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Abstract. Fashion industry is included in the top three industry which contribute to national domestic 
product (GDP) and become the highest contributor in export sector that means fashion industry have 
high productivity in Indonesia. Throughout the years, the way how the companies perceive their 
customers has changed, shifting the role of customers from passive to active in the innovation process. 
Consumer role during the innovation process leads to “co-creation”. Co-creation is the interactions 
between companies and consumers in order to co-create value. To invite customers for joining the co-
creation activity, a company need to know what customers expected benefit from this activity. Mii is a 
fashion company that want to put co-creation with their customers in their business process as a value 
proposition and they need to know what is benefit expected by the customers so they can provide their 
expectation. This research using qualitative method with semi-structured questions to know what 
benefit expected by Mii’s customers from co-creation activity. The result of this research is the benefit 
expected by Mii’s customers that can be provided by Mi and put it in Mii’s value proposition. From the 
co-creation activity Mii’s customers want to learn about Indonesia culture or phenomenon, learn to 
make a story, make a moodbard, make product together, learn about tenun fabric, learn about fashion 
material, collaborate with Mii and other customers, gain network and link, showing their capabilities, 
and their name mention in the story of the product. 
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Introduction 
 
Creative Economy is one of the sectors that is expected to be new national economic power in the 
future, along with the increasingly degradation of natural resources every year. According to Bekraf’s 
report in 2017, from sixteen sub-sectors in Indonesia’s creative economy, the top three of them which 
contribute to national gross domestic product (GDP) are culinary (41,69%), fashion (18,15%), and craft 
(15,70%) as shown on figure 1.1. 
 

 

 
Figure 1 Gross Domestic Product (GDP) 
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Minister of Industry Indonesia, Hartarto (2017) said that the fashion industry contributes greatly to the 
country’s foreign exchange, national gross domestic product and employement. According to statistical 
data and survey result of creative economy from Badan Ekonomi Kreatif (Bekraf) and Badan Pusat 
Statistik (2017) as shown on figure 1.2, fashion sector is the highest contributor in export sector (56%).  
 

 
Figure 2 Export Sextor in Creative Economy 

Fashion industry is included in the top three industry which contribute to national domestic product 
(GDP) and become the highest contributor in export sector that means fashion industry have high 
productivity in Indonesia because GDP is measuring the total output of goods of a state during a certain 
period time (Tjukanov, 2011) and have potency in global market outside the country’s economic 
territory. 
As a contributor in creative economy, fashion companies need to take their creativity as their advantage. 
With being creative a company can grow its revenue, gain market share and have a better competitive 
leadership and thereby involves their customers to achieve their goals (Forrester, 2014). From a study 
made in 2016, 90% of CEOs put customers and clients as their top priorities while implementing a 
strategy and 27% of these CEOs believe that their customers are looking for a relationship with 
organizations that address wider stakeholders needs. This figure has been presumed to be 44%, in the 
next five years (PricewaterhouseCoopers, 2016). 
Throughout the years, the way how the companies perceive their customers has changed, shifting the 
role of customers from passive to active in the innovation process (Prahalad and Ramaswamy, 2004). 
Consumer role during the innovation process leads us to “co-creation”, Prahalad & Ramaswamy (2004) 
defined it as the interactions between companies and consumers in order to co-create value. According 
to Hoyer et al., (2010), the successful co-creation process can give positive outcomes for customers and 
companies allowing the company to gain a competitive advantage. The firm’s efficiency can increase 
and gained productivity, while improving its effectiveness towards the customers as the co-created 
products should fit their expectation. Co-creation allows the company to enhance the relationship with 
its customers by providing them satisfaction (Hoyer et al., 2010). Consumer co-creation represents an 
attractive approach for companies for a variety of reasons. In particular, ideas generated through co-
creation will more closely mirror consumer needs. (Hauser, Tellis, and Griffin 2006).  
To invite customers for joining the co-creation activity, a company need to know what customers 
expected benefit from this activity, according to Blau’s (2004) social exchange theory holds that people 
who put more effort into an activity - such as co-creating customers – are motivated by the expected 
returns, based on Verleye (2014) expected co-creation returns or benefit by the customers divided into 
six (6) categories. 
The output from customer co-creation is value. In Business Model Canvas (BMC) by Osterwalder & 
Pigneur (2010), from nine blocks that show how company work to make money, there is one particular 
block that describes the value offered by the company, that is Value Proposition. In Osterwalder et al’s 
(2014) book, value proposition describes the benefits customers can expect from the product or service 
offered by the company,  
Mii has only been running for two (2) years now and has been launched two (2) collections. Mii first 
collection was released in December 2016. In first collection, Mii release three (3) articles products is 
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using full tenun fabric as its material. The first collection was sold out in June 2017, the amount 
produced in first collection is thirty-six (36) pieces. We can tell that each month on average the products 
sold five (5) pieces. Mii second collection was released in December 2017 and also release three (3) 
articles. The second collection is not sold out yet but until June 2018 it was already sold for fifty (50) 
pieces. We can tell that each month Mii can sell eight (7) pieces. It was sold more than the first collection 
each month. 
 

