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parameters of the experience of nascent entrepreneurs. 
However, there are still gaps or limitations associated with 
these factors, therefore, this research scope is expected to 
contribute to knowledge complement, especially testing of 
the development of axiom (SDL) service-dominant logic.

Some of the constraints of this research are related to 
the experience of nascent entrepreneurs. Firstly, they are 
still oriented towards marketing goods, which is seen as 
disrespecting the role of services. Secondly, for a product 
to be sold, it needs to have benefits and value during the 
production process. However, start-ups find it difficult to 
offer superior value compared to their competitors. Third-
ly, nascent entrepreneurs have limited or operant resourc-
es, such as knowledge and skills, which are key compo-
nents to moving tangible assets in value creation. This is a 
problem because their source of working capital is still not 
financially established. According to Chouksey and Kar-
makar (2017), Lee and Black (2017), Fairlie (2013), and 
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Introduction

Businesses are encouraged to grow in accordance with 
innovation, which is accelerating rapidly irrespective of 
the type and scale of businesses. This is a big concern for 
nascent entrepreneurs in terms of resources and quality of 
knowledge. These factors occur in the diffusion of this in-
novation, with one acting as an opportunity (Devece et al., 
2016; Jensen et al., 2020; Yachin, 2019; Yu et al., 2020), and 
the other a threat (Brummer, 2022; Denning, 2014; Haney, 
2017; Sheikh, 2017; Strelkova, 2018; Wedy & Pimentel, 
2021). Generally, there are some constraints associated 
with the experience of newly pioneered entrepreneurs in 
innovation strategies. Therefore, the ability to compete in 
the innovating and dynamic marketing capabilities has be-
come important for entrepreneurs (Buccieri et al., 2020, 
2021; Hu et al., 2017; Sijabat et al., 2021). Other factors 
such as mental, capital, and goal orientation are additional 
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Sawyer and Dalgleish (2015) capital entrepreneurs still use 
personal and family savings, as well as loans. Therefore, 
from the above problem, this research aims to determine 
the effort needed to optimize limited resources in terms 
of the experience of nascent entrepreneurs.

The attributes of a nascent are channelled towards 
an established entrepreneur, which led to the establish-
ment of a Service-Dominant Logic (SD Logic) by Vargo 
and Lusch (2004). In this concept, Vargo and Lusch 
developed 11 foundational premises. The conceptual 
change explains the paradigm of thinking in identify-
ing the change in the value of a product by the com-
pany. This paradigm is an evolution of the traditional 
concept known as Goods Dominant Logic (GD Logic), 
where resources as inputs are manufactured into goods 
as outputs. This paradigm also changed the perspective 
of GDL to SDL.

An important attribute that needs to be criticized 
from the concept of GD Logic is that this paradigm is 
unable to explain the strategies used in processing re-
sources. This weakness occurs because GD Logic sepa-
rates the producer as the actor that creates the value of 
an item using the available resources and the consumer 
as one that consumes the value of goods produced. In the 
service industry, consumers become part of the process 
of product value creation. This condition is unexplain-
able using a paradigm where producers and consumers 
are separate actors with exclusive roles in the market.

Secondly, in SDL there is a difference between co-
production and co-creation. For instance, in the optional 
co-production state, not all consumers want to partici-
pate in value creation. However, this is opposed to the 
co-creation state, which is mandatory. This difference 
in SDL has not been deeply explored due to the poor 
experience and inadequate knowledge of nascent entre-
preneurs in creating innovation. Generally, improved 
innovation performance is measured by the creation of 
new and unique products. However, SDL limited tends 
to explain the techniques needed to convince consumers 
to be a necessity in the creation of value, thereby en-
couraging product consumption. This is reinforced by a 
research carried out by Lusch (2007), which stated that 
only the use of goods in the process of “consumption,” 
or so-called “value in use,” determines value formation. 
Therefore, the importance of volunteering to explore 
this co-creation is expected to bridge or complement the 
weaknesses for knowledge.

The concept of voluntary co-creation of entrepre-
neur experience and quality of knowledge improves 
business innovation performance. This is characterized 
by a proposition built from goal-oriented interaction, 
sharing knowledge, and proactive co-production. Ac-
cording to Witell et al. (2011), two co-creation concepts 
are constructed from “value in use” the first is usage val-
ues, which are those that are able to be barely developed 
and assessed using in the ingestion progress. The second 
value is related to “co-design,” which is associated to af-
ford knowledge, develop meaning, or subsidize product 

and service growth. As a function of co-creation in “use” 
or “for others,” an integrated consumer experience, and 
the customer as “something endogenous” are considered 
(Lusch et al., 2007).

