in-role)
but also by citizenship behavior (extra-role). This finding fills the gap in the value co-
creation literature where citizenship behaviors have been less explored. In this study, the
value perception of tourists as citizens, which guides their behavior decision-making, is
prominent. However, the impact is limited in that only novelty value and social value
can promote destination loyalty. When tourists engage in civic activities, self-sacrificing
altruistic behavior is mostly unrequited for tourists. When tourists engage in participation
activities, the investment of time and energy does not substantially harm the interests of
consumers and is in exchange for the better delivery of services to the tourists themselves
by the staff of the block. Thus, there is a significant increase in tourists’ intention to
recommend and revisit the destination [101,102]. This fits with the theory of social exchange,
which states that when individuals perceive that they benefit from a social interaction,
they provide a reward to others. When individuals perceive that they are paying a cost,
they tend to receive a corresponding benefit [4,103]. It should be noted that tourists’
perception of quality, economic, emotional and knowledge value is prominent in their civic
activities, but it does not translate into destination loyalty. In the first stage, the mediating
variable perceived value is the tourist’s psychological perception; and in the second stage,
the dependent variable destination loyalty is the observable external behavior in this
study. The transfer of implicit psychological perception to explicit behavior lacks favorable
motivation when travelers act as citizens. The stimulating effect produced in the first stage
is no longer significant, and altruistic rather than egoistic devotion inhibits loyalty to the
destination in the second stage. This shows that the impact of value co-creation is a very
complex process rather than a single psychological mechanism. This study enriches the
situational application of social exchange theory in tourism value co-creation activities.
Future research should continue to explore the impact of value co-creation on tourists’
psychology and behavior.

6. Conclusions and Implications
6.1. Conclusions

This study explores how tourist participation behaviors and tourist citizenship behav-
iors in value co-creation activities can affect destination loyalty through the mediating role
of perceived value. Social drama theory and social exchange theory are utilized to elucidate
the possible associations among the above variables based on a service-dominant logic
to respond to the co-creation literature’s tendency to have no theoretical assertions [14].
Based on the empirical results of this study, our contributions are as follows. First, tourist
participation and tourist citizenship behavior affect different dimensions of perceived
value. Second, this paper distinguishes the primary value from the higher value. Nov-
elty value and social value belong to primary value while quality value, economic value,
knowledge value and emotional value belong to higher level value. Finally, this study finds
that tourists’ sense of loyalty for destinations breaks the limitations of their roles. Both
tourist participation behavior and tourist citizenship behaviors promote tourists’ loyalty
to destinations.

6.2. Theoretical Implications

Value co-creation is not only an important issue in the practice of the service industry,
but it is also an important issue in tourism studies. This paper studies tourists’ value
co-creation behavior and establishes a model based on the sub-dimensions of perceived
value, which contributes to the existing literature on value co-creation and destination
loyalty. First, this study not only measured tourist participation behavior, but it also mea-
sured tourist citizenship behavior that the existing research less studied, finding that the
two dimensions of value co-creation behavior significantly affect different dimensions.
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In addition, different from previous studies, social value plays a complementary inter-
mediary role in the relationship among tourist participation behavior, tourist citizenship
behavior and destination loyalty in this study, which provides up-to-date contextual vali-
dation in the background of the widespread use of social software. It is noteworthy that
tourist citizenship behavior plays a more important role in value creation than tourist
participation behavior. However, the higher value influenced by the former has not been
translated into destination loyalty. The corresponding explanation expands the application
of social exchange theory in studies on the value co-creation of tourists and provides
empirical research support for the mechanism of the effect of value co-creation behavior on
destination loyalty.

6.3. Practical Implications

Since traveler’s role switching will bring a different perception of interests, destination
managers should not only fix travelers in the role of “tourists” but also cultivate tourists’
sense of ownership and stimulate more citizenship behaviors, thereby promoting tourists
to perceive multi-level values. Such as, establishing a city tourism annual card which
provides transportation and accommodation as well as scenic spots discounts, encouraging
tourists to provide suggestions for organizing tourism activities and constructing scenic
spots, and then, achieving the purpose of making tourists feel at home and treating the
destination as their second “home”. That is to redefine tourism and make tourism a lifestyle
of alienation. So that tourists feel that they are part of the destination and are willing to
create more value for the “home”.

The study also found that the experience co-created by tourists and destination or-
ganizations should focus on novelty and sociality, as they are associated with destination
loyalty. In addition to creating innovative interactive activities to increase tourist engage-
ment, destination organizations should also create hotspots on social platforms, attaching
importance to the role of social software such as TikTok and WeChat in enhancing tourists’
sense of value. For example, on TikTok, destination organizations have launched a popular
“Punch-in” campaign (I have been to places that are hot on the Internet by posting social
updates), encouraging visitors to take short videos and creating new ways to play.

In view of the close relationship between tourist participation behavior and desti-
nation loyalty, destination managers should attach importance to participation behavior.
Destination organizations should encourage, and initiate value co-creation activities based
on “giving” characteristics in their relations with tourists [4]. For example, the destination
should share related information with tourists, collect and analyze the data of tourists’ pref-
erences, generate personalized tour routes for tourists, and conduct other related activities.

6.4. Limitations and Further Research

The current study has some limitations. First, although this study is based on data
collected from Tang Sleepless Town, Hui Min Street and Giant Wild Goose Pagoda, con-
sidering the limited representativeness of the sample, future studies should investigate
respondents in different countries and at different types of destinations. Second, because
of our subjective bias, some information about the results may not be fully discussed.

Future research can be perfected in the following ways. First, although this study
has some implications for the importance of value co-creation theory and destination
management, more work needs to be completed to understand this phenomenon. For
example, future research could examine how tourists with different personality traits
perceive value co-creation activities. Second, the aspects highlighted in the findings can
be explained well in further research. For example, because the high-level perception of
value generated by tourist citizenship does not translate directly into destination loyalty,
its mechanism can be further explored in future studies to shed light on the promotion of
destination management.
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