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Abstract
The search for happiness, understood as an inner and personal attitude that goes beyond 
mere satisfaction, is one of the aims of tourists’ co-creation of value. To date, few stud-
ies have analysed the importance of people’s moral principles in the co-creation of tourist 
value. Moral emotions play an essential role in this process. In this study, 12 tourism man-
agers within administration, 28 hotel managers and 24 travel agencies actively participated 
in defining the indicators selected to measure how the co-creation of value from five Span-
ish towns affected customers’ happiness. Moreover, 444 tourists participated in the study. 
The PLS-SEM technique was used to examine the data obtained. Results show that the 
co-creation of value contributes to the happiness of the tourist. Of particular significance is 
the influence of customers’ co-creation of value on customer happiness. Additionally, the 
predictive capacity of the model is replicable to other tourist destinations.
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1 Introduction

In recent decades, co-creation behaviours in the development of a product or provision 
of a service have gained considerable popularity in the tourism sector (Kim et al. 1994; 
Robina-Ramirez et al. 2022; Ruhanen et al. 2021). Strategies that analyse customer sat-
isfaction are focused on the role played by organisations and destinations in providing 
the service or making the product (Neuhofer et al. 2013, Robina-Ramírez et al. 2021a, 
b; Ho et al. 2021). This role is enriched from the potential decision-making and motivat-
ing power of the tourist who adds value to the product or service (Prebensen et al. 2013; 
Tan et al. 2016); indeed, the client goes from being a mere recipient of a service to a co-
creator of value (Yi and Gong 2013; Zayed et al. 2022).

In this value creation process, participatory and interactive strategies are essential to 
improve customer satisfaction and the final product (Cerdan Chiscano and Darcy 2021; 
Robina-Ramírez et al. 2021a, b; Ho et al. 2021). The client cooperates with the product 
provider or service provider not only for personal satisfaction but to improve the final 
product or service (Xie et al. 2020; Núñez-Barriopedro et al. 2021), propose changes in 
its production process (Gebauer et al. 2010), better position the product in the market 
(Fujioka 2009), provide experience (Gentile et al. 2007), evaluate the type of service it 
provides (Sánchez-Hernández et al. 2020; Vargo et al. 2008) and measure the potential 
value it is capable of providing (Ueda et al. 2008).

In the last decade, various studies have emerged that relate the creation of value 
and happiness (Chiu et al. 2014; Pera and Viglia 2015; Sanjuán and Magallares 2014; 
Ravina-Ripoll et  al. 2019a, b, 2021a, b; Hughes and Vafeas 2021). The customer can 
choose to be happy by participating in the value co-creation process, without having to 
be completely satisfied with the result of the exchange of products and services. While 
satisfaction stems mainly from a positive result that comes from outside the person 
(product or service), happiness is something more internal and personal based on the 
enjoyment or pleasure received from goods or services (Núñez-Barriopedro et al. 2020; 
Ravina-Ripoll et  al. 2019a, b, 2021a, b; Waterman 2008). However, the literature has 
evidenced the importance of the co-creation of value for happiness (Ravina-Ripoll et al. 
2021a, b).

In the face of the hedonistic happiness, another type of “transcendent” happiness has 
recently emerged, connected to values and moral principles (Robina and Pulido 2018; 
Robina-Ramírez et  al. 2021c). Transcendence is a horizontal, interdisciplinar, and 
multi-lateral concept (Weathers et  al. 2016; Cosimato et  al. 2021). Some researchers 
link it to the effort to explore the sacred, while others associate it with the develop-
ment of personal qualities and values (Robina Ramírez and Fernández Portillo 2020). 
Both goes beyond the interest humans place in superficial and material objects (Zinn-
bauer and Camerota 2004; Waterman 2008). For the European Institute of Spirituality 
in Economy and Society (2014), the meaning of happiness match with the sacred and 
the meaning of like in search to behavioural excellency (European Forum SPES 2014).

Although there are some studies that address the relationship between transcendence 
and tourism (Buzinde 2020; Haldorai et al. 2020), as far as our research goes, the mean-
ing of happiness as the search for the deep meaning of life based on the development 
of personal qualities and values has not yet been addressed in the co-creation of value 
scenario.

This paper analyses the role played by “transcendent” happiness in the co-creation of 
tourists in the region of Extremadura, based on the Attraction-Selection-Attrition (ASA) 
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theory. People are attracted to an organisation (Salter 2006; Schneider 1987) or a type 
of experience with which they identify. The purpose of these is not so much simply 
searching for personal satisfaction but to be able to explore ways to grow and develop 
personally in a way that complements the values of the destination (historical, art and 
heritage, nature, leisure, religious, gastronomic).