Previous studies have analyzed some of the reasons 
associated with one’s decision to become an entrepreneur. 
Altinay et al. (2021) stated that the experience of nascent 
entrepreneurs such as high emotionality has positive im-
plications on creative behaviour. Other implications such 
as self-realization, financial success, role, innovation, rec-
ognition, and self-reliance are some of the reasons for 
entrepreneurship (Carter et  al., 2002). Furthermore, a 
nascent entrepreneur with less than 5 years of experi-
ence teaches an understandable recurring pattern, which 
becomes the process of entrepreneurial motivation to 
pursue and exploit perceived opportunities (Hechavar-
ria, 2012; Neneh, 2022; To et  al., 2020; Urban, 2020). 
The increase in the speed of innovation and operational 
performance is supported by the quality of knowledge 
to share (Doğan, 2020; Fauji & Utami, 2013; Wang et al., 
2014). Therefore, recent entrepreneurial experience and 
the quality of knowledge resonance are expected to have 
an effect on the business innovation results.

This research utilized the SD Logic paradigm model 
to evaluate the role of recent entrepreneur experiences 
and the quality of knowledge resonance to the perfor-
mance of business innovation. However, despite the in-
consistencies in previous research, the entrepreneurial 
experience has a positive impact on the proactiveness 
of nascent entrepreneurs (Douglas, 2013; Farzana, 2018; 
Zhao & Smallbone, 2019). Experience participation in 
addition to learning resources also shows an affirmative 
role in the elaboration of business innovation production 
competencies (Berger & Myhrer, 2012; Watson & Mc-
Gowan, 2019). According to other studies, developing a 
product with a client does not affect creativity, while col-
laborating with rivals has a negative influence. According 
to surveys of automotive manufacturing firms, external 
integration has a greater product effect on innovation 
than internal integration  (Wong et al., 2013).

A study on the role of personalizing or resonancing 
of the quality of knowledge in Taiwan and China car-
ried out by Shang et  al. (2017), showed that extensive 
knowledge interaction is the greatest essential driver for 
building improvement capabilities. According to Wang 
and Wang (2012), information has a more significant 
effect on the swiftness of novelty. Meanwhile, Ramírez 
and García-Peñalvo (2018) stated that quality knowl-
edge has a substantial element in understanding context 
and collaboration practices for business innovation per-
formance. In line with this study Ganguly et al. (2019) 
stated that the ability to communicate tacit knowledge 
and reliability are both intimately connected to innova-
tion capabilities. From these inconsistencies, the quality 
of knowledge resonance required to improve the perfor-
mance of business innovation needs the nature of vol-
unteerism for the creation of shared value. This raises 
three critical questions that need further exploration. 
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Firstly, how can the experience of nascent entrepreneurs 
improve business innovation performance? Secondly, 
how can the resonance of knowledge quality improve 
business innovation performance? Thirdly, what is the 
role of voluntary to explore co-creation that has the po-
tential to close the findings of previous research gaps to 
improve business innovation performance? Therefore, 
this research, which is rooted in Service Dominant Logic 
(SDL) paradigm, tries to fill this gap by developing a new 
conceptual model: voluntary to explore co-creation. This 
is the first literature to address the context of nascent 
entrepreneurs.

SD Logic is a thinking paradigm that tries to an-
swer some of the weaknesses of the GD Logic paradigm. 
Adoption for problem-solving is rooted in the research 
carried out by Vargo and Lusch (2017), which stated that 
marketing practices need to be reasoned in the logic of 
the service. Organizations, economies, and societies are 
primarily concerned with the sharing of competency 
application resources, in accordance with the SD Logic 
(knowledge and skills). The value-added contained in 
GD logic changes the concept from co-production to the 
co-creation of value (Lusch & Vargo, 2006). This means 
that the experience of nascent entrepreneurs and the 
quality of knowledge resonance can be improved while 
volunteerism explores the creation of shared value to 
optimize the performance of business innovation. The 
main purpose of this research is to explore recent entre-
preneur experiences using variables formed on models 
based on the SD Logic paradigm. Testing of the research 
model was conducted on small and medium enterprises 
established in Java from 2016 to 2020, which is about 5 
years ago. The variety of the study object is constructed 
by considering the experience of recent entrepreneurs 
in the Java region, which has characteristics of cultural 
descent and knowledge from different entrepreneurs in 
the nation’s capital. It is hoped that volunteering through 
joint creation togethers the performance of business in-
novation to have a competitive advantage.

