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H12: Outsourcing satisfaction has a positive impact on future collaboration 

intentions. 

RESEARCH METHODOLOGY AND DESIGN  

Data collection and research design 

This study was based on an online questionnaire and selected sample firms from the Information 

Management Association of R.O.C. (IMA), the International Service Industry Association of 

R.O.C. (CISA), and the International Trade Executives Association of R.O.C.. The survey 

participants were chief executive officers and senior managers of the sample firms from the 

following fields: Manufacturing sector (21.7%), Information Technology sector (12.6%), Food 

and beverage service sector (12.1%), others service sector (10.6%), Tourism sector (10.6%), 

Finance and insurance sector (9.2%), Medical Treatment & Health Care sector (8.2%), Logistic 

retailing sector (10.2%), and Trading sector (4.8%) , and they evaluated selected items regarding 

a firm’s outsourcing (Table 1). According to the sample plan, each sample company conducted 

the questionnaire survey, and the total planned sampling sample was 213. The actual sampling 

yielded 207 useful questionnaires and a valid response rate of 97%. 

 

Table 1p›Demographic information about the respondents. 
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The questionnaire was designed considering related works and experts’ views. After the first 

draft was completed, a pre-test was undertaken with established leaders in outsourcing value co-

creation in the IT industries to amend any part perceived to have a dubious presentation. 

Therefore, questionnaire recipients could understand the questions in the official survey, and a 

satisfactory completion of the questionnaire was ensured. All aspects were assessed using a five-

point Likert scale from 1 = strongly disagree to 5 = strongly agree. 

Analytical method 

The data were analysed through the structural equations method, using the partial least squares 

(PLS) technique. This technique is designed to reflect the theoretical and empirical 

characteristics of social sciences and behavioral characteristics, wherein we often find theories 

with insufficient support or little information available. More specifically, we used Smart PLS 

2.0 M3. 

RESEARCH RESULTS 

The structural equation modelling technique was used to test the hypotheses. SmartPLS software 

was used to analyse the data. We first examined the instrument (measurement model) to assess 

reliability and validity before testing the structural model using the level of significance of the 

path coefficients and variance explained (R-squared measures), as shown in Table 2. 

 

Measurement model 

We assess the following parameters to test convergent validity: Cronbach’s alpha, the composite 

reliability of constructs, average variance extracted (AVE), and R-square. As shown in Table 2, 

the Cronbach’s alpha values of all constructs range from 0.928 to 0.984. Composite reliability 

values range from 0.954 to 0.989 and are above the benchmark value of 0.70, suggesting the 

acceptable degrees for the internal consistency of each construct. AVE values range from 0.875 
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to 0.969. The model explains most of the variation for these variables.  

The square root of AVE must be greater than the correlations between the constructs. Thus, the 

square roots of AVEs (diagonal elements) are higher than the correlation between the constructs 

(off-diagonal elements), as shown in Table 3. These results support the discriminant validity of 

the scale used and indicate that the measurement model has satisfactory convergent validity. 

 

Structural model 

The structural model is assessed using the variance explained (R-squared measures) and the level 

of significance of the β and T values (Table 2). The R-squared results for the six dependent 

variables are high, particularly for affective commitment (0.776), continuance commitment 

(0.649), normative commitment (0.816), outsourcing satisfaction (0.739), future collaboration 

(0.823), and value co-creation (0.973), thus suggesting that the model has a high explanatory 

power and explaining 77.6%, 64.9%, 81.6%, 73.9%, 82.3%, and 97.3% of the variance in these 

dependent variables, respectively. 

The results support H1, linking customer participation to value co-creation (β-Value = 0.007). 

Consistent with this, customer orientation is also positively correlated with value co-creation (H2; 

β-Value = 0.080). Service quality to value co-creation (H3) is supported (β-Value = 0.146, p < 

0.01), as does communication culture to value co-creation (H4; β-Value = 0.268, p < 0.001). 

Normative commitment to value co-creation (H5) is supported (β-Value = 0.146, p < 0.01). 

Continuance commitment to value co-creation (H6) is supported (β-Value = 0.282, p < 0.001). 

