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Abstract

The notions of resource integration and value co-creation have become popular after
the emergence of the Service-Dominant Logic. Several research investigations have been
made to understand organizational resources and capabilities but research initiatives in the
field of customer resources have been relatively scarce. Moreover, discussions on resource
based capabilities have been mostly confined to strategic management and never explored
with respect to marketing or consumer behaviour. This study by considering resource based
capabilities as the exogenous variable and customer loyalty as the endogenous variable
explores whether strategic resource capabilities have any implications in the domain of
consumer behaviour. Based on Eric Arnould’s customer resource classification, this study
investigates whether the higher order customer physical resource reflected through cognitive
absorption, trust propensity and perceived self-efficacy can mediate between online grocers’
resource based capability and the customers’ store loyalty. The study was conducted in the
Bengaluru city of India using snowball sampling technique and the data were analysed
using PLS SEM. The result suggests that customer physical resource does mediate between
online grocery store’s resource based capability and store loyalty. This research initiative
has brought forth an altogether new perspective in understanding customer loyalty. Loyalty
does not only depend on the value which is delivered by the firms but it is also influenced
by the level of resource contributed by the customers’ themselves during the shopping
process. Also, this study for the first time has demonstrated that cognitive absorption, trust
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propensity and perceived self efficacy can be the manifestations of personal resource which
is a contribution to the extant literature.

Subject Classification: 03B52.

Keywords: Physical resource, Cognitive absorption, Trust propensity, Self efficacy, Resource based
capability, Online grocery, Customer loyalty.

1. Introduction

With the advent of the various self service technologies, the scope of
customers’ role has remarkably widened as they have to act both as the
co-creator and the assessor of value. The co-creation of value by the
participants of the value network was established by the authors Stephen
L. Vargo & Robert F. Lusch in early 2000 when they pioneered the Service
Dominant Logic (S-D Logic) of marketing (Vargo & Lusch, 2004). In the
changed marketing paradigm, the focus is more on the customer generated
value-in-use rather than the old school notion of value-in-exchange. Firms
now uphold that custompers are one of the chief productive resources
with immense intangible competence. Customers are “connected,
empowered, informed and active” (Prahalad & Venkatramaswamy, 2004)
who act as partial employees (Hilton et. al., 2013; Baron et. al., 2010; Bitner
et. al.,, 1997) and ‘part time employees” or behalf of the firms. However,
customer participation and customer involvement is contingent upon the
resources that customers possess and are ready to commit for the resource
integration purpose. Customer resources have been popularly classified
into physical resource, social resource and cultural resource (Arnould et.
al., 2006). Traditionally, research focus has been centered more on
understanding firm resources while studies investigating customer
resources is relatively sparse. This may be attributed to the erstwhile
supremacy of the goods dominant logic in value creation (Purkayastha &
Mazumdar, 2018)

The empirical study attempts to plug this research gap by exploring
the possible mediation effect of customers’ physical operant resource
between an online grocery store’s resource-based capabilities and the
store loyalty. The study aims to understand the online grocery purchase
behavior of consumers considering their physical resource commitment
during the online buying process. In this study, Resource Based Capabilities
(RBC), a key concept in the domain of strategic management, is considered
as the exogenous second order latent construct while store loyalty is
viewed as the endogenous construct. Customer physical resource is the
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mediator variable investigated in the study. The remaining part of the
paper is divided into sections comprising of the review of literature,
methodology followed with results, discussion and implication,
recommendations, limitations and future research and finally ending with
the conclusion.