1. Literature review and hypothesis development

This research, which is rooted in the SDL paradigm, com-
prises of three relevant axioms, namely the 4, 6, and 10. 
The first axiom indicates that operant resources are the 
main source of competitive advantage, used to structure 
value to be successful for the operant resources to become 
a competitive advantage (Vargo & Lusch, 2004). The sec-
ond axiom is a co-creator of value, with emphasis on a 
continuous process, which always involves consumers in 
the marketing, consumption, value creation, and delivery 
processes (Vargo & Lusch, 2004). The third axiom value is 
always unique and determined by the recipient phenome-
nologically. This logic emphasizes the role of customers in 
value creation, which are unique and intended to describe 
the nature of the experience of the value obtained by the 
recipient (Vargo & Lusch, 2008). 

1.1. Voluntary to co-creation in the framework of 
Service Dominant Logic (SDL)

The creation of shared value is a transformation of the 
marketing approach that is always interesting to review. 
The voluntary co-creation is a proposition conceptual 
development from goods-dominant logic to service-
dominant logic (Lusch & Vargo, 2006; Vargo & Lusch, 
2017). Services in the first premise are associated with 
the use of one’s competence (knowledge and skills) for 
the benefit of others, which is the basis of the exchange 
(Vargo & Lusch, 2004). Therefore, experience and 
knowledge are two operant resources, associated with 
mental and physical skills.

The second axiom in the sixth premise emphasizes 
that the customer has always been a value co-creator. 
Value is created by dual actors that provide relational 
benefits through direct or indirect interaction from var-
ious parties. In a good-dominant view, manufacturers 
and consumers are viewed separately. The third is the 
selection of the fourth axiom in the premise of the ten 
values, which is uniquely created and phenomenologi-
cally derived and determined through the application 
of the market offering based on a specific perspective 
or context, such as time, place, and social arrangement 
(Vargo & Akaka, 2012). Phenomenological here refers 
to the nature of the experience of value (Vargo & Lusch, 
2008). Value is experiential by anyone involved in the 
market or the occurrence of the exchange process and 
dependent on the strategies used to express their expe-
rience, which differs from each other. Therefore, value 
is also uniquely experienced and determined by an ac-
tor.

1.2. Nascent entrepreneur experience and voluntary 
to explore co-creation

A nascent entrepreneur is expressed as a person or 
team new to a business (Carter & Han, 2015). The pro-
cess associated with starting a new business is closely 
related to experience, social networking, and contact 
with other entrepreneurs. Customers significantly con-
tribute to value creation not only from the employee 
side that makes the product, rather in all aesthetics as-
sociated with the transformation of the product (Elias 
et al., 2018). By exchanging ideas with consumers, nas-
cent entrepreneurs tend to combine existing resources 
from technology, finance, networking, and markets, 
which essentially complement each other (De Silva 
& Wright, 2019). This highlights the significance of 
nascent entrepreneurs with the ability to engage with 
other entrepreneurs and their consumers to generate 
shared value and increase the number of goods sold in 
the market (Li & Dutta, 2018). This led to the follow-
ing hypothesis:

H1: Nascent entrepreneur experience has a positive 
influence on voluntary to explore co-creation.
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1.3. Knowledge quality resonance and voluntary to 
explore co-creation

The desire to echo knowledge triggers the creation of 
shared value. When discussing with customers a manu-
facturer is drawn to the need that is analyzed and realized 
in the form of products or services used by customers to 
acquire information on products and related marketers 
(Gohary & Hamzelu, 2016). Awareness is a significant 
indicator of business decision-making when information 
is transferred and obtained by customers through stake-
holders, and in accordance with the company’s philosophy 
(Acharya et al., 2018). The exchange of ideas produces a 
useful concept and improves the function of a community, 
thereby fostering an atmosphere of shared creation (Zhang 
et al., 2019). This led to the following hypothesis:

H2: Knowledge quality resonance has a positive influ-
ence on voluntary to explore co-creation.