The importance of this study is twofold. First, this document fills an important research 
gap by measuring the explanatory and predictive effect of the factors that influence the 
process of co-creation of value of the tourist service and its influence on the “transcendent” 
happiness of the tourist. Second, this study highlights the importance of developing moral 
emotions, which go beyond the mere enjoyment or pleasure of the tourist.

The document is structured as follows. First, the theoretical framework addresses the 
relationship between the co-creation of value and happiness, the role that emotions play in 
happiness, and the meaning of moral emotions and authenticity. Then, the research meth-
odology and results are presented. Finally, a discussion is conducted and conclusions are 
drawn.

2  Theoretical framework

2.1  Co‑creation of value and happiness

The literature recognises that co-creation behaviour provides a state of happiness in the cli-
ent that affects the quality of the company’s service (Ennew and Binks 1999; Cuesta-Valiño 
et al. 2021) and that makes them more proactive and collaborative (Aarikka-Stenroos and 
Jaakkola 2012; Singagerda 2020), thus strengthening customers’ commitment as a co-cre-
ator of the service (Pera and Viglia 2015; Hsieh et al. 2018). Several studies have analysed 
the relationship between the co-creation of the service and happiness when improving the 
service (Frey and Stutzer 2010; Hsieh et al. 2018; Cuesta-Valiño et al. 2021; Ravina-Ripoll 
et al. 2021a, b; Hughes and Vafeas 2021; Cosimato et al. 2021). This commitment is based 
on their values and beliefs regardless of the satisfaction experienced by the tourist. The 
transactional concept of merely fulfilling client-supplier expectations is replaced by the 
concept of voluntary donation to the service provider.

The first factor of value co-creation is sharing information (Yi and Gong 2013). The 
altruistic, donation attitude of the client leads them to analyse how information on the des-
tination can improve (Dong et al. 2008) based on responsible behaviour (Ennew and Binks 
1999). Feedback can be “communicative” when the client spontaneously decides to vol-
untarily help other clients to solve a problem during the provision of the service (Yi and 
Gong 2013) or the “recommendation” of the destination to third parties (Garma and Bove 
2011; Groth et  al. 2004). This recommendation can help promote the company through 
comments on platforms such as Facebook, Twitter, blogs, etc., all of which provide posi-
tive approach to what is customer happiness (Garma and Bove 2011).

This double relationship must be presided over by actions of courtesy, kindness, and 
respect (Kelley et al. 1990). We speak of a civic co-creation behaviour that provides addi-
tional value to the company and a feeling of happiness (Groth 2005). The client-provider 
courtesy also involves improving the willingness of tourists to accept failures in the provi-
sion of the service by the provider such as delays and equipment shortages (Lengnick-Hall 
et al. 2000). The more positive, harmonious, and pleasant the social environment, the more 
likely customers are to participate in co-creating value (Lengnick-Hall et al. 2000).
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2.2  The role emotions play in the pursuit of happiness

Most scholars are of the opinion that happiness can only be explained and measured based 
on certain practices that lead to it (Hofmann 2013) or from the development of positive 
emotions (Shiota et al. 2017; Núñez-Barriopedro et al. 2021). There are three emotional 
attributes commonly used in psychology: (1) affect, (2) mood, and (3) emotion (Batson 
et al. 1992). While “affect” and “mood” refer more to non- reflective feelings or personal-
ity aspects that are difficult to identify (Fridja 1986), “emotions” can be measured from 
personal experience; this is a feeling that comes from a specific stimulus (Barrett et  al. 
2009). According to Tamir et  al. (2017), the more emotions we experience, the happier 
we would be. In the value co-creation process, the generation of emotions depends on the 
type of behaviour orientation, specifically whether it is egocentric (Ralston et  al. 2014) 
or altruistic (Bove et al. 2009; Groth 2005). While egocentrics are more oriented towards 
personal well-being, collectivists prioritise the well-being of the group (Snyder and Omoto 
2008). Although in both there may be a desire to add value to the product or service, the 
latter incorporate a typology of emotions absent among those with an egocentric orienta-
tion (Sanjuán and Magallares 2014). However, the altruistic orientation generates typol-
ogies of "social emotion". Then, feelings are established towards a positive relationship 
with another person or interest group, developing feelings of justice towards others (Hareli 
and Rafaeli 2008). According to Rudd et al. (2012), these positive emotions affect the pro-
social behaviour of individuals based on feelings of unity and connection with others.