2. Review of Literature
2.1 Resource Based Capabilities

The paradigmatic shift in marketing that emphasises customer focus
instead of market focus is a likely consequence of the emergence of the
Service Dominant Logic (Hughes, Vafeas & Hilton, 2018). Also, from
firms’ perspective, there is a shift in the strategic orientation from the
Market Based View (MBV) to the Resource Based View (RBV) for attaining
strategic growth and competitive advantage (Cho and Linderman, 2020).
Resource and capabilities possessed by a firm is increasingly acknowledged
as the key pre-requisite for firms’ long term competitive edge (Ngo & O’
Cass, 2007; Frempong, 2019; Cho, and Linderman, 2020). The RBV asserts
that resource heterogeneity and resource immobility are the two
underlying factors that provides singularity to a firm’s resources (Cho and
Linderman, 2020). Importantly, resource and capabilities are not
interchangeable terms. While resources have been categorised in various
ways as cited in the resource literature, capabilities gets manifested
through the numerous business processes of the firm, whether be it an
operational process or any strategic process. However, capabilities are
subject to firms’ resource stock (Collis, 1994) and in this context particularly
important are the operant resources that are dynamic and evolving like
competence, dexterity, knowhow etc. (Boateng et. al., 2010) when compared
to the firms’ fixed and tangible operand resources. ‘Authoritative
capabilities’ are deployed for operant resources whereas ‘allocative
capabilities” are exercised in using operand resources (Campbell et. al.,
2012). Capabilities are the integrative processes that combine, synthesize
and transform firms’ resources to develop and deliver the value offering of
the firm (Ngo & O’Cass, 2007). Collis (1994) demonstrated that higher
degree capabilities are relevant for firms’ performance in dynamic settings
whereas any organization’s first-class capabilities are germane for its
operational level processes. This study relates to the first class capabilities
of online grocery firm which is gauged by its efficiency in terms of
assortment and customer service.
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2.2 Assortment

Assortment planning is a critical aspect for any retail business (Ko'k,
Fisher & Vaidyanathan, 2015). Like pricing and promotion, retailers’
success and performance is a function of its assortment mix (Ruiz-Real et.
al., 2017). A well thought out compartment oriented technique akin to the
SIR model i.e. Suspected, Infected, Removed model as applied in the field
of epidemic evolution (Lerche, 2022) may be improvised to handle category
management for merchandise and assortment planning. Remarkably
more than actual assortment, it is the perceived assortment size and
variety that is crucial (Kahn & Warsink, 2004). Notwithstanding the
conflicting observations offered in the extant assortment literature (Iyenger
& Lepper, 2001; Ruiz-Real et. al., 2017), it has been established that
customers’ favourable assortment perception can be a decisive factor
influencing store loyalty and store patronage (Kahn & Warsink, 2004).

2.3 Customer Service

Customer service is one of the determinant factors influencing
customer satisfaction and loyalty in online grocery (Singh & Soderlund,
2019). Grocery buying is construed as utilitarian buying where buying
convenience and buying efficiency are the guiding factors (Partal& Benito,
2013; Savelli et. al., 2017). In online shopping contexts seamless navigation
facilitating easy product search and user friendly interface enhances
customers shopping convenience. The advanced features of Robotic
Process Automation can be leveraged (Khan et. al., 2022) by the online
retailers to elevate customer service experience to higher levels. Also, to
imbue enthusiasm and spontaneity amidst the manpower engaged with
retail organizations, job satisfaction through right work environment and
leadership needs to be ensured (Shirina et. al., 2022) .that can directly or
indirectly influence customers’ service expectations fulfilment. With
reference to the SERVQUAL framework (Parasuraman et. al.,, 1985)
presence of a developed shopping web atmospherics is a salience of the
service tangibility. Also superior service recovery and complaint handling
along with personalised customer service is a manifestation of firms’
reliability and empathy providing assurance and reliability in the
customers’ minds. To understand the pattern of customer complaints and
their resolution, simulation techniques assuming extended exponentiated
distributions for the two can be adopted (Kamari and Alizadeh, 2022).
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2.4 Customer Loyalty

Retaining customers is the biggest challenge faced by retailers.
Especially online grocery is becoming fiercely competitive (Azhar &
Bashir, 2018) with the surge in the number of quick commerce companies
delivering door step grocery in minutes (“How to boost your online sales”,
2021). A five percent rise in the customer retention figure can increase a
company’s profitability by an overwhelming twenty five to ninety five
percent increase (Pitta, Franzak & Fowler, 2006). Studies posit that the cost
of serving loyal customers is relatively lesser than new customers (Al-
Adwan and Al-Horani, 2019). Prior retail loyalty studies suggest that
customer loyalty largely depends on the retailers” customer service (Singh
& Soderlund, 2019; Blut et. al., 2015; Ramus and Asger Nielsen, 2005) and
the perception about assortment variety (Bauer et. al.,, 2011, Singh &
Soderlund, 2019, Pan and Zinkhan, 2006). Further, based on the findings
of the previous research, we consider customer service and assortment
variety as the lower order constructs for Resource Based Capabilities
(Purkayastha & Sen Mazumdar, 2023). Hence it is inferred that

