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In this research, a conceptual framework in both business-to-business (BtoB)

and business-to-consumer (BtoC) relationships is built to connect the key constructs of value
co-creation, switching costs, and customer share. The concept of value co-creation positions a value
as what a company and its customers create together, instead of what a company provides to its
customers unilaterally. In particular, by analyzing the results of a quantitative survey, taking the
example of corporate financial services (BtoB) and hairdressing services (BtoC) as an example, this

research provides insights on 1) mediation effect of the level of credence qualities on value
co-creation, 2) mediation effect of implementation of value co-creation on switching costs and
customer share, and 3) moderation effect of credence qualities and value co-creation on switching
costs and customer share.
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Model Fit
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