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Understanding player co-creation dynamics on gaming platforms is crucial for fostering 
engagement and driving innovation in digital marketing. This study investigates these 
dynamics on the Roblox platform, proposing an integrated framework that connects plat-
form capabilities with player-driven orchestration actions and the pursuit of diverse goals 

a model applicable to various digital marketing contexts. We identify three types of gam-
ing platform affordances and three types of developers’ orchestration actions, ultimately 
shaping co-creation activities in terms of creative and social engagement. Using web crawl-
ing and text mining methodologies, we analyze a large, longitudinal dataset from Roblox 
developers engaged in co-creation projects. We employ three observable metrics to quan-
tify co-creation activities, applying different perspectives including equality-based, effort-
based weighted, and specialized measures of creative and social engagement. Our findings 
confirm the direct effects of platform affordances and orchestration actions on co-creation 
activities, with post-hoc analyses revealing goal fulfillment as an important antecedent 
mechanism. To validate our results, we conducted a two-stage survey with 206 experi-
enced Roblox developers, providing additional robustness to our empirical findings. This 
research advances our understanding of digital co-creation and offers practical implica-
tions for designing more engaging and innovative gaming platforms. As gaming and digital 
marketing converge, particularly in the evolving metaverse landscape, this study under-
scores the importance of leveraging co-creation dynamics to enhance user engagement 
and drive platform growth.
© 2024 The Author(s). Published by Elsevier B.V. This is an open access article under the CC 

BY license (http://creativecommons.org/licenses/by/4.0/). 
1. Introduction 

The video game industry, currently valued at $200 billion and projected to reach $285 billion by 2027, has significantly 
outpaced other digital media sectors such as video-on-demand and digital music. Its evolution from the 1980s arcade games
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to today’s diverse platforms, including mobile, PC, and console gaming, marks a substantial transformation (IJRM Call for 
Papers, 2023). This dynamic environment has given rise to innovative platforms that epitomize the industry’s shift from tra-
ditional gameplay to immersive, community-driven experiences. These platforms set trends in digital entertainment 
through innovative design, fostering environments where developers transcend their roles as mere consumers to become 
active creators and collaborators (Fields, 2022; Schudey et al., 2023; Oh et al., 2023). This shift to player creation and co-
creation is central to our study, which investigates these dynamics within interactive gaming communities and provides 
actionable insights for marketers seeking to deepen user engagement and foster a stronger connection with consumers 
through interactive platforms.

Roblox, a key example of this evolution, is a platform where users transcend their roles as developers to design, build, and 
share content, contributing to an expansive co-creation environment (Fields, 2022; Schudey et al., 2023). While this study 
uses Roblox as a focal point, our findings are applicable to a broader range of platforms that foster user-generated content 
and collaboration. The insights gained from examining Roblox’s tools, such as Roblox Studio and its social features, offer a 
comprehensive model of digital co-creation applicable to various platforms. For a detailed overview of Roblox’s capabilities, 
see Web Appendix A. These findings provide valuable implications for understanding how platform design and management 
foster user innovation and community engagement across multiple digital platforms (Oh et al., 2023; Untaylored, 2022). 

Table B in Web Appendix B presents an overview of recent literature on value creation and co-creation in marketing, high-
lighting the current state of knowledge and revealing several important research gaps. Previous studies have predominantly 
explored platform-related and individual-related mechanisms at a conceptual level (Kumar et al., 2019), yet they often over-
look the complex behaviors associated with co-creation within gaming platform contexts. Our research addresses this over-
sight by providing empirical evidence that integrates the interplay between platform mechanisms and developers’ intrinsic 
motivations, offering a nuanced examination of how developers contribute to value co-creation within a gaming platform. 

First, although the concept of platform affordances has been discussed in various studies (e.g., Lin et al., 2019; Scaraboto 
and Figueiredo, 2022; Brodie et al., 2019), and insights from Dellaert (2019), Ciuchita et al. (2023), and Hammedi, Leclercq, 
and Steils (2023) underscore the imperative for strategic platform design, the specific influence of these affordances on co-
creation activities within gaming platforms has not been thoroughly examined. Developers have different expectations and 
rely on various ‘‘platform affordances”—the capabilities and features offered by the platform—to achieve their goals (Khansa 
et al., 2015; Markus & Silver, 2008). Managerially, by prioritizing and optimizing platform affordances, gaming platforms can 
differentiate themselves in a competitive market, attract and retain talented creators, and foster a vibrant and innovative 
community. 

Second, while recent literature has introduced the concept of consumer orchestration actions (Scaraboto and Figueiredo, 
2022), there is a lack of empirical studies quantifying these actions and their impact on co-creation in gaming contexts. 
Developers commonly encounter significant challenges in their co-creation endeavors (Eckhardt et al., 2019; Möhlmann & 
Geissinger, 2018; Sundararajan, 2019) and must initiate various orchestration actions to overcome obstacles. These orches-
tration actions are critical drivers of co-creation, as they enable developers to coordinate, collaborate, and contribute effec-
tively within the complex terrain of a gaming platform. For example, when creating a new game, developers often recruit 
team members with complementary skills through the Roblox Developer Forum or other community channels. Through net-
work experimentation, developers discover each other’s strengths and combine skills to create popular games, while trust 
investment ensures they can rely on each other to meet deadlines and share resources. From a manager’s perspective, under-
standing and supporting developers’ orchestration actions can facilitate a more seamless and rewarding co-creation experi-
ence, leading to increased platform growth. 

Third, while existing literature acknowledges the importance of consumer motivations in value co-creation (e.g., Akaka 
and Schau, 2019; Danatzis et al., 2022; Danaher et al., 2023), there is limited empirical research on how diverse personal 
goals align with platform objectives in gaming contexts. Developers’ goals and their co-creation engagements are multi-
faceted and highly personalized—raising issues of alignment between developers, other developers, and the gaming platform 
sponsor (Füller et al., 2014; Von Krogh et al., 2012). Platform practitioners face challenges balancing these diverse personal 
goals with business objectives (Nambisan et al., 2018; West, 2020). For instance, Roblox developers and parents may have 
different perceptions of fun, immersion, and learning, along with differing views on spending and earning money through 
plugins. Our study addresses this gap by offering a comprehensive empirical examination of developers’ goal structures 
within gaming platforms. 

