
 
 

The Sixth International Conference on Entrepreneurship and Business Management  
(ICEBM 2017) 

Hanoi, Vietnam  – November 16-17, 2017 

ISSN: 2598-7976       e-ISSN: 2598-7968 

 

 

369 

 

EFFECT MODERATING OF SALESPERSONS ON CO-CREATION VALUE 
 

 

R.A Marlien1),2), Alimuddin RR2), Euis Soliha3) 
 

Universitas Stikubank, Semarang, Indonesia 

 

Corresponding author: marliennasehat@gmail.com  

 

 
Abstract 

  

The life insurance industry plays a role in mobilizing and increasing the accumulation of public funds, 

through savings and investment funds. Besides, it also regulates, allocates manage risk by maintaining the 

level of liquidity to face the uncertainty later on. The basic concept in this research is departed from the 

relationship between marketing and services marketing. The concept of collaboration is an extension of the 

above concept. This study aims to build collaboration as an antecedent of co-creation value. The capacity of 

salesperson is as a moderating variable in the relationship between customer participation and co-creation 

value. A set of hypotheses are built to analyze the effect of antecedents on co-creation values. The findings of 

this study found that customer participation and corporate values have no effect on the value of co-creation. 

The values of collaboration and salesperson's capabilities affect the value of co-creation, while the capability 

of the salesperson is not as a mediator instead of an independent variable. 
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Introduction 

 Co-creation provides space for customers and end users to be actively involved in the design, 

development of products and services, so that the resulting product is the embodiment of personal 

personality, consumer and company experience. In this activity customers are trying to use the influence of 

their innovation ideas on business systems. The influence is in certain stages of design activities, process or 

service side. Therefore, it is possible for a company to create unique value according to individual customer 

experience. Information technology through web and social media enables an exploration strategy that results 

in the development of new products and services by engaging customers. The cooperation is conducted with 

the aim of reducing risk, cost, capture sharing of creative ideas, sharing knowledge and technology. 

(Chesbrough, 2003; Prahalad & Ramaswany, 2004a; Chesbrough, 2007; Ophof, 2013a; Filieri, 2013). 

 Indonesia is the country with the largest population of approximately 244 million OJK (2013), where 

the contribution of life insurance policyholders only 3% of the population. Compare with Malaysia's 

neighboring country with a population of about 30 million inhabitants where life insurance policy contributes 

32.91% of the total population (LIMRA, 2010). This illustrates that the life insurance market opportunity in 

Indonesia is still very large, but the company has not been able to work on it optimally.  
 Life insurance products are less attractive to people in Indonesia due to many things such as research 

conducted by Rochma, (2007). Other causes, lack of education by insurance companies so that customers are 

not getting the right information. According Sunarto (2000) lack of corporate interaction with policyholders 

after the transaction and the system used still. The connectivity of customers and life insurance companies 

through salespeople / agents becomes quite unique because agents not only sell and market, but are required 

to be value creators. As a value creator, a salesperson is required to have communication skills, competence, 

skill, hard work, and smart work (Sujan, Weitz, and Kumar, 1994). 

Co-Creation Value 

 Gronroos (2011), the customer is a co-creator or value creator, because new customers can feel. The 

benefit if they have made a purchase and use it. Supplier is a value facilitator because the source / facility 

input to the process is produced by the supplier / company. The value created together will result in a 

personalized product, a unique customer experience, a sustainable income for the company, and improving 

the company's market performance loyalty, long-term relationships, positive words from gethok-tular 

(Javanese language. Co-creation is the knowledge and skills that are at the core of the service. Service-

dominant logic or S-D logic is the basic framework of co-creation value that shifts the focus on value 

creation from the outset of the firm and the value in exchange (Vargo, Maglio and Akaka 2008). The value 
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the customer receives is the difference between the total amount of value for the customer and the total 

amount of customer cost (Kotler 2002). 

 

Salespersons Capability   

 Sujan et al. (1994) salesperson activity can be interpreted as a hard and intelligent effort of a salesperson 

with all the skills and expertise intended to obtain the desired end result. Kohli's study, et al. (1998) suggests 

that the orientation of a salesperson is a form of desire to increase the skills and skills of salespersons for 

learning. Salesperson activity is a skills-building, learning-based activity to help them develop an 

understanding of the sales environment and increase their knowledge of the appropriate sales strategy. The 

capability of an insurance agent (salesperson) is a broad knowledge, communication, problem solving 

solution and professionalism in the field. This is because the insurance agent must have a commitment and 

trust given the product sold is a financial product or insurance program. 

 

Partisipasi Pelanggan 
 Customer involvement can be interpreted as customer participation in interaction between customer and 

employee. Such customer participation can be superior service delivery, production services both physically 

and share resources or competencies (Dabholkar 1990, Schneider and Bowen 1995, Lengnick-Hall 1996). 