H,. Resource Based Capabilities (RBC) of an online grocery firm has significant
influence on customer loyalty

2.5 Customer Physical Resource

Customers and co-customers in any service consumption and service
delivery process are the key resource integrators who contribute their
physical, social and cultural resources (Baron et. al., 2010; Arnould et. al.,
2006) in creating their unique value experience. The most fundamental
classification of customer resources was given by Arnould, Price and
Malshe (2006) as physical resource, social resource and cultural resource.
Customers’ physical resources refer to their sensory, mental and emotional
endowments that vary between individuals while customers’ social
resources signify their existing and potential social capital and social
network. Shilpa Iyanna (2016) advocate that co-creation of value is not
feasible without the contribution of customer physical resource. Customer
resource contribution is context driven (Hilton et. al., 2013) and depends
on customers’ involvement and role performance (Baron et. al., 2010).
Available self service technologies mandate customer participation in
varied degrees and therefore, we can infer that customer physical resource
can mediate the relationship between RBC and customer loyalty. Customer
physical resource is treated as a second order reflective construct with its



1746 M. PURKAYASTHA AND C. S. MAZUMDAR

three manifest variables cognitive absorption, self efficacy and propensity
to trust. In order to examine the mediation effect of physical resource, the
following two hypotheses are generated

H,: There is significant influence of resource-based capability (RBC) on
customers’ physical resource

H,: There is significant influence of customers’ physical resource on customer
loyalty

2.6 Cognitive Absorption

The concept of Cognitive Absorption (CA) expounded by Agarwal
and Karahanna (2000) delves on the trait of absorption (Jumaan et. al.,
2020).1t signifies deep and profuse concentration, involvement and focus
(Agarwal and Karahanna, 2000). CA is perceived both as a state and trait
characteristic (Luo et. al., 2019) reflecting the inter-individual variability
whereby a person’s entire consciousness is cantered on the focal activity
that nothing else matters (Agarwal and Karahanna, 2000). The construct of
CA has originally emerged in the realm of individual psychology and
pertains to three associated sub-concepts namely temporal dissociation,
focussed immersion and heightened enjoyment (Agarwal and Karahanna,
2000). It is an attribute of intrinsic motivation (Jumaan et. al., 2020;
Venkatesh et. al., 2012; Matemba et. al., 2018) for a person involved with a
task irrespective of the availability or unavailability of any extrinsic reward
(Agarwal and Karahanna). CA embodies the trait of absorption, flow and
cognitive engagement (Jumaan et. al., 2020; Agarwal and Karahanna,
2000).To quote Roche & McConkey (1990), trait of absorption relates to the
“readiness for experiences of deep involvement, a heightened sense of
attention, an imperviousness to normally distracting events and an
appraisal of information in unconventional and idiosyncratic ways”.
Investigations in CA have been done in areas related to technology-
oriented behaviour (Agarwal and Karahanna, 2000), internet-based
learning system and video games (Saade and Bahli, 2004; Agarwal and
Karahanna, 2000) apart from the Technology Acceptance Model (Saade
and Bahli, 2004; Davis, 1989). It is argued that information technology
users behavioural intention and continuance decisions are similar to the
customers repurchase decisions (Agarwal and Karahanna, 2000;
Bhattacharjee, 2001) thus indicating a positive relationship between
cognitive absorption and behavioural loyalty.