From that connection, a reaction of awe, gratitude, and compassion can be generated in 
individuals (Stellar et  al. 2017). “Awe” is meant as overwhelm positive feelings towards 
something or someone designed to be admired (Keltner and Haidt 2003), that feeling of 
admiration could thereafter inspire the transformation of attitudes. “Gratitude” is usu-
ally triggered when you experience a feeling of debt toward others who provides you an 
astonishing service (Büssing et al. 2018). It positively influence your personal attitudes and 
feeling to return unexpected gift received (Chang et al. 2021). “Compassion” arouses feel-
ings to suffer with someone who deserve to be attended for the potential damage caused 
(Goetz et al. 2010); among these feelings are sympathy and pity (Goetz et al. 2010), anger 
and shame (Fridja 1986) or sadness and guilt (Böhm 2003). These feelings may be caused 
by deceitful or fraudulent behaviours or falsehoods in the provision of services to clients 
(Brown et al. 1999). It triggers affections, or afflictions (Wispé 1991) to diminish some-
times devastating situations (Markowitz and Rosner 2013). Subsequently, awe, gratitude, 
and compassion can influence the behaviour of co-creation value in tourists (Pera and 
Viglia 2015).

2.3  Morality and beliefs in the pursuit of happiness

The last few decades have provides us new research in happiness based on the measure-
ment of emotions and affects (Helliwell et al. 2020). As a results, a series of methods have 
been developed to measure new approach to the feelings individuals experiment with life 
satisfaction and happiness (Hektner et al. 2007). This way of measuring and understanding 
happiness seeks to provide accurate descriptions of the psychological states that people 
experience but leaves aside the role played by morality (Intelisano et al. 2020).

In the work entitled “True happiness: The role of morality in the folk concept of happi-
ness”, Phillips et  al. (2017) incorporate their moral values and beliefs. Whereas it is com-
monly understood happiness as a feeling good, it also connected to the moral approach of 
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being good (Aristotle, 340 BC/2002; Foot 2001; Intelisano et al. 2020), not is it solely linked 
to the social improvement of a group but rather to the moral well-being of society in general 
(Haidt 2003). Moral emotions generate a greater state of happiness when the moral order is 
based on compliance with principles that must be respected (Malti et al. 2014) such as: “do 
good and avoid evil” or “treat others as you would like to be treated” (Grisez et al. 1987). 
Co-creation behaviours alongside the inclusion of moral emotions allow us not only to meas-
ure the value of building a more just and equitable society (Johnson and Manoli 2011) but to 
develop experiences and challenges to better transform society into a habitable place to live 
(Robina-Ramírez and Medina-Merodio 2019).

2.4  Authenticity in co‑creation behaviours in tourism

Emotions guided by moral principles highlight the value of authenticity as an upward resource. 
Examining the services that drive tourists’ co-creation behaviours, we find that authenticity 
plays a key role in moderating the relationships between co-creation behaviour and memora-
ble tourism experiences (Vargo and Lusch 2004). Fields et al. defined the co-creation of tour-
ist experiences as the sum of psychological events experienced by tourists built on the support 
of moral principles that exude authenticity and the improvement of civic tourist behaviour 
(Bartels and Pizarro 2011; Groth 2005). Although the relationship between co-creation and 
authenticity was validated by Cubillas et al., it gained little interest in the scientific commu-
nity. However, the effect of civic behaviours on value co-creation experiences improves the 
habitability of the tourist in the destination (Yi and Gong 2008) through the human and moral 
character of the person (Zatori et al. 2018). In addition, civic and citizenship-oriented behav-
iours can bring a high degree of happiness to tourists (Yi et al. 2011).

According to that knowledge and authors, the following hypothesis can be drawn (see 
Table 1):

H1 Customer co-creation of value (CCV) capacity influences customer happiness (CF).

H2 The development of individual and social emotions (SIE) influences the customer’s 
ability to co-create value (CCV).

H3 The development of moral emotions (ME) influences the development of individual 
and social emotions (SIE).

H4 The development of moral emotions (ME) influences authenticity in behaviour (A).

H5 Authenticity in behaviour (A) influences the development of individual and social 
emotions (SIE).

H6 The development of moral emotions (ME) influences the customer’s ability to co-cre-
ate value (CCV).

H7 Authenticity in behaviour (A) influences the customer’s co-creation of value (CCV).