Table 1 Mii's Product Sold 
 1 ST COLLECTION 2 ND COLLECTION 

TIME (month) 7 7 
SOLD (pieces) 36 50 

AVERAGE (per month) 5 7 
REVENUE (x1000) 14.400 16.980 

 
The reasons why Mii want to do co-creation with their customers is because they experienced that 
occurrence in sales report when they listen to their customer opinions about the first collection and then 
in the second collection Mii is implementing what their customers recommended them to do. That is to 
use less tenun fabric on their products so the customers can wear them without worried more about the 
tenun fabric in their clothes damaged. 
 
This study has an objective to: 

1. To know what are expected benefit by the customers that can be implemented in Mii’s 
value proposition 

 
Theoretical Foundation 
 
The connection between the company and the customers is seen as an exchange of knowledge and skills 
as well as services in which a value is co-created (Vargo and Lusch, 2004). Co-creation is about joint 
creation of value by the company and the customer and a joint problem definition and problem solving 
(Prahalad & Ramaswamy, 2004). According to Prahalad & Ramaswamy (2004), co-creation is a joint 
creation of value by the company and the consumers also allowing consumers to co-construct the 
experience to suit their context and this is could incorporate a joint problem definition and solving as 
well as an active dialogue and co-construct personalized experiences. Piller et al., (2010) connect the 
customer co-creation to the overall process by explaining that the "customer co- creation denotes an 
active, creative and social collaboration process between producers (retailers) and customers (users), 
facilitated by the company " producing a co-created value (Prahalad & Ramaswamy, 2004). It seeks to 
create more innovative ideas than the small-scale of customers interviewed with traditional market 
research techniques (Witell et al., 2011) and to distinguish good ideas from bad ideas (Filieri, 2013). 
According to Verleye (2004) customers expect different benefits in return for co-creation. Nambisan 
and Baron (2009) argue that customers who involve in virtual co-creating activity expect hedonic 
benefits (i.e. pleasurable experiences); cognitive benefits (i.e. knowledge about products, services, and 
technologies); social benefits (i.e. relational ties among participants); and personal benefits (i.e. status 
and self-efficacy). Based on a review of the virtual co-creation literature, Füller (2010) confirms there 
are several expectations from customers, there are intrinsic playful tasks (cf. hedonic benefits), 
opportunities to keep up with new ideas and develop skills (cf. cognitive benefits), opportunities to 
connect with like-minded people (cf. social benefits), and self-efficacy and recognition (cf. personal 
benefits). In her review, Verleye (2004) adds the importance of pragmatic benefits in the form of 
solutions better meeting personal needs and economic benefits in the form of monetary rewards as the 
fifth and the sixth benefits. 
Remarkable is that the expected co-creation benefits were identified in not only research on virtual co-
creation but also research on co-creation in general (Etgar, 2008; Hoyer et al., 2010). Etgar (2008) 
identified three broad categories of expected co-creation benefits. The first category refers to economic 
benefits, including reduction of risks associated with receiving not suitable products or services (cf. 
pragmatic benefits) and a compensation for the effort that have been made (cf. economic benefits). The 
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second category refers to social benefits, including opportunities for social contact (cf. social benefits) 
and better status and social esteem (cf. personal benefits). The third category refers to psychological 
benefits, including enjoyment, fun, and excitement (cf. hedonic benefits) and learning and mastering 
new skills and techniques (cf. cognitive benefits). Verleye (2004) conclude in her paper that there are 
six (6) expected co-creation benefits (table 2).  