Therefore, to address these identified gaps and managerial challenges, our study aims to answer the following research 
question: How do platform affordances, developers’ orchestration actions, and their diverse goals shape co-creation activities 
within the Roblox community? To clarify the theoretical constructs central to this study, Table C in Web Appendix C provides 
definitions and examples of these key concepts. 

Next, capturing the co-creation dynamics among game developers requires rich, nuanced data that provides insights into 
the underlying motivations and processes driving these behaviors. Web-scraped textual data, such as online reviews, forum 
discussions, and in-game chat logs, has been shown to be pivotal for unveiling individual insights (Berger et al., 2020; 
Boegershausen et al., 2022). While marketing scholars have leveraged online textual data from various sources to gain con-
sumer insights (Culotta & Cutler, 2016; Herhausen et al., 2019; Liu et al., 2018; Netzer et al., 2012; Van Laer et al., 2019), 
empirical studies specifically addressing co-creation behaviors within gaming contexts remain sparse. The Roblox developer 
platform, which explicitly facilitates user-generated content and fosters a community of creators, is an ideal context for 
researching co-creation behaviors (see Web Appendix A for a detailed overview of Roblox’s key features). By analyzing
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the textual data generated by developers on gaming platforms like Roblox, we can gain valuable insights into their motiva-
tions, perceptions, and strategies related to co-creation activities. To effectively capture and analyze this rich textual data, we 
employ a Python algorithm and web scraping techniques to efficiently collect longitudinal and large-scale textual data from 
2,882 Roblox developers’ posts, received replies, and their comments to others. By transforming this textual data into numer-
ical data, we rigorously explore and examine our proposed research framework and hypotheses. 

Finally, our study makes several key contributions. First, we introduce an integrated framework combining platform 
affordances theory with orchestration actions theory, offering novel insights into how platform design and user actions drive 
engagement and value creation in digital ecosystems, particularly in gaming platforms like Roblox. Second, we empirically 
validate three types of orchestration actions and platform affordances through large-scale textual data analysis, transforming 
these abstract concepts into measurable entities with enhanced relevance in digital marketing research. Third, our findings 
highlight the role of goal fulfillment as an antecedent mechanism, rather than a mediating one, with extrinsic goals exhibit-
ing a more pervasive positive influence on platform affordance perceptions and orchestration actions compared to other goal 
types. This offers an alternative perspective for managers designing co-creation marketing projects on platforms like Roblox. 
Fourth, this research reveals the shifting perspective in consumer roles from passive participants or firms’ targets to active 
co-creators, further emphasizing the need to refine data collection strategies and leverage the rich data generated from co-
creation activities to gain insights. Ultimately, our research offers a perspective on transforming conventional digital mar-
keting practices (Kumar, 2018) through a co-creative marketing lens, aligning with the IJRM special issue’s focus on Player 
Behavior and Engagement and contributing to the development of effective engagement and marketing strategies for gaming 
platforms and beyond. 
2. Theoretical Background and hypotheses development 

This section establishes our theoretical framework for co-creation activities in gaming platforms. We first define devel-
opers’ co-creation activities, then examine the influence of platform affordances (ideation, collaboration, socialization) and 
developers’ orchestration actions (aligning/rewiring relations, trust investment, network experimentation) on these activi-
ties. We develop hypotheses throughout, culminating in an integrated research model. 
2.1. Developers’ cocreation activities 

Content co-creation refers to the collaborative process where multiple users contribute to the generation, development, 
and refinement of digital content within a platform ecosystem (Kohler et al., 2011; Prahalad & Ramaswamy, 2004). In gaming 
platforms, this involves developers working together to create, modify, and share user-generated content, such as custom 
game levels and virtual items (Füller et al., 2009). For example, on Roblox, developers can use Roblox Studio to co-create 
and publish games, which can then be further modified by the community. Similarly, in Minecraft, developers collaborate 
to build and share virtual worlds and game modes. 

Video game co-creation is distinguished by its interactive and iterative design process, which is deeply integrated into 
game mechanics and player experiences, unlike social media content creation that primarily serves communication or mar-
keting purposes. This integration influences creators’ motivations, the content created, and user-platform interactions, 
impacting engagement and creativity in ways not seen in other digital co-creation contexts. 

We conceptualize developers’ co-creation activities on gaming platforms as collaborative efforts to develop shared digital 
outputs, such as game environments and narratives, aligning with contemporary research emphasizing combined creative 
efforts leading to shared outcomes (Barrera & Shah, 2023; Abhari et al., 2022). In the Roblox community, these activities 
are crucial for enhancing platform value through innovation and engagement, contributing to both marketing and financial 
performance (Jaakkola & Alexander, 2014; Van Doorn et al., 2010). The interactive creation of game content not only drives 
player engagement (Kumar and Kotler, 2024)but also fosters organic community growth, reducing marketing costs and 
boosting Roblox’s revenue through its virtual economy (Harmeling et al., 2017). 

To quantify developers’ co-creation activities, this research adopts metrics that capture developers’ active participation in 
collaborative content creation. Operational measures of co-creation activities have been refined to better capture the essence 
and impact of these activities. Following the recommendations from Cennamo & Santaló (2019), we assess co-creation activ-
ities through the quantity and impact of digital artifacts created by developers, such as the number of projects or games pub-
lished. Additionally, community engagement metrics, including the number of published posts regarding the co-creation 
projects or games and focal developers’ comments on others’ posts, are used to evaluate the reach and resonance of these 
co-creations within the community (Pentina et al., 2018). We argue that the number of co-creation projects and posts cap-
tures a player’s engagement in creative efforts, while the number of comments captures their social engagement. In sum, 
these three metrics capture two aspects of co-creation activities: engagement in creativity (number of projects and posts 
related to the projects) and social engagement (number of comments given to others’ posts/projects). These two aspects pro-
vide a comprehensive assessment of developers’ contributions and highlight the collaborative nature of their activities 
within the gaming community.
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2.2. Gaming platform affordances and Developers’ cocreation activities 

We now draw on the concept of ‘‘platform affordances” to theorize the relationships between how developers perceive 
the features and abilities of the gaming platforms, as well as their own cocreation behaviors and performances. 