 R. Robina-Ramírez et al.

1 3

Ta
bl

e 
1 

 C
on

ne
ct

io
n 

be
tw

ee
n 

hy
po

th
es

is
 a

nd
 li

te
ra

tu
re

 re
vi

ew

H
yp

ot
he

si
s

A
ut

ho
rs

H
1

C
us

to
m

er
 c

o-
cr

ea
tio

n 
of

 v
al

ue
 (C

C
V

) c
ap

ac
ity

 in
flu

en
ce

s c
us

to
m

er
 h

ap
pi

ne
ss

 
(C

H
)

(C
er

da
n 

C
hi

sc
an

o 
an

d 
D

ar
cy

 2
02

1;
 R

ob
in

a-
R

am
íre

z 
et

 a
l. 

20
21

a,
 b

; H
o 

et
 a

l. 
20

21
; 

C
hi

u 
et

 a
l. 

20
14

; P
er

a 
an

d 
V

ig
lia

 2
01

5;
 S

an
ju

án
 a

nd
 M

ag
al

la
re

s 2
01

4;
 R

av
in

a-
R

ip
ol

l e
t a

l. 
20

19
a,

 b
; R

av
in

a-
R

ip
ol

l e
t a

l. 
20

21
a,

 b
; H

ug
he

s a
nd

 V
af

ea
s 2

02
1;

 
En

ne
w

 a
nd

 B
in

ks
 1

99
9;

 C
ue

st
a-

Va
liñ

o 
et

 a
l. 

20
21

; H
si

eh
 e

t a
l. 

20
18

; C
os

im
at

o 
et

 a
l. 

20
21

; Y
i e

t a
l. 

20
11

)
H

2
Th

e 
de

ve
lo

pm
en

t o
f i

nd
iv

id
ua

l a
nd

 so
ci

al
 e

m
ot

io
ns

 (S
IE

) i
nfl

ue
nc

es
 th

e 
cu

sto
m

-
er

’s
 a

bi
lit

y 
to

 c
o-

cr
ea

te
 v

al
ue

 (C
C

V
)

(R
ob

in
a 

R
am

íre
z 

an
d 

Fe
rn

án
de

z 
Po

rti
llo

 2
02

0;
 C

er
da

n 
C

hi
sc

an
o 

an
d 

D
ar

cy
 2

02
1;

 
Ro

bi
na

-R
am

íre
z 

et
 a

l. 
20

21
a,

 b
; H

o 
et

 a
l. 

20
21

; Y
i a

nd
 G

on
g 

20
13

; Z
ay

ed
 e

t a
l. 

20
22

; H
ar

el
i a

nd
 R

af
ae

li 
20

08
; R

ud
d 

et
 a

l. 
20

12
; S

te
lla

r e
t a

l. 
20

17
)

H
3

Th
e 

de
ve

lo
pm

en
t o

f m
or

al
 e

m
ot

io
ns

 (M
E)

 in
flu

en
ce

s t
he

 d
ev

el
op

m
en

t o
f i

nd
i-

vi
du

al
 a

nd
 so

ci
al

 e
m

ot
io

ns
 (S

IE
)

(H
el

liw
el

l e
t a

l. 
20

20
; H

ek
tn

er
 e

t a
l. 

20
07

)

H
4

Th
e 

de
ve

lo
pm

en
t o

f m
or

al
 e

m
ot

io
ns

 (M
E)

 in
flu

en
ce

s a
ut

he
nt

ic
ity

 in
 b

eh
av

io
ur

 (A
)

(V
ar

go
 a

nd
 L

us
ch

 2
00

4;
 B

ar
te

ls
 a

nd
 P

iz
ar

ro
 2

01
1;

 G
ro

th
 2

00
5;

 Z
at

or
i e

t a
l. 

20
18

; 
Ph

ill
ip

s e
t a

l. 
20

17
; A

ris
tó

te
le

s, 
34

0 
a.

 C
./2

00
2;

 F
oo

t 2
00

1;
 H

ai
dt

 2
00

3)
H

5
A

ut
he

nt
ic

ity
 in

 b
eh

av
io

ur
 (A

) i
nfl

ue
nc

es
 th

e 
de

ve
lo

pm
en

t o
f i

nd
iv

id
ua

l a
nd

 so
ci

al
 

em
ot

io
ns

 (S
IE

)
(V

ar
go

 a
nd

 L
us

ch
 2

00
4;

 F
oo

t 2
00

1;
 H

ai
dt

 2
00

3;
 M

al
ti 

et
 a

l. 
20

14
; G

ris
ez

 e
t a

l. 
19

87
; 

Jo
hn

so
n 

an
d 

M
an

ol
i 2

01
1;

 R
ob

in
a-

R
am

íre
z 

an
d 

M
ed

in
a-

M
er

od
io

 2
01

9)
H

6
Th

e 
de

ve
lo

pm
en

t o
f m

or
al

 e
m

ot
io

ns
 (M

E)
 in

flu
en

ce
s t

he
 c

us
to

m
er

’s
 a

bi
lit

y 
to

 
co

-c
re

at
e 

va
lu

e 
(C

C
V

)
(B

ar
te

ls
 a

nd
 P

iz
ar

ro
 2

01
1;

 G
ro

th
 2

00
5;

 Z
at

or
i e

t a
l. 