Customer participation behaviors seek information to clarify service requirements and meet cognitive needs, 

want information about service status and service parameters. Customers need information on how to 

perform their duties as co-creators of value and also what they expect to do and how they perform during 

service meetings (Yi and Gong 2013). 

 

Value proposition  

The company's value proposition is a positioning statement that explains what benefits it offers, to whom and 

how to do it uniquely. Company values are a promise. The promise of value made to customers when they 

use the company's products. Another definition of proposition values is an advantage that aims to achieve 

customer satisfaction as needed (Kotler and Keller, 2012). 

 

Life insurance 

 According to Salim (2005), insurance is a willingness (by individuals or legal entities) to establish small 

losses that are uncertain in the present as a substitute for future uncertain losses in the future. A small loss 

that is certain is in the form of payment installment or payment as well as premium to the insurance 

company, while the replacement or compensation for loss is in the form of payment of insurance claim by the 

insurance company. According to Haiss and Sumegi (2008), the development of the life insurance industry in 

national economic activity will increase the role of financial institutions to provide financial protection to the 

community and encourage the growth of productive sector through the accumulation of investment funds in 

the capital market.     

 

Relationship between Variables  

 Heinola (2012), Gronroos (2011a), Vargo et al., And (2008a) who said that corporate and customer co-

creation will result in high co-creation when compared to working separately by utilizing resource integration 

and applying competencies and knowledge. Co-creation is the result of customer participation with the 

company in value creation including information sharing, making suggestions, engaging in decision making 

and delivery processes to customers (Bendapudi and Leone 2003; Dong and Zou 2008; Bolton and Saxena-

Iyer 2009a; Chan, Yim, And Lam 2010; Schütz 2011; Heinola 2012; Ho, 2013). Collaboration can be done 

through product innovation, innovation-process, and interactivity (Prahalad and Ramasmamy 2004, Thomke 

and von Hippel 2002).  Hypothesis 1: The stronger the Customer Participation, the higher the co-

creation value. 

 According to Graf and Maas (2008) the company as a service provider center means the value that 

the firm offers to the product it generates, must match the customer's perceived value for its benefits and 

sacrifices. A customer value proposition is an explicit promise made by the company to the customer that it 

will provide a number of useful value creations (Buttle, 2009). In other words, customer value proposition is 

a written statement focusing all of the organization's market activities to key customer elements that make a 

significant difference in the customer's decision-making process, to select and / or buy an organization's offer 

of competitors (Fifield 2007: 443). Hypothesis 2: The higher the Company's Values, the higher the co-

creation value.  

 Collaboration to produce a shared vision, build an agreement on an issue or issue, create a solution to 

the problem, and put forward shared values to produce decisions that benefit all parties (Simatupang and 
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Sridharan, 2004). So collaboration is an interactive process that involves two or more participants working 

together to get results that can not be solved independently. Studies by Anderson and Narus (1990) measure 

the quality of collaboration between manufacturers' organizations and distributors by using satisfaction 

indicators between collaborating parties and age of alliances. To realize the results to be achieved based on 

proactive efforts to understand co-partners and not to be understood, wide open to get the best alternatives in 

cooperation and principled on the pattern of mutual win-win. 

Hypothesis 3: The higher the Collaboration Value, the higher the co-creation value. 

 

 The presence of salespeople in the service system undertaken as resource integrators and value 

facilitators between the company and the customer through the process of value creation and delivery value 

play an important role. The ability of salesperson in influencing customer perception and value creation will 

have an impact to improve company performance both financially and non financially (Salipante, 2002). 

Salespeople at service companies are value creators. Salesperson as value creator and integrator between 

company and customer, then he must have competence, kapabiltas, motivation and high communication in 

order to persuade and convince customers of the products offered. 

Hypothesis 4: Salesperson's Capabilities moderate Customer Participation and Co-Creation 

 

Methodology 

  This research model is built on the above hypothesis, which is expected to explain the variables 

affecting co-creation. Population is insurance customers in Semarang, analysis unit is insurance analysis, 

technique sampling is purposive sampling with the criteria of life insurance customers from private 

companies, number of Respondents are 100 persons. 

 

Result and Discussion 

 Female respondents are 51.4% more than male respondents at 48.6%. This shows women are more 

aware of the importance of taking insurance than men. The duration of respondents who followed the 

insurance program mostly between 1 to 5 years of 60% and then a long time to customers between 1 to 10 

years of 22.9%. This shows the majority of new customers in taking the insurance and there are some 

customers who have followed for the second time. The customers who are aware of joining insurance are 

those who has a salary of 1-10 million as many as 89.3%. This is interesting to study because customers with 

higher income are less. The largest distribution of insurance age is 31-40 years around 32.1% and 41-50 

years around 36.4%. This shows that those who are aware and need insurance is the age of productive, 

simply because the young age to follow insurance premium just pays a cheaper fee. 