INFLUENCE OF CUSTOMER PHYSICAL RESOURCE 1747

2.7 Self-efficacy

Consumer characteristics is one of the various factors affecting online
shopping and individuals” perceived self-efficacy is held as a pertinent
attribute of customer characteristics (Keisidou et. al., 2011).The concept of
self-efficacy was pioneered by Albert Bandura in his Social Cognition
Theory in 1986 (Hernandez et. al., 2009). Self efficacy is conceptualised as
ones “capabilities to organize and execute the courses of action required to
produce given attainments” (Hsu & Chiu, 2003). Bandura’s understanding
of self-efficacy comprises of three dimensions namely magnitude of
ability, strength of the belief and generalisability of the ability. While the
first two have received considerable researchers’ interest, the third factor
has been deprived of much research attention (Dishaw et. al., 2002). In the
context of technology adoption, Ajzen has posited Perceived Behavioural
Control (PBC) as an important antecedent of intention-behaviour
explanation. While some researchers, including Ajzen have linked PBC to
Bandura’s self-efficacy (Sparks et. al., 1997). it is argued that PBC depends
on internal factors like skill, abilities, will power, motivation as well as
external factors like time, resources and opportunities while self-efficacy
is more internally focused (Sparks et. al., 1997, Armitage & Conner, 2001;
Terry et al, 1999; Bandura, 1986, 1992) Self-efficacy highers the level of
performance by allowing the individual to select the tasks to be performed
and motivates him to exert higher degree of efforts and increasing levels
of perseverance (Ajzen, 1999). Implications of self-efficacy have been
explored in several areas like academic excellence, career choice, vocational
and entrepreneurial initiatives and sports performance (Kim & Buric,
2020) apart from the studies in the fields of computer self-efficacy and the
web-based self-efficacy (Hsu & Chiu, 2004; Eastin, 2002). Perceived self-
efficacy can influence a person’s thoughts, emotions and behaviours
across multiple domains (Stajkovic et. al., 2018).

2.8 Trust Propensity

Trust, according to the Social Exchange Theory provides the bedrock
for any business exchange (Chen et. al., 2015; Benassi, 1999). However,
trust has been variedly construed by different researchers such that it is
conspicuous by the lack of any consistent and unified understanding of
the construct. Psychologists have emphasised on the personality aspect of
trust, sociologists popularised the social structural aspect and the
economists focused on the logical aspect of trust (Mc. Knight & Chevrany,
2001). Trust as a dispositional trait is in contrast to the history based trust
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which is determined by previous experiences gained (Merritt and Ilgen,
2008). In the context of man machine interactions, trust is considered to be
a function of the machine characteristics like its competence, responsibility,
predictability and dependability (Merritt and Iigen, 2008). Trust as
individual difference characteristic reflects the willingness of a person to
depend on the focal object even if there is no past interaction with the
latter (Chen et al, 2015; Mc. Knight & Chevrany, 2001)

3. Methodology

Quantitative research design is used for the purpose of the study.
Data for the study was collected through online survey using the snowball
sampling technique. A pilot study was carried out with fifty respondents
to check the accuracy and understandability of the questionnaire. After
minor changes in the wordings, the final questionnaire was administered
by sharing Google link on whatsApp messenger and as email attachments.
A total of 359 responses out of the 500 responses collected were considered
for data processing and analysis. The data were collected from online
grocery buyers of the Bengaluru city in India. All the items for the
constructs used in the questionnaire were adapted from previous studies.
Accordingly items to measure assortment variety were taken from J.C
Bauer et. al. and Azhar & Bashir. Customer Service items were adapted
from Singh & Resengren, Azhar & Bashir & Singh & Soderlund. Items for
measuring cognitive absorption were adapted from the works of Saade &
Bahli & Novak & Hoffman. Items to measure self efficacy were adopted
from Rakhi Thakur while the measures for trust propensity were adopted
from McKnight et. al. and lastly loyalty measures were adapted from the
works of Ha et. al. (2008) and Toufaily et. al. (2013). Seven-point Likert
interval scale was used for measuring the items with 1 for ‘Strongly
Disagree’ and 7 for ‘Strongly Agree’. For data analysis, partial least squares
structural equation modelling was done with consistent partial least
squares (PLSc) using the SmartPLS software.

3.1 Data Analysis

3.1.1 Demographic profile of respondent

Out of the 359 responses considered for analysis, 242 were females
while 117 were males. Majority of the respondents in the chosen sample
were in the age group 26-40 years and the minimum numbers of
respondents were under 25 years. With respect to occupation, sixty three
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percent of the respondents were employed; nineteen percent homemakers,
seven percent either from business or self employed and eleven percent
were students. Majority of the respondents lived in a nuclear family with
a family size of four or lesser than four. Very few respondents stated that
they always buy grocery online and also most respondents observed that
they use the online grocery shopping apps and sites rarely or occasionally
indicating the preference for offline grocery compared to the online mode.
The Table 1 below gives the demographic details of the respondents.