20
18

; V
ar

go
 a

nd
 L

us
ch

 2
00

4)

H
7

A
ut

he
nt

ic
ity

 in
 b

eh
av

io
ur

 (A
) i

nfl
ue

nc
es

 th
e 

cu
sto

m
er

’s
 c

o-
cr

ea
tio

n 
of

 v
al

ue
 

(C
C

V
)

(Y
i a

nd
 G

on
g 

20
08

; V
ar

go
 a

nd
 L

us
ch

 2
00

4;
 B

ar
te

ls
 a

nd
 P

iz
ar

ro
 2

01
1;

 G
ro

th
 2

00
5)



From satisfaction to happiness in the co‑creation of value:…

1 3

3  Methodology

3.1  Selection of indicators

From the book “Focus groups as a tourism research tool: The focus group as a tool for 
tourism research”, Sánchez-Oro Sánchez and Robina Ramírez (2020) explain that focus 
groups have re-emerged as a popular technique to collect qualitative data among a wide 
range of academic sectors. In the tourism sector, such methods are well applied to indica-
tors of the co-creation of value and happiness. Tourism managers in administration and 
tourism companies have participated in the definition of indicators. Utilising emails, the 
scientific proposals of the research were explained to 24 tourism managers from the local 
provincial and regional administration, as well as to 32 hotel managers and 28 profession-
als from travel agencies. Finally, 12 tourism managers from the administration sector, 28 
hotel managers, and 24 travel agencies participated (see Table 2). 

Two sessions were held with the participants; the first was conducted in the second 
week of January 2022. The objectives of the work and the main concepts were explained: 
co-creation, moral emotions, authenticity, and happiness. For two hours, we received sug-
gestions about how to adapt these concepts to the tourism sector. Then, we defined several 
constructs: Customer Happiness (CH), Co-creation of customer value (CCV), Social-Indi-
vidual Emotions (SIE), Authenticity (A), and Moral Emotions (ME). During the fourth 
week of January, two focus groups were held through the Zoom online platform to select 
the indicators for each of the latent variables extracted from the literature review. In the 
first meeting, the concept of each of the indicators extracted from the literature review was 
studied. During the second meeting, indicators were reviewed and modified, and the final 
list of indicators was presented (see Table 3). From the items, the questions valued by the 
tourists were developed (Teye et al. 2002). Additionally, the questionnaires were approved 
through the "ethical authorisation" process, document 039–19 reported by the University 
of Extremadura.

3.2  Survey and demographic variables

Extremadura region was chosen due to tourism is one of the main industries in Spain com-
pared to regional GDP. According to Sánchez-Martín and Rengifo-Gallego (2019) Extrem-
adura is the poorest region in Spain where tourism have a significant importance in the 
region compared to other regions with highest regional GDP.

Table 2  Focus groups for the 
design of indicators

Towns/participants Regional and 
local administra-
tion

Hotel 
manag-
ers

Travel agencies

Mérida 4 5 4
Cáceres 3 10 8
Badajoz 2 7 5
Plasencia 2 4 4
Trujillo 1 2 3
Total 12 28 24
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As the indicators of the co-creation of value and happiness were defined in January 
2022 by tourism managers from the local provincial and regional administration, as well 
as hotel managers and professionals from travel agencies, during February and March 
the survey were released through those tourism groups. The research teamwork decided 
to choose those months due to the availability of the managers and travel agencies to be 
responsible of launching the survey and collecting the data. At the end of every week 
each tourism group were sending the data to the research teamwork in order to store and 
organize the sample. Questionnaire were designed to obtain all the data without leaving 
empty boxes, response to the data was compulsory for the tourism industry. According 
to the data provided by local provincial and regional administration thirty two thou-
sands, one hundreds fifty nine tourist were received during February and March in the 
regional territory of Extremadura.

In relation to demographic variables, 56% were women, almost 60% of the popula-
tion was under 45 years of age, 63% were currently working, and 65% had studied at 
high school or university (see Table 4). 