The theoretical foundation of this examination is grounded in the construct of platform affordances, which has been 
leveraged extensively in Information Systems (IS) literature to articulate the wide array of actionable opportunities opened 
up by technological features to diverse developers (Karahanna et al., 2018; Leonardi, 2011; Vaast et al., 2017). The concept of 
affordances, which was introduced by Gibson (1977), has been leveraged to understand user-technology interactions. Affor-
dances are the potential actions and opportunities available to users when they are interacting with a specific technology. In 
the context of gaming platforms, affordances become relational, being inherently tied to the specific interactions between 
developers and the material features of these complex digital environments (Leonardi, 2013). Therefore, the notion of plat-
form affordance arises from the intersection of developers’ goals with the technological possibilities offered by platform fea-
tures (Abhari et al., 2022; Kozinets et al., 2021). 

We posit that a player’s cocreation actions within a gaming platform are influenced by the degree of congruity between 
their goals and their perception of the platform’s affordances. When platform affordances align with the player’s goals, it 
triggers their attention and promotes goal-oriented actions (Locke & Latham, 2002). Gaming platforms, such as Roblox, offer 
a wide array of affordances, which include ideation, collaboration, or socialization discussed as follows. 

2.2.1. Perceived ideation affordance of gaming platforms and cocreation activities 
Ideation affordances enable idea submission, evaluation, and resubmission, and require tools designed for idea develop-

ment and visualization (Abhari et al., 2022; Muninger et al., 2019). In the context of gaming platforms like Roblox, ideation 
affordances enable developers to submit, evaluate, and refine ideas for new games or game elements within a dynamic, 
community-driven environment. These affordances are supported by sophisticated tools designed specifically for idea devel-
opment and visualization (Muninger et al., 2019). Unlike traditional OI platforms where external actors contribute to prede-
fined problems or innovation tasks (Gama, 2019; Schreier et al., 2012), Roblox provides a sandbox environment where the 
community plays a significant role in screening and developing ideas (Annosi et al., 2020). Ideation on Roblox is competitive, 
as only select ideas are chosen for further development (Kornish & Ulrich, 2014). However, it can also be financially reward-
ing. Developers who create popular games on the platform can earn Robux, the virtual currency of Roblox. This currency can 
be acquired through in-game purchases by developers and can be converted to real money by developers through Roblox’s 
revenue sharing program (Annosi et al., 2020). 

Co-creation activities, as defined in the context of gaming platforms, involve developers collaborating to create, modify, 
and share various types of user-generated content (Füller et al., 2009). The Roblox platform exemplifies this by providing 
developers with tools like Roblox Studio, which enables them to work together on creating and publishing their own game 
experiences. Given that ideation affordances facilitate the submission, evaluation, and refinement of ideas, it is likely that 
these affordances positively influence developers’ engagement in co-creation activities. When developers perceive the plat-
form as offering robust ideation affordances, they are more likely to actively participate in collaborative content creation, 
such as developing shared digital outputs like game environments, narratives, and artifacts (Barrera & Shah, 2023; Abhari 
et al., 2022). Therefore, we propose: 

H1: There is a positive relationship between a platform’s ideation affordance and developers’ engagement in co-
creation activities on gaming platforms (e.g., Roblox). 
2.2.2. Perceived collaborations affordance of gaming platforms and cocreation activities 
Collaboration affordances on gaming platforms like Roblox are realized through various tools and systems that enable 

developers to work together on developing and refining game content, including evaluation and ranking systems, tools 
for product enhancement, and social survey instruments (Muninger et al., 2019). Collaboration may be established between 
the lead game developer and community members who contribute to the further development and refinement of the game 
(Stanko, 2016). The community can collaboratively select promising game ideas and work together to develop and enhance 
them (Schreier et al., 2012), supporting game developers in improving their initial concepts (Camacho et al., 2019; Piller & 
Ihl, 2013). 

Content co-creation involves developers working together to create, modify, and share user-generated content (Füller 
et al., 2009). We hypothesize that collaboration affordances positively influence developers’ engagement in co-creation 
activities. When developers perceive the platform as offering robust collaboration affordances, they are more likely to 
actively participate in collaborative content creation (Barrera & Shah, 2023; Abhari et al., 2022). The interactive creation 
of game levels or items drives player engagement and fosters community growth, benefiting the platform’s revenue 
(Harmeling et al., 2017). Therefore, we propose: 

H2: There is a positive relationship between a platform’s collaboration affordance and developers’ engagement in co-
creation activities on gaming platforms (e.g., Roblox).
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2.2.3. Perceived socialization affordance of gaming platforms and cocreation activities 
Socialization affordances on gaming platforms like Roblox are demonstrated by profile management, the ability to follow 

others, and communication channels (Abhari et al., 2020; 2022). These affordances support ideation and collaboration by 
helping developers become part of the community (Carillo et al., 2017; Dingler & Enkel, 2016). Developers use social features 
to build profiles, connect with others, ask questions, share experiences, and explore networking opportunities (Corral de 
Zubielqui et al., 2019). These social mechanisms build a community with shared interests and trust (West, 2020). 

We hypothesize that socialization affordances positively influence developers’ engagement in co-creation activities. 
When developers perceive the platform as offering robust socialization affordances, they are more likely to actively partic-
ipate in collaborative content creation (Barrera & Shah, 2023; Abhari et al., 2022). The interactive creation of game levels or 
items drives player engagement and fosters organic community growth, benefiting the platform’s revenue (Harmeling et al., 
2017). Therefore, we propose: 

H3: There is a positive relationship between a platform’s socialization affordance and developers’ engagement in co-
creation activities on gaming platforms (e.g., Roblox). 
2.3. Player’ orchestration actions and their Co-Creation activities 

Building upon the contribution of Scaraboto and Figueiredo (2022), we consider how developers strive to overcome the 
inherent difficulties associated with cocreation behaviors within the gaming platform. These challenges prompt a diverse 
range of actions, leading to positive cocreation performances (Chen et al., 2018). We term these actions ‘‘developers’ orches-
tration actions,” which denotes their role in aiding developers to mitigate the challenges of cocreating unique and valuable 
experiences in the gaming platform. In this research, we employ three primary categories of orchestration actions: alignment 
and rewiring relations, trust investments, and network experimentation. 

