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Abstract
Value cocreation represents a critical element of the service-dominant logic paradigm, which is currently becoming increasingly important in hospitality. A number of recent studies are pointing to the criticality of examining the value cocreation mechanisms in hotels. While value can be cocreated using a variety of methods, mobile commerce offers unique opportunities to lay the foundation of value cocreation in hotels, which can bring substantial benefits for all stakeholders of this process. To understand the how hotel guests develop intentions to cocreate value in hotels using their mobile devices, a conceptual model was developed and validated empirically based on data from U.S. hotel guests. Guests’ perceptions of personalization, trust in the hotel, and their personal innovativeness were found to influence their degree of involvement with mobile devices in hotels, which are instrumental in the development of intentions to engage in specific cocreation behaviors.

Summary:
This research provides a detailed insight into interest cocreation in hotels and indicates that cocreation is focused on the expectations of personality and is guided by other beliefs and understandings. By using virtual reality, location-based services, encouraging user-generated content, tourist consumption can become more interactive and higher in value. 
A variety of managerial implications to promote and build on value-creation are presented by this study to hotel decision makers. Firstly validating trust, personalizing and custom creativity as critical contexts for guest engagement may provide insight into new hotel strategies that can bring greater benefit to all stakeholders. To be more specific, hotels that concentrate on their creative visitors, who may use smartphone checkout / checkout devices, and who use electronic tools on the property extensively based on information available from their property management and other systems (e.g., Wi-Fi networks, sales outlets).
Secondly, hotels can enhance broad participation by designing more points of interaction with their guests. This will allow guests to solve their own issues and design their own experiences.
Thirdly, hotel decision makers can depend on the mobile environment to promote interactions between the guests and staffs that would encourage cocreation in the context of m-commerce.
Fourthly, this research discusses the role of customization in hotel use of mobile devices. Of example, hotels can digitize, unbundle and use a range of marketing techniques in all facets of the hotel facilities. In addition, hotels can further expand their mobile apps to provide customization across the broader horizontal travel.

Conclusion
This study presents a comprehensive view of value cocreation in hotels and confirms that cocreation can emerge from a multitude of permutations and blending of consumer and contextual factors, which are grounded in guests’ perceptions of personalization, but influenced by other perceptions and cognitions.
That is, in hotels, in the context of m-commerce, guests could interact with hotels to appropriate superior value, as the resulting personalized consumption experience addresses only the attributes that are valuable to the guests, while disregarding the irrelevant ones. In sum, this study contributed to the extant body of knowledge in value cocreation, m-commerce, and hotel settings by setting up the foundation for a comprehensive conceptualization of cocreated value.
Yet while the hotel service environment is characterized by unique marketing challenges (Morosan, Bowen, & Atwood, 2014), the contributions of this study extend to adjacent sectors of the broader travel system (e.g., tourism, air transportation, foodservice) and other service industries (e.g., education, health care).
For example, as IS are increasingly prevalent in facilitating tourists’ interactions
(Oliveira & Panyik, 2015), especially when tourists are present at the destination, the mechanisms leading to cocreation that were validated here can be adapted to facilitate cocreation at the destination. For example, using virtual reality, location-based services, encouraging user-generated content, tourist consumption can become more interactive and higher in value. Also, in the air transportation services, IS-based cocreation facilitated by personalization, trust, and innovativeness can increase consumers’ involvement not only with the airline carrier (e.g., by facilitating cocreating value via ancillary services) but also with the other actors of the value chain (e.g., security and border control agencies by participation in trusted traveler programs).
[bookmark: _GoBack]Interestingly, although not studied to date from an SDL angle, foodservice allows IS-based cocreation mechanisms that can be fruitful in the appropriation of value by various stakeholders. Such approaches might include, for example using mobile technologies and use more interactive and information-rich electronic menus, which could represent the starting points for personalized interactions leading to product/experiences that are high in value. Similarly, other service industries can also adapt the framework presented here, as it outlines the antecedents of involvement and intentions to cocreate. Specifically, if starting from understanding the consumers via technology (e.g., different learning styles of students; various treatment and lifestyle decision choices of health care consumers) and allowing for e-/m-commerce ecosystems to safely facilitate consumer–organization interactions, both organizations and consumers can facilitate the development of a service environment high in value.
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