Affective commitment to value co-creation (H7) is supported (β-Value = 0.089). Trust to 

normative commitment (H8) is supported (β-Value = 0.836, p < 0.001). Trust to continuance 

commitment (H9) is supported (β-Value = 0.806, p < 0.001). Trust to affective commitment 

(H10) is supported (β-Value = 0.851, p < 0.001). 

Value co-creation positively impacts IT outsourcing satisfaction (H11; β-Value = 0.877, p < 

0.001). IT outsourcing satisfaction positively impacts future collaboration (H12; β-Value = 0.907, 



Journal of International Technology and Information Management Volume 25,  Number 1   2016 

© International Information Management Association, Inc.  2016 10                             ISSN:  1543-5962-Printed Copy       ISSN:  1941-6679-On-line Copy 

p < 0.001). These results can provide valuable reference information for managing and 

improving the performance of IT outsourcing. The main effect model is presented in Figure 2. 

 

DISCUSSION AND CONCLUSION 

Our goal in this research was to develop a new research model to investigate the associations 

among IT outsourcing satisfaction, value co-creation, and future collaboration. We found that 1) 

value co-creation has a strong impact on IT outsourcing satisfaction; 2) IT outsourcing 

satisfaction has a strong impact on future collaboration. Therefore, managers should adopt 

appropriate practices for leveraging IT outsourcing, as part of a value-creating strategy for the 

enterprise. Managing customer relationships is very important for IT outsourcing vendors and 

can be instrumental in creating enterprise value. The direct effects of the seven variables of 

customer behaviours and beliefs, such as customer participation, customer orientation, service 

quality, communication culture, affective commitment, continuance commitment, normative 

commitment, significantly influence value co-creation, IT outsourcing satisfaction, and future 

collaboration are revealed. Overall, based on the results of this study, a relational view in the 

study of the relational outsourcing vendors is developed. In addition, the role of value-based 

relationships is highlighted from the economic and relational perspective of enterprises and IT 

outsourcing vendors.  

The implications of this study, we found that all the seven factors of customer behaviours and 

beliefs have a significant influence on inter-organizational value creation by studying IT 

outsourcing vendors. Furthermore, we determine the relationships between IT outsourcing 

vendors and enterprises on value co-creation, IT outsourcing satisfaction, and future 

collaboration. Indeed, customer participation, customer orientation, service quality, 
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communication culture, affective commitment, continuance commitment, and normative 

commitment enhance value co-creation; value co-creation enhance IT outsourcing satisfaction; 

and IT outsourcing satisfaction enhance future collaboration  between IT outsourcing vendors 

and enterprises. 

FUTURE WORK 

This research provided empirical evidence that seven factors (customer participation, customer 

orientation, service quality, communication culture, affective commitment, continuance 

commitment, and normative commitment) affect value co-creation. We understand corporate top 

management values monitoring new opportunities which can enhance the enterprise’s ability to 

solve social problems, the corporation believes in performing in a manner consistent with the 

philanthropic and charitable expectations of society, and the policies of the enterprise emphasize 

that its philanthropic behavior is a useful measure of corporate performance. That is social 

responsibility orientation. There are several studies indicating that it can impact value co-

creation (cite). Top management is convinced of the long-term strategic importance of adopting 

participative decision making at both middle and senior management levels, the enterprise’s 

philosophy emphasizes participative consensus building decision making based on consensus, 

followed by feedback of results of change for group evaluation and further action, and the 

enterprise’s philosophy emphasizes reliance on responsible executives to make all product or 

service-related decisions concerning level of operations, marketing, etc. That is progressive 

decision making orientation, and there are several studies indicating that it can impact value co-

creation. Enterprise has a definite plan for the development of social initiatives, measures the 

results of its social initiatives, and enables employees to dedicate part of their work time to 

participate in social initiatives. That is social planning, and there are several studies indicating 

that it can impact value co-creation. Enterprises are usually among the first in adapting their 

corporate practices which exceed current regulatory norms to changing social expectations. That 

is social position, and there are several studies indicating that it can impact value co-creation. It 

would be interesting for future research to examine if social responsibility orientation, 

progressive decision making orientation, social planning, and social position impact value co-

creation, IT outsourcing satisfaction, and future collaboration. 
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