Table 4  Demographic 
characteristics of inhabitants 
(n = 444)

Residents Frequency (%)

Gender
Female 249 56
Male 195 44
Total 444 100
Age
18–25 47 11
26–35 89 20
36–45 115 26
46–55 76 17
56–65 65 15
Older than 66 52 12
Total 444 100
Laboral situation
Student 54 12
Working 281 63
Unemployed 34 8
Retired or pensioner 71 16
Another situation 4 1
Total 444 100
Education
Without studies 11 2
Primary studies 45 10
Secondary studies 98 22
High school 135 30
University Studies 155 35
Total 444 100
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3.3  PLS‑SEM data methods

We used the multivariate PLS technique to process the information obtained from the 
questionnaires. PLS-SEM is well suited exploratory methodology to small sample 
sizes based on normal data distribution and is well adapted for making predictions by 
researchers (Chin and Newsted 1999). To generate the statistical model, the PLS (Partial 
Least Squares). SmartPLS 3 Version 26 technique was applied. This version is espe-
cially recommended for composite site models (Rigdon et  al. 2017). PLS-SEM links 
constructs and indicators determined in the measurement and the structural explana-
tory model (Hair et al. 2011), through its proof of validity and reliability (Dijkstra and 
Henseler 2015). In this case, the type of elements used are considered reflective. It 
means the indicators are highly correlated and interchangeable, they are reflective and 
their reliability and validity should be thoroughly examined (Haenlein and Kaplan 2004; 
Wong 2013). Likewise, this technique is ideal in social science analysis (Fornell and 
Bookstein 1982) thanks to the precision of its predictions; this means that the model 
could be replicated in other settings (Carmines and Zeller 1979).

3.4  Hypothesis and model

Seven working hypotheses have been developed:

H1 Customer co-creation of value (CCV) capacity influences customer happiness (CH).

H2 The development of individual and social emotions (SIE) influences the customer’s 
ability to co-create value (CCV).

H3 The development of moral emotions (ME) influences the development of individual 
and social emotions (SIE).

H4 The development of moral emotions (ME) influences authenticity in behaviour (A).

H5 Authenticity in behaviour (A) influences the development of individual and social 
emotions (SIE).

H6 The development of moral emotions (ME) influences the customer’s ability to co-cre-
ate value (CCV).

H7 Authenticity in behaviour (A) influences the customer’s co-creation of value (CCV) 
(Fig. 1).
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4  Results

4.1  Measurement model results

In this section, we analyse the model’s reliability and validity (Hair et  al. 2016). The 
first one analyses simple correlations of the measurements with their respective latent 
variables (≥ 0.7 was accepted. See Table 5). Table 6 shows the main parameters. Cron-
bach’s alpha coefficient was used as a reliability index of the latent variables. In addi-
tion, the composite reliability was calculated. To measure validity, the mean variance 
extracted (AVE), known as “convergent validity” (accepted > 0.5), was evaluated (see 
Table  6). The discriminant validity was verified using the Fornell-Larcker criterion 
(Fornell and Bookstein 1982). This was accepted as the square root of the AVE of each 
item exceeded the correlations with the other latent variables.

Furthermore, according to Henseler et  al. (2015), the lack of discriminant validity is 
the best technique to detect the lack of lack of discriminant validity, known as heterotrait- 
monotrait ratio (HTMT). Henseler et al. (2015) proposed testing the correlations between 
variables using the HTMT parameter. Since all values are < 0.90, as observed in Table 8, 

Figure 1. Results of the PLS algorithm 

Authenticity 
(A) 

Customer 
Happiness 

(CH) 

Social-
Individual 
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Fig. 1  Results of the PLS algorithm
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this condition is accepted (Henseler 2017). Table 7 reveals that the HTMT ratios for each 
pair of factors was < 0.90 (Henseler 2017) (Table 8). 

4.2  Structural model results

PLS-SEM aims to maximize the amount of variance explained through the coefficient of 
determination  (R2). The structural evaluation of the model also analyses the predictive 

Table 5  Indicators reliability A CCV CH SIE1 ME

A1 0.891
A2 0.875
A3 0.909
CCV1 0.832
CCV2 0.773
CCV3 0.796
CCV4 0.914
CCV5 0.836
CCV6 0.834
CH1 0.764
CH2 0.709
CH3 0.776
CH4 0.716
CH5 0.739
SIE1 0.886
SIE2 0.886
SIE3 0.837
SIE4 0.807
SIE5 0.892
ME1 0.901
ME2 0.869
ME3 0.774
ME4 0.849