1.4. Nascent entrepreneur experience and 
innovation business performance

Nascent entrepreneurs need to possess the ability to iden-
tify business opportunities early in their careers. This 
is because those with adequate resources are unable to 
quickly compete and solidify the intention to run their 
business without early identification of opportunities (Cho 
& Lee, 2018). Previous findings have found that a com-
pany’s performance becomes good after numerous experi-
ences (Altaf et al., 2019). A common problem experienced 
by new entrepreneurs is related to finance, where banks 
desist from lending money to those with an inadequate 
track record in the business world (Hwang et al., 2019). 
This is thought to make sense because the performance 
of business innovation is good when supported by finan-
cial resources. This is in line with the research carried out 
by Honig and Samuelsson (2012), which found that the 
improvement of mature performance optimization is sup-
ported by sufficient capital planning. This led to the fol-
lowing hypothesis:

H3: Nascent entrepreneur experience has a positive 
influence on innovation business performance.

1.5. Knowledge quality resonance and innovation 
business performance

According to Castro-Casal et  al. (2013) and Kogut and 
Zander (1993), the unique value of properties is the com-
plexity of high-quality information, which is the root of 
imitable existence. Companies with awareness controlling 
skills force procedure more resources and cost-effectively, 
therefore, they resolve to be more advanced (Darroch, 
2005). Knowledge sharing is input to innovation due to the 
company’s specific characteristics, social complexity, and 
direction-dependent (Brachos et al., 2007; Chang & Lee, 
2008; Chiang & Hung, 2010; Gächter et al., 2010). Explicit 
knowledge-sharing assists invention and implementation. 

Clear and direct information involvement has a greater 
impact on innovation speed and efficiency, while discrete 
knowledge sharing has a beneficial impact on innovation 
quality and the company’s organizational effectiveness 
(Wang & Wang, 2012).

Koput (1997) expressed differing opinions on the con-
trol of quality knowledge on innovation by stating that 
high-quality knowledge from fields that do not overlap 
and negatively impact the creation of innovation due to 
allocation issues. Han et al. (2018) reported that the su-
perior attribute of overlapping acquaintance positively 
marks novelty implementation. Conversely, higher-quality 
expertise that does not overlap, leads to high combination 
charges suitable to a scarcity of absorption and a negative 
effect on innovation success. The research hypothesis is 
that information quality resonance has a significant im-
pact on innovation business success, grounded on the 
above exposure.

H4: Knowledge quality resonance has a positive influ-
ence on innovation business performance.

1.6. Voluntary to explore co-creation on innovation 
business performance

Retailers use consumer co-creation techniques to develop 
new goods or services based on a combination of direct 
customer suggestions (Khanagha et al., 2017). Khanagha 
et  al. (2017) further stated that customer co-creation 
strategies are a source of creativity and a competitive ad-
vantage for a company. Customers’ willingness to engage 
in co-creation reflects the strength of simpler and more 
predictive intentions to implement new technology-based 
services, in accordance with the research carried out by 
Heidenreich and Handrich (2015). Customers benefit 
from consistent value creation to achieve targeted, long-
term success through cost savings or productivity gains 
(Lacoste, 2016). Furthermore, an ongoing integrated 
positioning-based initiative of boosting brand image and 
identity, and also some programs to generate interest and 
acquire new ideas for innovation, need to be carried out 
due to their numerous benefits to organizations (Scande-
lius & Cohen, 2016). Based on the above explanation, the 
proposed research hypothesis is voluntary explore co-cre-
ation, which has a significant effect on innovation business 
performance.

H5: Voluntary to explore co-creation has a positive in-
fluence on innovation business performance.

1.7. Mediating effect of voluntary to explore co-
creation on nascent entrepreneur experience – 
innovation business performance

A nascent entrepreneur is an individual or group that 
newly establishes a business. They gather the required 
resources for the business, such as creating a social net-
work (Carter & Han, 2015). Relatively minimal aspects of 
knowledge and experience are needed to demand stronger 
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efforts for budding entrepreneurs in their business innova-
tion efforts. Therefore, business owners need to consider 
value creation collaboration because it has a positive rela-
tionship between value creation collaboration to product 
innovation (Hamidi & Shams Gharneh, 2017; Mulyana 
& Sutapa, 2016). Furthermore, it is positively related to 
entrepreneurial orientation and product innovation (He-
lia et  al., 2015; Madhoushi et  al., 2011; Najmi & Abror, 
2019; Song et al., 2019). Innovative new entrepreneurs are 
defined as entrepreneurial activities that introduce new 
knowledge-based products or services (Audretsch et al., 
2012). 