2.3.1. Aligning and rewiring relations and cocreation activities 
Due to developers’ wide-ranging heterogeneity, the co-creation process often experiences friction, which aligning and 

rewiring actions aim to resolve (Scaraboto & Figueiredo, 2022). Aligning actions include screening for compatible co-
creation partners, cueing to direct co-creative experiences, flexing to illustrate mutual compromises, and buffering to mit-
igate potential harm to reputations. These actions are similar to the co-creation concepts of partner filtering and identifying 
(Roberts et al., 2022). Other actions—interest grouping, signaling, enclaving, and reconciling—come under the broad orches-
tration umbrella of rewiring relations (Scaraboto & Figueiredo, 2022). Developers employ these actions to effectively nego-
tiate the communal and transactional aspects of their co-creation partnerships, adapting their relationships to better align 
with their individual goals. By facilitating player-to-player relationships through aligning or rewiring, gaming firms can help 
developers overcome the difficulties of co-creating with heterogeneous partners (Makkar et al., 2020). The cost savings 
enabled by interconnections improve the efficiency of co-creation performances (Scaraboto & Figueiredo, 2022). 

In the context of gaming platforms like Roblox, developers’ co-creation activities involve collaborating to create, modify, 
and share user-generated content (Füller et al., 2009), leading to the development of shared digital outputs (Barrera & Shah, 
2023; Abhari et al., 2022). As aligning and rewiring actions facilitate more effective collaboration among developers, they are 
likely to contribute to increased co-creation activities, ultimately benefiting the gaming platform. Co-creation activities 
enhance platform value through innovation and engagement, contributing to both marketing and financial performance 
(Jaakkola & Alexander, 2014; Van Doorn et al., 2010; Harmeling et al., 2017). Therefore, we hypothesize: 

H4: There is a positive relationship between developers’ engagement in aligning and rewiring relations and their 
engagement in co-creation activities on gaming platforms. 
2.3.2. Trust investment and cocreation activities 
Trust investment actions are pivotal for enhancing co-creation activities on gaming platforms like Roblox. These actions, 

which include revealing, cultivating reviews, and scaffolding, are employed by developers to navigate the complexities of 
establishing trust with potential cocreation partners (Scaraboto & Figueiredo, 2022). Revealing actions allow developers 
to demonstrate their own integrity and assess the trustworthiness of others, which is crucial in a virtual environment where 
interactions often occur with partners of diverse values and behaviors. Cultivating reviews helps in showcasing a player’s 
reliability and consistency, enhancing their reputation within the community (Morgan & Hunt, 1994). Scaffolding, or the 
gradual building of trust through small and successive engagements, allows for reducing uncertainties and fostering a con-
trolled familiarity among participants (Frei & Morriss, 2020; Luo et al., 2021). 

These trust-building measures are essential not only for reducing risks associated with cocreation but also for facilitating 
more effective and fruitful collaborations on the platform. Trust investment is akin to laying a foundation upon which robust 
partnerships can be built—partnerships that are crucial for sustained cocreative efforts and the successful development of 
new content (Scaraboto & Figueiredo, 2022). This is particularly important in gaming platforms, where the collaborative cre-
ation of game levels, virtual items, and gameplay modifications necessitates a high degree of interpersonal trust and mutual 
dependability. By improving interpersonal trust, these trust investment actions enhance developers’ willingness to engage
5
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deeply in cocreation activities, thus contributing positively to the platform’s innovative output and overall community 
dynamics. As such, trust investment is hypothesized to have a positive impact on cocreation activities: 

H5: There is a positive relationship between developers’ engagement in trust investment and their engagement in co-
creation activities on gaming platforms. 
2.3.3. Network experimentation and cocreation activities 
Network experimentation in gaming platforms like Roblox encompasses innovative actions that enhance and personalize 

developers’ cocreation experiences. These actions include creative resourcing, role improvisation, and repurposing, which 
broaden the spectrum of cocreation possibilities (Scaraboto & Figueiredo, 2022). Creative resourcing introduces new 
resources into the cocreation ecosystem, enabling developers to explore a wider array of cocreation activities. Role impro-
visation allows developers to adopt new roles and scripts, enhancing the depth and diversity of cocreation experiences (Itani 
et al., 2022). Repurposing extends to redefining goals or value propositions of interactions, possibly extending beyond the 
platform’s initial offerings, thus expanding the creative boundaries within which developers operate. 

These network experimentation actions are pivotal for fostering a dynamic environment where developers can explore 
and enact personalized, innovative cocreation pathways (Beverland et al., 2023). By facilitating such flexibility and innova-
tion, network experimentation actions significantly impact the quality and uniqueness of the cocreative outcomes. This not 
only enhances the individual player’s engagement and satisfaction but also contributes to the overall vibrancy and diversity 
of the gaming community’s creative outputs. 

In the context of Roblox, where developers are continuously engaged in creating, modifying, and sharing digital content 
like game levels and virtual items, network experimentation actions play a crucial role. They allow developers to transcend 
traditional gameplay boundaries and engage in more personalized and meaningful cocreation activities. This increased 
agency and creative freedom likely lead to higher quality contributions and more profound community interaction, which 
are essential for sustaining the platform’s growth and vibrancy (Füller et al., 2009; Harmeling et al., 2017). Given the signif-
icant role of network experimentation in enhancing cocreation activities by enabling personalization and innovation, we 
propose the following hypothesis: 

Hypothesis H6: There is a positive relationship between developers’ engagement in network experimentation and their 
engagement in co-creation activities on gaming platforms.. 
Fig. 1. Main research model
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Finally, our discussions lay a foundation for constructing the main research model depicted in Fig. 1. This model inte-
grates two crucial theoretical perspectives: (1) developers’ perceptions of platform affordances, which encompass ideation, 
collaboration, and socialization affordances; and (2) developers’ orchestration actions, including aligning and rewiring rela-
tions, trust investment, and network experimentation. These elements serve as antecedent mechanisms that shape develop-
ers’ co-creation activities, which we conceptualize as comprising two aspects: engagement in creativity and social 
engagement within the gaming platform. 