Table 2 Expected Co-creation Benefit 
Scale Benefit Experience Adapted 
Hedonic 
Benefit 

Having 
pleasureable 
experiences 

It was a nice experience 
It was fun 
I enjoyed it   

Adapted from self-regulation 
questionnaire – intrinsic 
motivation scale (Ryan and 
Connell, 1989) 

Cognitive 
Benefit 

Acquiring new 
knowledge/skil
ls 

It allowed me to keep up 
with new ideas and 
innovations 
It enabled me to come up 
with new ideas 
I could test my 
capabilities 
I improved my skills 
I gained a sense of 
accomplishment 
I gained new 
knowledge/expertise 

Adapted from intrinsic 
innovation interest scale (Füller, 
2010) 
Adapted from gain knowledge 
scale (Füller, 2010)   Adapted 
from achievement-challenge 
self-efficacy scale (Füller, 2006) 
Adapted from knowledge 
acquisition scale (Füller, 
2006)   

Social 
Benefit 

Being able to 
connect with 
other people 

I met others with whom 
I share similar interests 
I am able to connect with 
other people 
The interaction was 
pleasant 

Adapted from make friends 
scale (Füller, 2006) 
Adapted from customer 
relational value scale (Chan et 
al., 2010)   

Personal 
Benefit 

Gaining a 
better status 
and 
recognition 

It raised ideas that I can 
introduce to others 
I could make others aware 
of my knowledge and 
ideas 
I made a good impression 
on other people    

Adapted from show idea scale 
(Füller, 2010) 
Adapted from recognition–
visibility scale (Füller, 2006) 
Adapted from consumer 
perceived social value scale 
(Sweeney and Soutar, 2001) 

Pragmatic 
Benefit 

Solutions 
better meeting 
personal needs 

I had control over the 
quality 
The quality was in my 
hands 
I had an impact on the 
degree to which my 
preferences were met 
The risk of failure was 
limited   

Adapted from customer 
economic value scale (Chan et 
al., 2010) 

Economic 
Benefit 

Compensation 
in line with 
effort made 

I got a compensation in 
line with the effort made 
I got an appropriate 
reward in return for my 
input 
I got a fair return 

Adapted from compensation-
monetary reward scale (Füller, 
2010) 

 
Many definitions of value proposition that have been made and it’s widely used. According to Buttle 
(2009) a value proposition is an explicit promise made by a company to its customers that it will deliver 
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particular bundle of value creating benefits. Fifield (2007) defines value proposition as a written 
statement focusing all the organization’s market activities onto customer critical elements that create a 
significant differential within the customer’s decision process, to prefer and/or purchase the 
organization’s offering over a competitor’s. In other words, value proposition is an entire set of 
experiences, including value for money that an organization brings to customers. Customers may 
perceive this set or combination of experiences to be “superior, equal or inferior to alternatives” 
(Lanning, 1998) . Osterwalder et al. (2014) defines value proposition as a concept that describes the 
benefits customers can expect from the company’s products or services. 
 