Collaboration on better value creation influences prod-
uct innovation. Customers play an important role in con-
tributing to the creation of products on the employee side 
and during the transformation process (Elias et al., 2018). 
Khanagha et al. (2017) stated that customer co-creation 
strategies are a source of innovation and competitive ad-
vantage of an organization. Therefore, based on exposure, 
it is explained that the research hypothesis experienced 
by nascent entrepreneurs has a significant impact on in-
novation business performance mediated by voluntary to 
explore co-creation.

H6: Nascent Entrepreneur Experience has a significant 
effect on innovation business performance mediated by 
voluntary to explore co-creation.

1.8. Mediating effect of voluntary to explore 
co-creation on knowledge quality resonance – 
innovation business performance

The quality of knowledge is an asset or resource that is im-
portant to companies. The density of high-quality informa-
tion is the core of imitable nature and it is the specificity of 
assets (Castro-Casal et al., 2013; Kogut & Zander, 1993). 
The higher the quality of knowledge, the more composite 
it is entrenched in the pool of corporate knowledge, such 
as human, tasks, tools, and networks (Argote & Ingram, 
2000; Argote & Miron-Spektor, 2011). Businesses fail to 
connect with and encourage their customer organizations 
to participate in value-building processes and information 
sharing (Archer-Brown & Kietzmann, 2018; O’Hern & 
Rindfleisch, 2010). Consumer groups of individualization, 
empowerment, and enlargement intentions are common 
influences on the readiness to allocate data that leads to 
appreciating shared creations (Bhatti et al., 2020). 

The performance of business innovation is not only 
influenced by the quality of knowledge, rather the co-cre-
ation efforts, which develop an essential function. Khan-
agha et  al. (2017) stated that co-creation strategies with 
customers are a source of innovation and the competitive 
advantage of an organization. According to Scandelius 
and Cohen (2016) organizations have the ability to enjoy 
the benefits of an ongoing shared value creation program 
from improving image, corporate identity, and providing 
stimulus programs to acquire innovative ideas. There are 
several research gap related to the quality of knowledge 

and business performance, associated with the company’s 
reluctance to share new knowledge, with the need to boost 
the low technical priorities (Ahn et al., 2006). The exist-
ing desire to learn, progress, achieve, create and transfer 
knowledge to each other is needed for innovation. Volun-
tary concept to explore co-creation can be used to mediate 
potential gap in knowledge quality resonance on business 
innovation performance. The concept of volunteerism has 
an impact on increasing value and innovation in organiza-
tions to provide market-based solutions (Enache & Hus-
sainey, 2020; Kotchen, 2013; Shin & Alam, 2022).

H7: Knowledge quality resonance has a significant 
effect on innovation business performance mediated by 
voluntary to explore co-creation.

2. Research method

2.1. Data collection samples and techniques

Data were collected from owners or managers of small 
and medium-sized micro enterprises (MSMEs) selected 
from companies in Java Island, Indonesia. A total of 263 
MSMEs voluntarily participated in this study, and among 
them are represented by the owners or managers through 
questionnaires distributed online using Google-form. The 
questionnaires were designed using a closed statement 
with a Likert scale 5-point. These MSMEs are engaged 
in multisectoral production of goods, services, and retail, 
including creative industries, culinary, services, clothing, 
trade, etc. The profiles of the selected respondents pre-
sented in Table 1 shows an arranged informal meeting 
with the owner or manager of the MSME. Furthermore, a 
structured interview assisted by the distribution of online 
questionnaire to prospective respondent was used to de-
termine the variables in the research model. Since this re-
search model is related to nascent entrepreneurship, of the 
263 businesses managers who filled out the questionnaire, 
only 232 included novice entrepreneurs with businesses 
ranging from 1–5 years were selected as respondents.

Table 1. Profile of Respondents of MSME’s  
(source: Data processed, 2021)

No. Characteristics Fre quency %

1. Gender
Male 134 42.1
Female 98 57.9

2. Age

Less than 20 years 69 29.7
> 20–30 years 103 44.4
> 30–40 years 34 14.7
> 40–50 years 16 7.1
>50 years 10 4.1

3. Education

Junior High School 10 4.2
High School 138 59.4
Bachelor Degree 32 13.9
Master Degree 38 16.2
Doctoral Degree 15 6.4
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No. Characteristics Fre quency %

4. Revenue /
month

Less than Rp  
10 Million 180 77.8

More than Rp 
10–25 Million 27 11.7

More than Rp 
25–100 Million 22 9.4

More than Rp  
100–200 Million 2 0.8

More than Rp  
200 Million 1 0.4

2.2. Measurement of validity and reliability

This research used the structural equations – SEM tech-
niques with the help of AMOS 24 software to test hypoth-
eses. According to Tabachnick and Fidell (2012), SEM 
has the ability to test both direct effects and mediation 
simultaneously. From the data of 232 respondents, be-
fore answering the hypothesis the authors analyzed the 
overall model to observe the validity and reliability of the 
research data through measurements of the validity and 
reliability of the instrument. The validity and reliability 
measurement results are shown in Table 2, while the pro-
posed hypothesis test, is in Table 3.