Building on the main research model, we further explore the role of goal fulfillment and its relationships with platform 
affordances, orchestration actions, and co-creation activities, as shown in Figs. D.1 and D.2 in Web Appendix D. Grounded in 
self-determination theory (SDT) and other goal theories (Deci & Ryan, 2000, 2012; Ajzen & Madden, 1986; Locke & Latham, 
2006), these models posit that individual goals significantly influence behavioral intentions and actions. 

SDT classifies goals as extrinsic, intrinsic, or internalized extrinsic (Deci & Ryan, 2000; Mack & Landau, 2020; Von Krogh 
et al., 2012). In Roblox, extrinsic goals relate to financial gain and recognition (Frey et al., 2011; Li et al., 2012), internalized 
extrinsic goals involve entrepreneurship and growth (Oreg & Nov 2008), and intrinsic goals encompass socialization and 
enjoyment (Oishi et al., 2013; Frey et al., 2011). We propose two perspectives on goal fulfillment’s role. 

Goal Fulfillment as mediating mechanisms (Fig. D.1): This view suggests that platform affordances and orchestration 
actions shape users’ motivations and goals, which then drive co-creation activities (Deci & Ryan, 2000; Ryan & Deci, 
2017). For instance, collaboration affordances may enhance intrinsic goals related to community engagement (Muninger 
et al., 2019; Mack & Landau, 2020), while network experimentation may reinforce extrinsic goals like financial rewards 
(Scaraboto & Figueiredo, 2022; Nenonen et al., 2019). 

Goal Fulfillment as antecedent mechanisms (Fig. D.2): This perspective, aligned with goal-directed behavior theory 
(Bagozzi & Dholakia, 1999) and the uses and gratifications approach (Katz et al., 1973), posits that pre-existing goals influ-
ence how users perceive platform affordances and engage in orchestration actions. For example, users driven by extrinsic 
goals may prioritize affordances leading to financial rewards (Von Krogh et al., 2012; Acar, 2019), while those with intrinsic 
goals may focus on features that enhance community involvement (Abhari et al., 2020, 2022). 

Our study also aims to examine the interrelationships among platform affordances, orchestration actions, and goal fulfill-
ment, recognizing that these constructs operate within a dynamic system. Ideation affordances, for instance, may support 
extrinsic goals by offering financial rewards and recognition but also fulfill intrinsic goals by providing creative satisfaction 
and personal accomplishment. Additionally, ideation affordances may foster internalized extrinsic goals by aiding skill 
development and entrepreneurial growth. By exploring these multifaceted relationships, as depicted in Figs. D.1 and D.2, 
our study offers a nuanced understanding of how platform affordances, user actions, and motivational fulfillment drive 
co-creation activities in gaming platforms. 

3. Methodology 

3.1. Data description 

To conduct the empirical exploration of the cocreation process, we utilized text data to generate insights into the cocre-
ation activities of developers on the Roblox platform. Roblox is a popular gaming platform (Dwivedi et al., 2022) that pro-
vides developers with the requisite technology to manifest their imaginations and develop communities. On Roblox, 
developers can engage in a variety of co-creative activities with other developers, from crafting rudimentary avatar acces-
sories to designing immersive 3D experiences. We applied a Python algorithm to crawl the Roblox developer platform 
and harvest its developers’ posts (the posts are regarding the cocreation projects), the corresponding feedback they received, 
and the comments they give to others as well as the detailed information about the co-creation projects and the developers’ 
information. Please reference the Web Appendix E for the detailed description of the data collection process on Roblox 
Platform. 

Our dataset encompasses 2,882 Roblox developers with co-creation experience, integrating both qualitative (27,844 orig-
inal posts, 193,293 replies, and 93,552 comments) and quantitative data. We capture two key dimensions of co-creation 
activities: Creative Engagement (measured by co-creation projects and related posts) and Social Engagement (quantified 
by comments on others’ posts). Acknowledging the disparate effort levels required for different activities, we conducted sen-
sitivity analyses to determine appropriate weightings. We evolved from an equally weighted composite measure (33.33 % 
each for projects, posts, and comments) to models assigning greater weight to project creation, exploring schemes ranging 
from 50 % (projects), 25 % (posts), 25 % (comments) to 90 % (projects), 5 % (posts), 5 % (comments). This nuanced approach 
allows for a more accurate reflection of the relative importance and effort associated with various co-creation activities, pro-
viding a robust measure of developer engagement and contribution in digital platforms. 

Next, we processed the qualitative text data from the posts, comments received, and comments given by the focal devel-
opers. This process involved converting unstructured textual data into numeric values to generate operational measures for 
nine focal constructs: three types of perceived platform affordances, three types of developers’ orchestration actions, and 
three types of goal fulfillment. Our approach was guided by Balducci and Marinova’s (2018) process framework for unstruc-
tured data analysis in marketing research and Berger et al.’s (2020) guidelines for text analysis workflows. We then con-
ducted a dictionary-based analysis, detailed in the following sections, to systematically quantify the qualitative data and 
integrate it into our overall analysis framework.
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3.2. Employing the text mining Technique and Dictionary-Based analysis 

In our study, we employed a combination of a standard LIWC dictionary to analyze the variables in our man research 
model (presented in Fig. 1). This approach was chosen to ensure that the dictionaries used were well-suited to measure 
the specific constructs of interest. for constructs specific to our research context, such as platform affordances and orches-
tration actions, we found that the standard, developed dictionary did not sufficiently capture the unique language used 
within the Roblox community. The Roblox platform has its own specific terminology and expressions that may not be ade-
quately represented in a general-purpose dictionary like LIWC. Therefore, to accurately measure these constructs, we devel-
oped a custom-built dictionary that better reflects the specific language and context of the Roblox platform. By creating a 
self-developed dictionary tailored to the Roblox community, we can ensure that the words and phrases used to measure 
platform affordances and orchestration actions are relevant and representative of the constructs being studied. This 
approach aligns with recommendations from previous research (Rocklage et al., 2018; Singh et al., 2020; Balducci and 
Marinova, 2018; Humphreys and Wang, 2018; Marinova et al., 2018; Perreault and Leigh, 1989) and involves a rigorous pro-
cess for dictionary development and validation, as outlined in Table 1 (step 1–4). 