Table 6  Reliability and construct validity

* rho_A = Dijkstra-Henseler; CR composite reliability, AVE average variance

Variables Alfa de Cronbach rho_A* CR* AVE* Fornell-Larcker Criterion

A CCV HC ISE ME

A 0.871 0.872 0.921 0.795 0.892
CCV 0.910 0.913 0.931 0.692 0.602 0.832
HC 0.797 0.810 0.859 0.550 0.344 0.676 0.741
ISE 0.913 0.915 0.935 0.744 0.710 0.604 0.388 0.862
ME 0.871 0.886 0.912 0.722 0.643 0.659 0.570 0.625 0.850
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relevance  (Q2), the size and the significance of the standardized regression coefficients or 
path coefficients. The basic algorithm of the PLS follows a two-step approach, the first one 
refers to the iterative estimation of the scores of the latent variables, and the second step 
refers to the final estimation of the weights, loads and path coefficients by means of the 
estimation of ordinary least squares (p value > 0.05) (Henseler et al. 2015) (Table 9).

According to Henser et al. (2016), the best fit criterion for the global model is residual 
root mean square normalization (SRMR) (Hu and Bentler 1998, 1999). A model with an 
adequate fit is considered when the values are less than 0.08. Therefore, a value of 0 for 
SRMR would indicate a perfect fit and, in general, an SRMR value less than 0.05 indicates 
an acceptable fit (Byrne 2008). A recent simulation study shows that a correctly specified 
model implies SRMR values greater than 0.06 (Henseler et al. 2016). SRMR is 0.079, so 
the model is appropriate to the empirical data used (Hair et al. 2016).

The  R2 values (see Table 10) obtained for the investigation led to the following con-
clusions: 0.67 = “Substantial”, 0.33 = “Moderate”, and 0.19 = “Weak” (Chin 1998). The 
result obtained for the main dependent variable in the intention to use model (DCM) 
was  R2 = 45.7%. Therefore, the evidence shows that the presented model has a moderate 

Table 7  Heterotrait-Monotrait 
ratio

Heterotrait-Monotrait ratio (HTMT)

A CCV HC ISE ME

A
CCV 0.675
HC 0.389 0.774
ISE 0.796 0.659 0.434
ME 0.726 0.733 0.666 0.690

Table 8  Path coefficients

Statistical significance: *p < 0.05; **p < 0.01; ***p < 0.001; n.s not 
significant

Hypotheses β Lower CI Higher CI t Statistic p-value

H1 CCV → HC 0.676 0.675 0.626 26.849 0.000***
H2 SIE → CCV 0.218 0.216 0.080 3.040 0.002**
H3 ME → SIE 0.287 0.288 0.197 6.191 0.000***
H4 ME → A 0.643 0.643 0.583 21.723 0.000***
H5 A → SIE 0.526 0.526 0.440 12.932 0.000***
H6 ME → CCV 0.401 0.404 0.303 8.068 0.000***
H7 A → CCV 0.189 0.190 0.066 2.921 0.004**

Table 9  Coefficient of 
determination  (R2) and Stone–
Geisser test  (Q2)

Construct R2 Q2

A 0.413 0.326
CCV 0.510 0.348
CH 0.457 0.242
ISE 0.553 0.404
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predictive capacity. This explains why both moral emotions (ME) and individual and social 
emotions (SIE) as authenticity (A) affect the co-creation of value (CCV), all of which con-
tribute to improving customer happiness (CH).

From these data, it is clear that the model has predictive capacity (Chin 1998). Follow-
ing Stone–Geisser  (Q2) (Stone 1977; Geisser 1974), all endogenous constructions comply 
with  Q2 > 0, as can be seen in Table 10. Hair et al. (2016) also establish values of 0.02 as 
small, values of 0.15 as medium, and values of 0.35 as large in their predictive validity 
of the model. In our case, the values of A, CCV, and SIE exceed the maximum thresh-
old, which indicates a high predictive relevance, while CH has an intermediate predictive 
relevance.

5  Discussion

This research analyses the role played by "transcendent" happiness in the co-creation of 
tourists in the region of Extremadura, based on the ASA theory. People are attracted to an 
organisation, initiative, service, or product with which they identify (Salter 2006; Schnei-
der 1987). Furthermore, travellers have different motivations to co-create value in a product 
or service (Cerdan Chiscano and Darcy 2021). In participatory and interactive processes, 
tourists contact suppliers to improve the final product as well as to provide their experi-
ences, as indicated in Table 10.