Table 1
Demographic Characteristics

Characteristics Category Fl;fil;esg)c y Perc?or/: ’;ages
Gender Male 117 325
Female 242 68.2
Age < 25 years 17 4.7
26-40 years 163 454
41-55 years 137 38.1
56- 70 years 42 11.6
Occupation Student 40 11.1
Employed 227 63.2
Business/ Self Employed 26 7.24
Homemaker 66 18.38
Number of 2 or less than 2 52 14.48
family members | 4 or jess than 4 237 66.0
>=6 70 19.5
Frequency of Rarely 153 42.6
online grocery | gometimes 152 42.3
shopping
Often 43 11.9
Always 11 3.0

3.1.2 Measurement Model Analysis

Variance based PLS SEM, when compared to the covariance based
SEM uses the ordinary least square (OLS) regression method of analysis.
The outer model also called as the measurement model is measured with
the help of outer loadings and the path coefficients. Reliability and validity
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testing of the constructs are done with the help of Cronbach’s alpha value,
composite reliability values and the Average Variance Extracted (AVE).
Fornell and Larcker criterion was used for the discriminant validity
testing. The inner model also called the structural model was measured
with the help of R squared values. The significance testing is done with p
values and path coefficient values. Table 2 below gives the results of
reliability and validity testing and Table 3 shows the outer loading

estimates
Table 2
Construct reliability and validity
Cronback's o | p RIS | rected (AVE)
Assortment 0.842 0.517 0.764
Customer Service 0.866 0.52 0.813
Cognitive Absorption 0.845 0.578 0.755
Self-efficacy 0.842 0.576 0.75
Trust Propensity 0.851 0.534 0.781
Table 3
Outer path loading
Latent Variable Code Indicator Loading factor
Assortment Assortl Variety in package sizes 0.659
Assort3  |Range of quality. 0.752
Assort4d  |Variety in brands 0.758
Assort5  |Personalised services 0.614
Assort6  |Excellent assortments of 0.77
products
Customer Service |CS2 Speedy complaint 0.738
handling
CS3 Easy Navigation 0.636
CS4 Understanding & 0.729
supportive customer
support
CS7 Easy return & refund 0.802
policy
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CS8 Fast and easy transaction 0.625
CS9 Can talk to customer support [0.778
in case of any problem
Cognitive CA2 Never get distracted during  |0.739
Absorption online grocery shopping
CA3 Totally immersed in the 0.834
buying activity
CA4 Tend to forget one’s immediate|0.706
surroundings
CA5 Fully attentive when buying |0.756
grocery online
Self Efficacy SE2 Confidence level in online 0.758
buying expertise
SE3 Knowledge of internet 0.782
shopping
SE4 Ability to assess quality of 0.795
shopping site and app
SE5 Ease and comfort in online 0.687
shopping
Trust Propensity  |TP1 In general people are helpful [0.723
P2 Most people behave honestly |0.817
TP3 Most people try to back up 0.708
their words with needed
actions
TP4 In general, people keep their |0.693
promises
TP5 In general people is 0.707
considerate about others’
problems
Loyalty Loyaltyl |Best site/app for buying 0.817
grocery
Loyalty2 |Always use this site/app 0.705
Loyalty4 |Will not switch to any other 0.706
online store if this online
grocery store continues to
provide the same customer
service performance
Loyalty5 |First choice whenever buying |0.802
grocery online

According to the criterion of PLS SEM, the outer loadings of the
measurement items must be above 0.6 that is considered ideal for further
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statistical analysis. From the above table, we can say that the outer loadings
were all above 0.65. According to Hair et. al., (2017), Cronbach’s alpha and
composite reliability score has to be above 0.7 and the average variance
extracted score has to be above 0.5 and Table 2 shows the value scores were
well above the threshold values. Hence the scale fits the requirement of
internal consistency and reliability. After the reliability check, the
discriminant validity was tested that shows the extent to which the
measures of different constructs are unrelated to each other. The results of
the discriminant validity testing are shown below in Table 4.