In our first step, we compiled an initial list of words and phrases from 2,882 Roblox developers’ focal posts regarding their 
co-creation projects, their received replies to these focal posts, and the comments they made on others’ posts. We inputted 
these posts and comments into the WordStat 9 natural language processing (NLP) software and mined the unstructured text 
data for the most frequently used words and phrases. This process generated an initial 2,160 words/phrases, which we then 
cleaned by removing stop words and conducting spell-checking. 

In our second step, we developed a coding schema for the platform affordance concepts that aligns with prior academic 
definitions. We provided the academic definition of each affordance concept and the survey instruments that previous con-
tributors developed to measure them. For instance, ideation affordance is defined as Roblox developers’ perceptions that the 
platform can support the submission of new ideas, game designs, or other creations (Abhari et al., 2022). Collaboration affor-
dance is defined as developers’ perception that the Roblox platform can support collaborations with other developers to 
develop or improve new games, ideas, designs, or other creations (Abhari et al., 2022). Socialization affordance is defined 
as the perception that the Roblox platform can support socialization tasks such as connecting, communication, and network-
ing (Abhari et al., 2022). We conceptualized Roblox developers’ orchestration actions as follows: Aligning and Rewiring Rela-
tions is the ability to align experiential elements with those of diverse co-creation partners, using the platform’s affordances 
to navigate and integrate the communal and transactional aspects of their relations (Scaraboto & Figueiredo, 2022). Trust 
Investment involves managing platform resources to reduce the risk associated with transient interactions with unfamiliar 
developers (Scaraboto & Figueiredo, 2022). Network Experimentation is the process by which Roblox developers utilize 
resources, roles, and goals to co-create experiences, thereby expanding the possibilities for unique, personalized, and valu-
able interactions within the Roblox network (Scaraboto & Figueiredo, 2022). Moreover, the survey items related to the above
Table 1 
The procedure for dictionary development and dictionary-based analysis. 

Steps Actions Outputs or Results 

Collect words/phrases from 2,882 focal Roblox 
developers’ original posts (27,884 in total), their 
received replies on these posts (193,293 in total), and 
the 93,552 comments they made on other developers’ 
project posts using WordStat 9 software for entity 
extraction. 

Generated an initial 2,160 words/phrases and cleaned 
the data by removing stop words and conducting spell-
checking. 

1. Extract Words/Phrases 

2. Develop the Coding Schema Develop a coding scheme by integrating: Academic 
definitions and survey items of focal constructs 

Parts of speech representing focal 
constructs 

Achieved a coding schema with six categories: 
(1) Ideation affordances 
(2) Collaboration affordances 
(3) Socialization affordances 
(4) Network experimentation 
(5) Trust investment 
(6) Aligning/rewiring relations 

3. Develop the Custom 
Dictionary 

Recruit two independent raters A and B with Roblox 
experience. 
Raters classify the words/phrases into six focal 
constructs based on the coding scheme from Step 2. 
Conduct interrater reliability check and resolve minor 
inconsistencies. 
Create the refined dictionary 
Conduct final interrater reliability check 

Developed the custom dictionary, Achieved face 
validity and construct validity for the six categories in 
the custom dictionary. The six categories include: 
Ideation affordances (64 words/phrases) 
Collaboration affordances (81words/phrases) 
Socialization affordances (54 words/phrases) 
Network experimentation (152 words/phrases) 
Trust investment (74 words/phrases) 
Aligning/rewiring relations (56 words/phrases)4. Evaluate Validity of Custom 

Dictionary 
(1) Test face validity with two Roblox experts C 

and D. 
Test construct validity through the saturation 
approach with two independent raters E and F.
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constructs can be found in our Web Appendix L, Table L.1. The coding scheme incorporated part-of-speech rules for tagging; 
we assigned linguistic tags to the focal constructs (e.g., nouns/noun phrases were assigned to perceived platform affordances, 
and verbs/verb phrases to developers’ orchestration actions).

We began the third step of developing the custom dictionary by recruiting two independent raters with Roblox experi-
ence. The two raters categorized the words and phrases from the first step into six categories, based on the coding schema 
developed in Step 2. We assessed the inter-rater consistency (Berger et al., 2020) between our raters, reaching 93 % agree-
ment after three iterations. Two marketing professors then resolved the remaining inconsistencies. 

In our fourth step, we addressed the validity of the custom dictionary developed in Step 3. We began by confirming face 
validity. Two reviewers with extensive experience as Roblox developers and senior developers were recruited to assess the 
dictionary’s adequacy and appropriateness for measuring the intended six constructs. The average agreement between the 
two reviewers across five categories exceeded the established 0.90 threshold, achieving a score of 0.96 (Rust & Cooil, 1994). 
Any remaining inconsistencies were addressed and resolved through discussion. Subsequently, we assessed the construct 
validity of the custom dictionary using a saturation approach (Berger et al., 2020). We engaged two marketing graduate 
research assistants, who were not involved in the dictionary development process in Step 3 and the aforementioned face 
validity check. These two assistants were asked to categorize 20 % of the coded words or phrases from each category. They 
correctly classified more than 90 % of the selected words/phrases into their expected dimensions, comfortably exceeding the 
80 % agreement target (Berger et al., 2020). We then continued with four additional runs to evaluate the remaining 80 % of 
the dictionary. This iterative process ensured that all words/phrases belonging to the six categories consistently achieved 
above 90 % agreement between the two newly recruited raters. This process yielded our final custom dictionary, which com-
prised six categories, each associated with a varying number of words or phrases: platform ideation affordance (64 words/ 
phrases), platform collaboration affordance (81 words/phrases), platform socialization affordance (54 words/phrases), devel-
opers’ network experimentation actions (152 words/phrases), trust investment actions (74 words/phrases), and aligning/ 
rewiring relations actions (56 words/phrases). The full list of words/phrases for each category can be found in Web Appendix 
F, Table F.1. 