Validity and Reliabilitity Test 

 Validity test using Barlett, KMO, MSA (Measures of sampling adequacy) test and loading factor to test 

indicator of X1, X2, X3, M, and Y questions. The result is all indicators have met Barlett test <5%, KMO> 

50%, MSA > 50% and loading factor> 50% The result of all latent variables indicator is> 50%, it shows all 

indicators are valid. Reliability test using Cronbach Alpha > 0.6. The results of all variables are reliable. 

 

Model Multiple Regression 

The Result of Regression Model: Y = 0,137 X1 + 0,125 X2 +0,264 X3 + 0,493 M  -0,095 X1M  

P-value                         (16, 8%)    (16, 0%)      (0%)             (0%)         (47, 1%) 

F 40,333 (=0), R2adjusted  0,586 

 

  The effect of customer participation on co-creation value is insignificant, meaning that customer 

participation variable does not affect co-creation value. This empirical test supports research conducted by 

Chen, Chen, and Wu (2010) that examines the impact of customer participation on value creation and 

satisfaction on consumers and employees (service providers.According to Yi and Gong (2013), Kelley and 

Skinner (1990), Kellogg DL, Youngdahl WE and Bowen, DE (1997) information sharing is essential to 

reduce the risk or uncertainty in co-creation.Lack of customer understanding of information exchange and 

information disclosure will have an impact on the cost to which the customer is responsible and will Have an 

impact of disappointment because sometimes investment returns do not match the investment benefit plan 

designed during the first transaction. 

 The influence of the firm's value-to-co-creation value is insignificant. This means that the company's 

value-pledge has no effect on the value of co-creation. The result of this empry test is not the same as the 

research of Graf and Maas (2008) the company as the service provider center means that the value offered by 

the company to the product produced must be in accordance with the customer's perceived value with the 

benefit and sacrifice. The company's value-based promises sometimes do not match the reality especially 
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when the customer experiences an event to make an insurance claim. This fact can happen because customers 

do not understand at the time of education and sharing of resources such as information. 

 Collaboration-bersinerji positively and significantly influence the value of co-creation, meaning the 

higher the value of collaboration the higher the value of co-creation. The value of co-creation will be created 

individually (unique) if there are values of cooperation in accordance with the values perceived by the 

customer. Strong collaboration between organizations by Anderson and Narus (1990), Muthusamy (2007), 

Craig (2005), Sawler (2005), means that all parties are convinced that cooperation will result in something 

bigger, and not try to take action - opportunistic actions that would undermine such cooperation. Empirical 

test results, insurance customers will feel having an insurance product in accordance with the needs because 

there is mutual trust and information disclosure is needed at the time of salesperson designing the desired 

insurance products. 

 Salesperson's capability to co-creation value positively and significantly. This means that the higher 

the capability of salesperson the higher the effect on the value of co-creation.. In the insurance company, 

salesperson capability is the value creator of their ability to educate, to explain transparently to the 

prospective customer, to make the power to influence the prospective customer which has an effect on the 

candidate's stability to have the insurance product. In line with the findings of Prihantoro, Basuki, and 

Iskandar (2013), the national life insurance industry is actively increasing the demand for life insurance 

through the development of new product designs with certain characteristics in accordance with the needs 

and characteristics of the community. The result of empirical test on co-creation value research is an agreed 

value between salesperson and prospective customer participation in sharing resources to determine the type 

of insurance product. The value of co-creation is generated to be unique because the value is determined 

individually by the prospective customer, the unique value that is created (distinctinve value) is the 

competitive advantage of the company. 

 

Conclusion 

 The result of empirical research shows that construct of collaborative values and salesperson 

capability significantly influence co-creation value in transactions in life insurance. The value-collaboration 

construct indicator is shown through the influence of transaction komiment, the determination of the 

premium value, the solving of the problem of increasing the benefit and the income of the prospective 

customer. These factors are also supported by professional salesperson capability with knowledgeable, 

intelligent indicators in response to customer problems and communicative education patterns. 

 Although the collision of customer participation and corporate values has no effect on the value of co-

creation due to the sharing of resources that occurs during the dialogue with the salesperson, the prospective 

customer does not publicly provide information about financial capabilities. Financial information needs to 

be disclosed because salesperson other than as their agent also acts as a financial consultant of customers, so 

that salesperson can design the amount of premium that will be determined as well as establish the 

contribution of investment benefits that will be felt by the customer. 
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