Table 2 shows that all variables have a positive factor 
loading value with a critical ratio ≥ of 2.0, which is sig-
nificant and reflects its latent variables. All variables are 
measured and reflected by the adequate regression weight 
of the positive value of loading factors with a critical ra-
tio of ≥ 2.0 (Arbuckle, 2016) thereby indicating the well-
received of these indicators from all related variables.

Furthermore, convergent validity testing of each indica-
tor used for its latent variable, shows that the average load-
ing factor value is more than the acceptable threshold of 
0.70, where convergent validity is confirmed. Meanwhile, 
the value of the Average Variance Extracted (AVE) latent 
variable is also proven to be appropriate with an average 
above 0.50, which indicates the validity and acceptance of 
the instruments used in this study. All latent variables used 
have good reliability as seen from the Construct Reliabil-
ity Index (CRI) above 0.70; and Cronbach’s Alpha (CA) is 
more than 0.70. This is because the validity and reliability of 
the data instrument met the required limit values, hence the 
authors proceeded to the hypothesis testing process.

This study proposes the ability of the Voluntary to 
Explore Co-creation variable to contribute to bridging 
problems in the company’s efforts to improve business in-
novation performance. The indicators include competitive 
achievement to identify knowledge as essential in generat-
ing new innovative ideas (Urbancova, 2013). Early entre-
preneurs now continue to strive to demonstrate self-aware-
ness and growth using the information obtained (Deamer 
& Earle, 2004). The resonance values   that foster innovation 
strategies result in changes in team interactions, thereby 
creating new spaces for innovation (Rill, 2016). The creation 
of shared value is conducted by implementing knowledge 

management strategies involving humans and learning 
technology to increase knowledge’s impact on companies’ 
economic performance (Caputo et al., 2019). Product-ser-
vice system co-design is a powerful tool for learning about 
consumer needs through the relationship between competi-
tive strategy, business model, and customization strategy 
(Gembarski & Lachmayer, 2017). Sensing and experience 
are used as initial cues to describe the outcome of a cus-
tomer’s co-creation experience in a realistic co-creation set-
ting (Hussain et al., 2021).

3. Hypothesis testing

A structural equation model with the help of AMOS 24 
software was used to test the model and all related hypoth-
eses, as shown in Figure 1. Based on a two-step testing 

End of Table 1 Table 2. Measurement of validity and reliability  
(source: Data processed, 2021)

Variable Dimension/
Indicator

Loading 
Factor

Critical 
Ratio

Nascent Entrepreneur 
Experience (X1)
AVE = 0.528
CRI = 0.817
CA = 0.701

Price leadership 0.762 8.179
Product 
specialization 0.749 8.248

Market-based 
background 0.728 8.248

Knowledge Quality 
Resonance (X2)
AVE = 0.551
CRI = 0.860
CA = 0.796

References 
sources update 0.795 11.191

Ambidextrity IT 0.696 8.953
Open mind to 
evaluate 0.702 10.085

Dynamic 
motivation 
knowledge

0.743 9.081

Aggressivity 
to upgrade 
competence

0.770 9.081

Voluntary to Explore 
co-Creation (Z)
AVE = 0.536
CRI = 0.874
CA = 0.831

Competitive 
achievement 0.755 9.094

Desire to move 
forward 0.767 9.177

Value resonance 0.755 8.612
Knowledge & 
learning 0.721 8.674

Co-design 0.754 8.533
Sensing & 
experiencing 0.631 8.533

Innovation Business 
Performance (Y)
AVE = 0.600
CRI = 0.882
CA = 0.826

Continuous new 
product 0.704 8.287

Create new 
target market 0.857 10.060

Market size and 
profits 0.834 9.825

Marketing & 
Financial growth 0.792 9.825

*Notes: AVE = Average Variance Extracted; CRI = Construct 
Reliability Index; CA = Cronbach’s Alpha.
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Table 3. Hypothesis testing and goodness of fit result (source: Data processed, 2021)