Conceptual Framework 
In doing this research the steps are we asking the customers about their benefit expected from co-
creation after they told about what co-creation is and how is co-creation can be done with customers. 
The co-creation zone explained to customers is Mii’s business process. The co-creation will only have 
do in operation division from making story until final product. The expected benefit by customers from 
co-creation activity will be insert in Mii’s value proposition as the advantage joining co-creation with 
Mii (figure 3). 
 

 
Figure 3 Conceptual Framework 

 
Methods 
 
Data Collecting Method 
For data collection researcher using qualitative method because researcher want to understand the 
respondents’ lives and their own perspectives with their own words (Kvale, 1996). The researchers 
would conduct structured interviews, which are defined as standardized with similar questions for all 
the participants. They would be used when the researchers want to have results allowing to create a 
generalization over the population (Bryman & Bell, 2011). In another hand, when the researchers want 
to understand the perspectives of the participants, they will use unstructured interviews (Bryman & 
Bell, 2011) which can be referred to semi-structured interviews. By using a semi-structured interviews 
technique, we want to let to the interviewee a certain freedom during the interviews. The semi-
structured interview is in some ways structured as it displays a list of questions or/and themes that the 
researchers want to cover with an interview guide (Kvale, 1996).(table 3) 
 

Table 3 Interview Guideline 
Expected co-
creation benefit  

Code Questions Purpose 

Hedonic benefit HB Bagaimana perasaan anda 
jika diajak Mii untuk 
melakukan co-creation? 

Know what pleasurable 
experience expected by the 
customers 

Cognitive 
benefit 

CB 1 
 
 
 
 
CB 2 

Dari bisnis proses Mii itu 
yang paling menarik yang 
mana? 
 
Apa pelajaran/ilmu/skill 
yang kamu harap 
dapatkan dari aktivitas co-
creation ini? 

Know what the most interesting 
phase in Mii’s business process 
for the customers 
 
 
Know what knowledge or skill 
customers expected to get in co-
creation activity 

Social benefit SB Apa yang kamu harapkan 
dari adanya customer lain 
di dalam co-creation ini? 

Know what customers expected 
to get from connecting with 
other people 
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Personal benefit PB Apa yang kamu harap 
dapat tunjukkan kepada 
customer lain saat 
melakukan co-creation 
ini? 

Know if customers need to 
gaining a better status and 
recognition from this co-
creation activity or not 

Pragmatic 
Benefit 

MB Apa yang kamu harapkan 
dari produk yang nanti 
dihasilkan? 

Know what customers expected 
from the final product produce 
by the co-creation activity 

Economic 
benefit 

EB Apa imbalan yang kamu 
harap dapatkan dari Mii 
karena sudah mengikuti 
kegiatan co-creation ini? 

Know what customers expected 
to get as a compensation for 
what they have done 

 
Data Anlysis Process and Procedure 
 
In this research the researcher is using coding method for the analysis process. According to Sãldana 
(2013), a code is a word, phrase, or sentence that represents aspect of a data or captures the essence or 
feature of a data and coding can be defined as technique that can be used to analyze or interpret data.  
Creswell (2009) recommended a six-step process: (a) organize and prepare the data; (b) read entire data 
set; (c) begin a detailed coding process; (d) generate categories, people, and observations; (e) 
demonstrate how descriptions and observations will be presented in the study report; and (f) interpret 
the data. The researcher’s coding construct allowed him to interpreted meaning to each individual fact 
for later purposes of pattern detection, categorization, theory building and other analytic processes 
(Saldana, 2013).  
Data analysis involved transcribing the interviews and reading each interview several times to 
understand the meaning of each interview. The researcher then (a) arranged the data, (b) classified the 
data, (c) developed themes, (d) interpreted the data, and then (e) finalized the theme set. From this 
analysis sequence, a comprehensive description of findings was formulated and revealed within Chapter 
5.  
 