Table 4
Discriminant validity with Fornell Larcker criterion
1 2 3 4 5 6
1. Assortment 0.719
2. Cognitive Absorption | 0.314 0.76
3. Customer Service 0.544 0.237 | 0.721
4. Loyalty 0.486 | 0.387 | 0.451 | 0.759
5. Self Efficacy 0434 | 0.237 | 0563 | 0463 | 0.757
6. Trust Propensity 0.353 0.33 0.375 | 0.407 | 0212 | 0.731

According to Fornell Larcker method, the square root of average
variance extracted values of individual construct must be greater than the
inter-construct correlation value of other constructs in the study. This is
clear from Table 4 above. The diagonal cells that are highlighted are the
square root of AVE values which are greater than all other values in the
matrix. Hence, we can conclude that the criterion of discriminant validity
is met and the data can be further processed for other statistical analysis.

3.1.3: Structural Model Analysis

In SEM, the structural model also called the inner model establishes
relationships between the latent variables by estimating their path
coefficients as shown in Figure 1. The structural model is mainly assessed
with the significance of path coefficients, coefficient of determination (R?)
and effect size F-Squared.
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Figure 1
Research framework
Table 5
Bootstrapping Estimates with mediation
Original | Sample | Standard T statistics P
sample | mean deviation |(|O/STDEV|)| values
(0) (M) (STDEV)
Resource based 0.578 0.58 0.045 12.856 0.000**
Capability ->
Physical Resource
Physical Resource-> | 0.716 0.717 0.042 17.016 0.000**
Cognitive Attention
Physical Resource -> | 0.639 0.641 0.054 11.747 0.000**
Self Efficacy
Physical Resource -> | 0.759 0.76 0.043 17.844 0.000**
Trust Propensity

Contd...
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Physical Resource -> | 0.389 0.391 0.069 5.653 0.000**
Loyalty

Resource based 0.828 0.829 0.022 36.804 0.000%*
capability ->

Assortment

Resource based 0.9 0.9 0.012 72.968 0.000**

capability ->
Customer Service

Resource based 0.327 0.328 0.069 4.767 0.000%*
capability-> Loyalty

**p<0.01, significant

3.1.4 Bootstrapping results

Once the measurement model is identified and the construct is tested
for reliability and validity, the structural model is measured with the help
of bootstrapping results shown in Table 5. To measure the relational
hypothesis, the path coefficient values were noted, and the t statistics and
p values were measured, and statistical significance were interpreted
keeping these values for reference. If the t value greater than or equal to
+/-1.98 or p values less than 0.05, then the statistical significance is met.
The significance influence of independent variable on the dependent
variable is measured with the help of these values. Accordingly, the Table
4 above shows that there is significant influence of construct resource-
based capability on customer physical resource and also significant
influence of construct physical resource on loyalty at 1% level of
significance. Hence it can observed that customer physical resource does
mediate between an online grocery store’s resource based capability and
customer loyalty. To evaluate the quality of the model, the coefficient of
determination (R squared) is estimated in Table 6 below.

Table 6
Coefficient of Determination (R squared)
R-squared R-square adjusted
Loyalty 0.418 0.412
Physical Resource 0.386 0.384

R-squared determines the explanatory power of independent variable
on the dependent variable. In the research model, customer loyalty which
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is the outcome variable in the study is explained to an extant of 42% by the
two independent variables Resource Based Capabilities and customers’
physical resource. This tells that the variables physical resource and
resource based capability put together were able to explain loyalty to an
extent of 41%. It indicates that there are other variables which determine
customer loyalty besides RBC and physical resource. Similarly, 38.6% of
the variance in the mediator variable customer physical resource is
explained by the proposed research model. The slight difference between
the R-square and adjusted R-square values in all cases suggests that the
model is manageable with unnecessary predictors (Henseler et. al., 2009;
Hair et. al., 2014)
Table 7

f square results

Physical Resource Resource Based Capability
Loyalty 0.149 0.11
Physical Resource 0.629

In a structural model analysis, one endogenous variable can be
affected or influenced by several exogenous variables. Removing one of
the exogenous variables may have an effect on the endogenous variable or
outcome variable. The f-square value determines the change in R squared
value if one exogenous variable is removed from the model. Hence, the
f-square value provides the effect size according to the rule given by
Cohen (1988). The effect size is considered small if value of f-square is
greater than or equal to 0.02, medium if it is greater than or equal to 0.15
and effect size is large if f-square is greater than equal to 0.35. Therefore,
from Table 7, it can be inferred that physical resource has medium effect
on loyalty.