Hypothesis variable Estimate C.R P-value Conclusion

H1 Nascent Entrepreneur Experience (X1)
à Voluntary to Explore co-creation (Z1) 0.323 3.109 *** Supported

H2 Knowledge Quality Resonance (X2)
à Voluntary to Explore co-creation (Z) 0.544 5.553 *** Supported

H3 Nascent Entrepreneur Experience (X1)
à Innovation Business Performance (Y) –0.060 0.488 0.626 Not Supported

H4 Knowledge Quality Resonance (X2)
à Innovation Business Performance (Y) 0.285 2.137 0.034 Supported

H5 Voluntary to Explore co-creation (Z)
à Innovation Business Performance (Y) 0.584 4.432 *** Supported

H6
Nascent Entrepreneur Experience (X1)
à Voluntary to Explore co-creation (Z)
à Innovation Business Performance (Y) 

0.189 2.503 0.013 Supported

H7
Knowledge Quality Resonance (X2)
à Voluntary to Explore co-creation (Z)
à Innovation Business Performance (Y)

0.318 3.430 *** Supported

Basic & Absolute of fit test Result Cut-off Conclusion
χ2 (Prob.) Significance of Chi-square 0.00 ≥ 0.05 Poor fit
GFI Goodness of fit index 0.90 ≥ 0.90 Good Fit
AGFI Adjusted goodness of fit index 0.87 ≥ 0.90 Marginal Fit
CFI Comparative fit index 0.95 ≥ 0.95 Good Fit
TLI Tucker lewis index 0.94 ≥ 0.90 Good Fit
RMSEA Root mean square error of approximation 0.05 0.03–0.08 Good Fit

Figure 1. Full structural model – voluntary to explore co-creation
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procedure with AMOS 24 software, the following results 
were obtained.

First, the suitability of the model was tested to produce 
a good acceptance model as shown in Table 3. Chi-square 
value obtained with a significance value of 0.000 indi-
cates that the result not in accordance with the expected 
value of ≥ 0.05. However, GFI (0.901), AGFI (0.873), CFI 
(0.946), TLI (0.937), and RMSEA (0.054) were all above 
the cut-off value level, indicating the model is acceptable.

Secondly, the regression hypothesis testing was con-
ducted, either directly or through the mediation effect 
discussed in the previous section. Table 3 shows that the 
critical ratio values of all direct influence hypotheses are 
≥  2.0, thereby indicating that the hypothesis is well re-
ceived, except for the 3rd hypothesis (H3) presented in 
this study, where the critical ratio value is ≤ 2.0. The effects 
of mediation on this study were tested using bootstrap-
ping techniques that are present in AMOS Software 24. 
As a result, a positive and significant effect is obtained, 
where each critical ratio value is ≥ 2.0, and hypotheses of 
the proposed mediation effect are properly received.

Discussion and conclusions

This study has examined and proven that all the proposed 
hypotheses are supported, except the third hypothesis 
(H3) which is not supported. The results tend to bridge 
the inconsistencies of previous studies, as well as provide 
relevant information for MSMEs, related to nascent en-
trepreneur experience and knowledge quality resonance 
through voluntary exploration and co-creation to improve 
the innovation business performance of MSMEs in Java 
Island. This research is in line with the service-dominant 
logic paradigm where MSMEs focus on interacting to pro-
duce joint creations (Vargo & Lusch, 2004; Amin et  al., 
2021). These outcomes are in connection with the studies 
carried out by Khanagha et  al. (2017), Heidenreich and 
Handrich (2015), and Lacoste (2016) that voluntary ex-
plore co-creation is a source of market creativity and a 
competitive advantage. MSME actors and customers will-
ing to participate in the creation together show the power 
of clearer intentions, especially towards services provided 
based on technological innovation. This strongly supports 
the performance of business innovation in the present 
condition where most have adopted and used technology. 
MSMEs reap many benefits, create new products, target 
new markets, and increase market size and profit through 
the willingness to excel in competition, share knowledge, 
and learn together.