Result and Discussion 
 
Expected Hedonic Benefit 
According to customer’s responses when they asked how is their feeling if they ask to join co-creation 
with Mii they said excited because they have a chance to work in a fashion brand, they can directly 
involve in the process of Mii making the product and they feel proud and special because from many 
customers they have chosen by Mii to join them to do co-creation. Also there is a customer who feel a 
little bit anxious because he doubts whether he will be accepted or not by other customers. 
Expected Cognitive Benefit 
According to customer’s responses, the most interesting steps in Mii’s business process are story, 
moodboard, and prototyping. They choose story because they will know many kinds of Indonesian 
phenomenon and culture. Mood board is also interesting because they can choose the color, the shape, 
and the texture that will be used for making the product and in mood board section they can translate 
the story into visual. They also choose prototype because they can choose the material and realize the 
product. 
What knowledge or skill customers expect to get from Mii’s co-creation activity are how is Mii’s work 
process and how is Mii business works, how to choose the theme, find the important thing about a 
culture or a phenomenon, learning to collaborate with new people and matching ideas, concepting ideas, 
how to bring up unique ideas, knowledge about Indonesia background (story), choosing colors, shapes, 
and texture in moodboard, learn to drawing or sketching and designing, knowledge about tenun fabric, 
how to tell a good stitch is, how to choose a good material, how to choose a good quality product and 
also there is a customer that didn’t expect to getting any skill but rather to get knowledge and sense of 
belonging in the product that he made. He rather to get knowledge about fabric types, how to tell fake 
stuff, and how to tell a good dye. 
Expected Social Benefit 
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Social benefit is being able to connect with other people or have opportunities to get social contact. In 
the interview customers were asked what they are expect from other customers in co-creation activity 
and this are their answers: getting more insight and perspective, collaborate with them, sharing about 
Indonesia culture, sharing about their journey experience, honest and not shy about their ideas, giving 
feedback, gaining network and link, sharing new knowledge, elevate each other style, tolerance each 
other, and the diversity. 
Expected Personal Benefit 
Personal benefit is gaining a better status, social-esteem, self-efficacy and recognition. In the 
interview the customers were asked what they expect to show to other customers and this are their 
answers: Showing their characteristic, Show their contribution in the co-creation by their ideas being 
chosen, Showing their capabilities (like sketching), and Sharing about their knowledge. 
Expected Pragmatic Benefit 
Pragmatic benefit is solutions better meeting personal needs or reduction of risks associated with 
receiving not suitable products or services. In interview the customers were asked what they expect 
from the product of co-creation activity and this are their answers: Still have Mii’s characteristic, 
Different from Mii’s earlier collection, Like Mii’s product earlier, Unique and good design because 
there is customer’s characteristics in the final product, Limited edition, It’s all from customer’s 
decision and everyones are satisfied, Customable, and Attach with them. 
Expected Economic Benefit 
Economic benefit is compensation in line with effort made. In interview the customers were asked what 
compensation they expect from Mii by doing co-creation activity and this are their answers: Free 
product, Mii x Their Names, Royalty depends on how far their contribution, Including their names, 5% 
percentage, pay for COGS price for the product, Special price, Mention if it’s a collaboration project 
but there is a customer who didn’t expect economical reward but more in networking, sharing 
knowledge, sustainable, and self-attachment and also there is a customer who didn’t want her name to 
be mention but rather to tell this product is a collaboration between the status or profile of the customers. 
 
Conclusion 
 
From this research we already know what are benefit expected by the customer from co-creation 
activity. In the analysis process we sorting out which expected benefit Mii could provide or not with 
their current situation. This conclusion is answering the research question mentioned in chapter I. The 
research question is “What are expected benefit by the customers that can be implemented in Mii’s 
value proposition?”. The benefit expected by the customer that Mii could provide are: 
 

 
Figure 4 Value Proposition with Co-creation 
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