4. Results

The study empirically proves that customers play a crucial role in
resource integration process when they combine their personal resources
with the operand or operant resources of the firms. This reinforces the
fundamental proposition of the Service Dominant Logic that customer
operant resources are invaluable and customer plays a pivotal role in the
co-creation of value (Hilton et. al., 2013). This study supports the extant
literature that asserts the facilitating role of supplier organizations in
customers’ value co-creation efforts (Alves et. al., 2016). The study shows
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that individual differences in personal endowments do mediate between
firms’ resource factors. Further, the study contributes to existing co-
creation literature that customer co-creation of value leads to positive
consequencesnotonly for the customerslike higherlevels of personalization
and improved service perception but also contributes to organizational
intangible resource and asset development in the form of higher customer
loyalty. This study reaffirms the views of Nuttavuthisit (Alves et. al., 2016;
Nuttavuthisist, 2010) which states that customer participation can reap
benefits for both the customer and the supplier involved in co-creation.

5. Discussion & Implications

The present study with respect to online grocery buying tries to
unravel the possible effect of customer resources in influencing customer
loyalty while integrating their own resources with the resource oriented
capabilities available in the online grocery store. Existing discussion on
customer loyalty has been more in the light of the market and service
offerings of a firm where as this study tries to understand the possible
effect of customers’ own physical resources as the mediator between
online stores resource based factors and loyalty. Customer physical
resources are the individual differences in terms of attributes of cognitive
absorption, self efficacy and trust propensity. The study shows that
individual differences in personal endowments do mediate between firms’
resource factors and loyalty. This aligns with previous self efficacy studies
that posit higher the level of faith and confidence on ones abilities, greater
the likelihood of positive estimation of outcome (Hsu & Chiu, 2003). Also
it reinforces previous trust studies that emphasises higher trust is
instrumental in more favourable assessment of any activity and its
outcome.

6. Recommendation

The study indicates that customers’ individual differences and
personal characteristics can significantly influence customer loyalty.
Individuals differ in terms of their perceived self efficacy and trust
propensity and their levels of cognitive absorptive capacity also vary
amongst one another. The salience of grocery buying is convenience and
utility. Practitioners and online retailers can initiate steps towards
enhancement of customers’ perceived self efficacy. Interactive and user
friendly interface, delightful seamless navigation experience, thoughtfully
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designed grocery website and apps, easy and secured payment options
can help to boost customer self confidence and efficacy through the hassle
free shopping experience. Aesthetic and tasteful websites and apps can
trigger a feeling of fun, intrigue and delight that paves for customer
engagement and higher levels of concentration and cognitive absorption.
In a similar manner, customers trust disposition towards online grocery
shopping in general and the online store in particular can be strengthened
by investing on trust signalling attributes like providing deep and attractive
assortment and through prompt service recovery and complaint handling
mechanisms

7. Limitations & Future Research

The study is based on a single business category i.e. online grocery
which is actually representative of the utilitarian buying behaviour. In this
sense, the findings from the study may not be apt to extrapolate for high
involvement and risky purchase situations like jewellery and durable
electronic goods where the effect of social factors, subjective norm and
word-of-mouth may be higher. In this study, only three dimensions of
physical resource were considered. Additional variables like
innovativeness, playfulness and social class can possibly increase the
explanatory power of the proposed model. Moreover, the sample
constituted of only the educated urbanites in the metropolitan city of
Bengaluru. As online grocery has penetrated even to the small towns and
villages in India, future studies can be planned on a bigger scale with a
more representative sample.

8. Conclusion

The study has significant implications for both resource integration
and online buying behaviour. While the extant literature demonstrates the
mutual dependency between organizational resource and customers’
operant resource, this study brings forth the relevance of customer physical
resources like cognitive absorption, trust disposition, and self efficacy in
understanding customer resource and online buying behaviour. The
previous research studies have not much highlighted the inter-linkage
between customer operant resources. The present study makes it clear that
the effect of firm resources based capabilities on customer loyalty is
actually mediated by customer resources. This aspect is a new revelation
and therefore the study contributes to better understanding of resource
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integration and value co-creation. The study has relevance both in co-
creation and consumer behaviour literature as well as implications for
strategic management capability studies.
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