These three research questions were answered through 
the acceptance of the proposed hypothesis and the concept 
of voluntary exploration of the co-creation process. Firstly, 
the budding entrepreneur experience relationship does 
not support the nascent in improving business innova-
tion performance. This result is supported by Wong et al. 
(2013), which stated that developing products with clients 
does not affect creativity, as opposed to the negative effect 
associated with rival collaboration. However, this finding 

is proven by the nature of voluntary to explore co-creation 
that can bridge the high experience of novice entrepre-
neurs to improve the performance of business innovation 
further. Secondly, the higher knowledge quality resonance 
has been proven to enhance business innovation perfor-
mance through voluntarily shared value creation (Ramírez 
& García-Peñalvo, 2018). The logic behind this pathway 
in the service dominant logic paradigm is that knowledge 
is an operant resource that creates value and is made suc-
cessful, making it as the trustworthy source of competitive 
advantage (Vargo & Lusch, 2004). Thirdly, the voluntary 
to explore co-creation, which has the six big signs or re-
flections of a nascent entrepreneur, is proven to hold the 
potential to improve the performance of value-oriented 
business innovation.

In conclusion, hypothetical test results comprise the-
oretical and practical implications. On theoretical impli-
cations, we managed a new conceptual model about the 
volunteerism of nascent entrepreneurs through the SD-
Logic paradigm. This study complements the SD-Logic 
paradigm, especially in the second axiom, which explains 
the value always formed from co-creation through rela-
tional interaction. For MSMEs, the experience of nascent 
entrepreneurs and the quality of knowledge resonance 
determine the process used to voluntarily explore co-
creation. Performance of business innovation in making 
goods and services is the process used to forms value 
in consumers. The voluntary exploration of creating 
shared value from co-production to co-creation means 
that something is produced and sold due to the correla-
tion between customers and other partners. Beneficiary 
engagement, through usage, and integration with other 
tools is used to gauge volunteerism in value development 
collaborations. In other words, the higher the volunteer-
ism of mutual value creation, the higher the performance 
of business innovation. The limitations of knowledge 
quality resonance and experience of minimal nascent 
entrepreneurs in terms of resources on the performance 
of business innovation are mediated when having a vol-
untary attitude to collaborate and provide value through 
the use of products in the process of “consumption,” or 
“value-in-use.”

Voluntary to explore co-creation is proven to medi-
ate the influence of nascent entrepreneur experience and 
knowledge quality resonance on innovation business per-
formance. This means that increase competitive achieve-
ment, is associate with the desire to move forward, value 
resonance, knowledge & learning, co-design, and sensing 
& experiencing for MSMEs to improve the performance 
of business innovation. The experience of nascent entre-
preneurs supports creations together, where MSMEs ben-
efits significantly and often lead to innovation. MSMEs in 
Java feel the willingness to share is interesting, and this 
supports the improvement of business innovation perfor-
mance. Similarly, efforts to increase voluntary to explore 
co-creation because businesses need to be goal-oriented, 
totality to move forward, provide meaningful value to 
the work environment, share knowledge and encourage 
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consumer involvement in product creation. The quality of 
knowledge resonance available to each MSME actor stim-
ulates the use of more resources and acquires innovative 
ideas. This makes MSMEs eager to continue innovating to 
enhance business performance.

Managerial implication

The implications practically help businesses, especially 
nascent entrepreneurs in considering factors capable of 
improving the performance of innovation in competitive 
advantage. Some of the factors used by business owners 
and managers in emolument attentiveness are interac-
tion and resource factors. Interaction factors related to 
how owners and business managers ensure that the work 
team interacts with various conditions and disorders of 
the business climate, or mental readiness to face market 
competition. Resource factors are related to the strategies 
adopted by the owner to move the resource operand from 
an intangible asset or resource operant (knowledge and 
skills) to value creation in the exchange process. When the 
experience of nascent entrepreneurs is low, the voluntary 
attitude to explore the creation of shared values is lower. 
An increase in the quality of knowledge resonance leads 
to a rise in the attitude of volunteerism to jointly gen-
erate value. The voluntary creation of shared value does 
not only improve the performance of business innova-
tion rather it also can increase the resilience of competi-
tive business continuity. Contributions between owners 
or management and consumers in providing value for a 
product or service will encourage creative businesses to 
grow economically.

Limitation and future research

This research has some limitations both in terms of imple-
mentation and discussion. The limitation is the complexity 
of the data collection process due to the pandemic, which 
takes more than the predetermined estimates. Meanwhile, 
in terms of discussion, the authors suspected that there are 
still some variables capable of mediating developmental 
value creation or inspiring the interaction. Some of the 
variables have the ability to be used as moderation turbu-
lence environment, organizational culture, entrepreneurial 
gender, and digital value resonance. From the limitations 
of this study, the authors recommended further research 
for the design of a model of the fourth axiom on founda-
tional premise 10 on the ability to design uniqueness with 
a phenomenon value.
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