According to the results of the study, it is interesting to observe the high percentage of 
tourists who have provided some type of feedback to the supplier (79%), mainly through 
social networks. Within that percentage, 29% have purely pleasurable motivations and do 
not ask other questions, whilst 50% are aligned with the search for development as a person 
through tourist attractions (Robina-Ramírez and Cotano-Olivera 2020; Robina-Ramírez 
et al. 2021c). These results show a search for “transcendent” happiness well above a merely 
"hedonistic" happiness. This becomes an essential aspect for the tourist suppliers when 
designing their strategy to interact with customers.

The model confirms the model initially proposed in the focus groups to develop cus-
tomer co-creation of value (CCV;  R2 = 0.510). It is based on the development of individual 
and social emotions (SIE;  R2 = 0.553), an authenticity in behaviour (A;  R2 = 0.413), and 
moral emotions. This co-creation of value contributes to the happiness of the tourist (CH; 
 R2 = 0.457).

Similarly, the predictive capacity of the dependent variable (CH)  [Q2 = 0.242] provides 
reasons to apply this model to other tourist destinations with similar socioeconomic condi-
tions. It should be noted that all hypotheses are accepted. Of particular significance is the 
influence of the customer co-creation of value on customer happiness [H1: CCV → HC: 
β = 0.676; t = 26,849]. Tourists confirm that the co-creation behaviour provides a state of 
happiness in proactive customers and collaborators (Aarikka-Stenroos and Jaakkola 2012; 
Ennew and Binks 1999), strengthening their commitment and responsibility to transmit 
information to the provider (Pera and Viglia 2015).

We also highlight the fact that H4 (ME → A: β = 0.643; t = 21.723) and H5 (ME → A: 
β = 0.526; t = 12.932) both show a new dimension of the co-creation of value in which 
the transmission of customer information not only seeks to improve the service but also 
to contribute to developing a better world based on the application of moral principles 
(Grisez et al. 1987). The concept of happiness therefore moves from a merely hedonistic 
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vision of “feeling good” to a search for personal and moral development of the person 
(Aristotle, 340 BC/2002; Foot 2001).

6  Conclusions

Several important conclusions stand out from this study. Firstly, the study demonstrates 
a high percentage of tourists who understand happiness not as a mere pleasure (Water-
man 2008) but as a value that transcends and develops the person. According to the data 
extracted from the study carried out, tourism is not understood as a throwaway prod-
uct, but as a cultural or leisure activity that contributes to the development of people. 
Traveling is more than discovering corners of the world for just gastronomy or curiosity; 
instead, traveling is understood as personally developing through touristic experiences. 
It is about developing experiences and services that improve society so that the world is 
a better place (Robina-Ramírez and Medina-Merodio 2019). Tourism understood as an 
experience that improves the quality of life of tourists beyond the moment in which the 
service is provided through moral experiences.

Secondly, moral experiences play a key role in providing information to suppliers. 
Tourists are not only satisfied by providing information to improve the service; they also 
seek civic attitudes and better citizenship to build a more habitable world. This notion 
of civic attitude in the co-creation of value is aligned with transcendent happiness. The 
client goes from an altruistic attitude (Dong et al. 2008) to a moral one to improve soci-
ety (Johnson and Manoli 2011). A tourist’s experience of co-creating value generates 
behaviour that is not so much egocentric (Ralston et al. 2014) as altruistic (Bove et al. 
2009; Groth 2005), which ends up feeling justified (Hareli and Rafaeli 2008), united, 
and connected with others (Moisander and Pesonen 2002; Rudd et al. 2012). Then, the 
authenticity is highlighted as an essential factor in the tourist’s co-creation process. The 
information generated by the tourist must be truthful and built on the moral principles 
of the people. This attitude not only generates happiness in the tourist but also helps to 
develop exemplary civic behaviour for other people and for the company (Bartels and 
Pizarro 2011; Groth 2005).

Therefore, the model proposes moving from the transactional concept of the mere 
fulfillment of client–supplier expectations to the concept of voluntarily donating to the 
service provider, which provides greater customer happiness (Pera and Viglia 2015). 
The happiness of the client to feel useful, makes all this part of the service. It confers 
a high degree of autonomy and personality to the service (Cerdan Chiscano and Darcy 
2021). A totally personalized service is guaranteed because each client is different from 
another. Their way of participating and co-creating value is also different, even the same 
client at different times (Yi and Gong 2013). The result is a unique, personal and unre-
peatable service.

The main limitations of our study are related to conducting in-depth focus groups and 
surveys. The interviews were carried out through virtual meetings and telephone calls.

All study participants are from Extremadura, but future studies can continue with the 
same methodology in other regions or countries in order to compare results.

In addition, the mediation between the Model Social Individual Emotions and 
Authenticity towards the relationship between Moral Emotions and Co-creation will be 
considered in a second paper.
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