Based on our custom-developed dictionary comprising six major categories and their corresponding words/phrases, we 
further refined our analysis by developing sentiment-based subcategories for each category to provide a more nuanced 
understanding of user perceptions. Using the Natural Language Toolkit (NLTK), we analyzed a 10–15 word context window 
around each dictionary word/phrase and assigned sentiment scores. Sentiment was categorized with thresholds of > 0.05 for 
positive, <-0.05 for negative, and between these values for neutral, following established text analysis practices. Words were 
then grouped into sentiment subcategories based on the dominant sentiment frequency, with a 60 % minimum threshold for 
robust categorization. These sentiment-based subcategories were integrated under each of the six major categories (see 
Appendix F, Table F.2). This refined method allows us to differentiate between positive, neutral, and negative mentions of 
platform affordances and orchestration actions, addressing potential misinterpretations that can arise from relying solely 
on keyword frequency. This approach provides a more accurate representation of user sentiment. 

The above steps detail the development of custom dictionaries to measure six key constructs related to platform affor-
dances and orchestration actions. In the next phase, we focused on coding additional constructs related to goal 
fulfillment—developers’ extrinsic goals, internalized extrinsic goals, and intrinsic goals—as presented in our extended 
research model (see Figs. D.1 and D.2 in Web Appendix D). To measure these constructs, we employed the LIWC 2022 stan-
dardized dictionary, a tool extensively validated and widely used in research to capture psychological constructs, including 
goal-related language (Boyd et al., 2022; Pennebaker et al., 2015; Tausczik & Pennebaker, 2010). The LIWC dictionary’s estab-
lished validity and reliability make it an appropriate choice for assessing goal-related constructs. We selected specific LIWC 
categories that best reflect the psychological constructs associated with each type of goal. For intrinsic goals, we utilized the 
LIWC categories of positive emotion (Posemo), social, leisure, friends, and play, which provide insights into personal satis-
faction, social engagement, and leisure activities. Internalized extrinsic goals were captured through the LIWC categories of 
achievement, work, and job, reflecting external goals that have been internalized and are now personally significant. Finally, 
extrinsic goals were measured using the LIWC categories of money, reward, power, and status, emphasizing the tangible 
rewards, professional advancement, and financial achievement associated with these goals. The following Table 2 provides 
a summary of the conceptual definitions and operationalization of key variables in our main research model and extended 
research models. 

Next, we transformed our unstructured textual data into structured numeric data using the LIWC 2022 software, applying 
both the standard LIWC dictionary (for goal fulfillment constructs) and our custom dictionaries (for platform affordance and 
orchestration action constructs). This process enabled us to convert Roblox developers’ posts, received responses, and com-
ments into interpretable numeric data. Each developer yielded nine output variables: three related to affordances (ideation, 
collaboration, socialization), three related to actions (aligning/rewiring relations, trust investment, network experimenta-
tion), 18 sentiment-based subcategories (positive, neutral, negative) across these six major constructs, and three variables 
related to goals (intrinsic, extrinsic, internalized extrinsic). For platform affordances and orchestration actions, we analyzed 
posts, replies, and comments. However, for goal fulfillment constructs, we focused solely on focal posts, as they more accu-
rately reflect developers’ intrinsic and extrinsic motivations without the influence of conversational context. Detailed infor-
mation on the textual data transformation process is available in Web Appendix G. 

Table 3 presents basic information regarding the six key variables (platform affordances and orchestration actions) based 
on their overall mentions (including positive, neutral, and negative sentiments) at the developer level on the Roblox plat-
9
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Table 2 
Summary of conceptual definition and operationalization of key variables. 

Major Construct (Definition) Key Variables Conceptual Definition of Key Variables Operationalization of Key 
Variables 

Platform Affordances 
(The potential actions and opportunities 
that a platform’s features provide to users) 

Ideation 
Affordances 

The degree to which a platform supports users 
in submitting, evaluating, and refining ideas. 

Self-developed dictionary 
(See Web Appendix Table F.1 
and F.2 for sentiment 
subcategories) 

Collaboration 
Affordances 

The degree to which a platform enables users 
to work collaboratively on developing and 
improving shared content. 

Self-developed dictionary 
(See Web Appendix Table F.1 
and F.2 for sentiment 
subcategories) 

Socialization 
Affordances 

The degree to which a platform facilitates 
interactions, connections, and community 
building among users. 

Self-developed dictionary 
(See Web Appendix Table F.1 
and F.2 for sentiment 
subcategories) 

Orchestration Actions 
(Actions taken by users to manage and 
enhance their co-creation activities) 

Aligning & 
Rewiring 
Relations 

Developers’ engagement in activities that 
resolve friction and improve collaboration 
through relationship and role adjustments. 

Self-developed dictionary 
(See Web Appendix Table F.1 
and F.2 for sentiment 
subcategories) 

Trust 
Investment 

Developers’ engagement in activities that build 
trust among users to facilitate collaboration. 

Self-developed dictionary 
(See Web Appendix Table F.1 
and F.2 for sentiment 
subcategories) 

Network 
Experimentation 

Developers’ engagement in innovative actions 
to enhance co-creation experiences through 
exploration of new resources and roles. 

Self-developed dictionary 
(See Web Appendix Table F.1 
and F.2 for sentiment 
subcategories) 

Goal Fulfillments 
(The degree to which users achieve their 
intrinsic, extrinsic, and internalized 
extrinsic goals through platform 
interactions) 

Intrinsic Goals Goals related to enjoyment, altruism, and 
socialization 

LIWC 2022 standardized 
dictionary (categories: Social, 
Friends, Posemo, Leisure, Play) 

Extrinsic Goals Goals related to financial gain and recognition LIWC 2022 standardized 
dictionary (categories: Money, 
Reward, Power, Status) 

Internalized 
Extrinsic Goals 

Goals related to entrepreneurship, growth, and 
learning 

LIWC 2022 standardized 
dictionary (categories: Work, 
Job, Achieve) 

Cocreation Activities 
(Collaborative processes where users 
generate, develop, and refine content 
together) 

Engagement in 
Creativity 

The degree to which developers actively 
participate in generating and developing new 
ideas, projects, or content collaboratively. 

Number of projects or games 
published 
Number of published posts 
regarding the cocreation 
projects or games 
(Platform activity logs) 

Social 
Engagement 

The degree to which developers interact, 
communicate, and collaborate with others 
within the platform community. 

Comments given to others’ 
posts/project 
(Platform activity logs) 

Table 3 
Basic information among overall mentions of focal variables. 

Ideation 
Affordances 

Collaboration 
Affordances 

Social 
Affordances 

Aligning/ 
Rewiring 
Relations 

Trust 
Investment 

Network 
Experiment 

Ideation Affordances 1.000 0.144** 0.080** 0.075** 0.086** 0.141** 
Collaboration Affordances 0.144** 1.000 0.121** 0.152** 0.093** 0.153** 
Social Affordances 0.080** 0.121** 1.000 0.076** 0.038* 0.082** 
Aligning/ 

Rewiring Relations 
0.075** 0.152** 0.076** 1.000 0.050** 0.130** 

Trust Investment 0.086** 0.093** 0.038* 0.050** 1.000 0.196** 
Network Experimentation 0.141** 0.153** 0.082** 0.130** 0.196** 1.000 
Mean 18.760 11.680 10.040 7.030 23.810 19.390 
S.D 19.099 16.049 15.326 12.162 22.045 19.446 

Note 1: ** indicates significance at the 0.01 level; * indicates significance at the 0.05 level. 
Note 2: The mean value indicates the average percentage of words in each comment thread related to focal variables according to the self-developed and 
LIWC dictionaries. 
Note 3: The SD (standard deviation) value represents the variability of these percentages across all comment threads.
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form. Additional details about the Roblox developers are provided in Web Appendix H, Table H.1. For further information on 
the 18 sentiment-based subcategories across these six major variables, as well as the three goal-related variables, please 
refer to Table H.2 in Web Appendix H.

4. Empirical results 

4.1. Examine main hypotheses 

To test Hypotheses H1-H6, we employed a series of regression models with carefully constructed independent and 
dependent variables while controlling for potential endogeneity. Our study examined six major independent variables: Idea-
tion Affordances, Collaboration Affordances, Socialization Affordances, Aligning & Rewiring Relations, Trust Investment, and 
Network Experimentation. To capture nuanced impacts, we further categorized each variable into three sentiment-based 
subcategories: Positive, Neutral, and Negative, resulting in 18 distinct measures. 

We tested four model specifications to ensure robustness. Model 1 used the original six major categories as overall inde-
pendent variables, such as the original Ideation Affordance measure without distinguishing between positive, neutral, or 
negative mentions. Model 2, referred to as the No-Negative Model, incorporated both positive and neutral measures for each 
category (e.g., Ideation Affordance_Positive and Ideation Affordance_Neutral). Model 3 included only positive mentions of 
the six independent variables (e.g., Ideation Affordance_Positive). Finally, Model 4 focused exclusively on negative mentions 
of the six independent variables (e.g., Ideation Affordance_Negative). This approach enabled us to examine the impact of the 
independent variables across different sentiment dimensions and assess the robustness of our findings. 

For the dependent variable, we operationalized co-creation activities using three key indices: projects created, posts pub-
lished, and comments provided by focal developers. To ensure robustness, we applied multiple weighting approaches to 
these indices. Initially, we tested an equally weighted model, assigning one-third weight to each index in Table 4. Subse-
quently, we employed an effort-based weighted measure that assigns different weights to activities based on the presumed 
level of effort involved. Table J in Web Appendix J presents the results for a 50 %-25 %-25 % weighting scheme (co-creation 
projects: 50 %, posts: 25 %, comments: 25 %). Additional sensitivity analyses exploring other weighting combinations (e.g., 
60 %-20 %-20 %, 70 %-15 %-15 %, 80 %-10 %-10 %, and 90 %-5%-5%) are detailed in Web Appendix I, Table I.1. 

We further analyzed co-creation activities by separating them into two distinct aspects: Engagement in Creativity and 
Social Engagement. Engagement in Creativity comprises the number of projects created and posts published. For this aspect, 
we tested various weighting schemes, ranging from an equal distribution (50 % projects, 50 % posts) to effort-based distri-
butions (e.g., 60 % projects, 40 % posts, up to 90 % projects, 10 % posts). Table 4 presents the results for the 50 %-50 % weight-
ing scheme, while Web Appendix I, Table I.2 provides additional sensitivity analyses for other weighting combinations. 

To address potential endogeneity concerns, we incorporated a set of control variables into our regression models. These 
controls were selected based on their potential correlation with our key independent variables. Specifically, we included: (1) 
the number of replies received by focal developers, (2) the number of likes received on posts, (3) the number of likes on 
developers’ replies, (4) the number of likes on developers’ comments, (5) the log-transformed number of visits to co-
creation games, and (6) the log-transformed number of upvotes received by games. By incorporating these controls, we 
aimed to isolate the effects of our key independent variables and mitigate potential confounding factors. 

Table 4 presents results from our primary analysis (Model 2), which examines three key dependent variables: equally 
weighted co-creation activities, engagement in creativity, and social engagement. The complete analysis, including all model 
specifications and dependent variables (including an effort-based weighted measure of co-creation activities), is available in 
Web Appendix J (Table J). 
Table 4 
Major regression analysis results (Model 2). 

DVs= Equally Weighted of 
Cocreation Activities 

Engagement in Creativity Social Engagement 

Positive + Neutral Mention of IVs Coefficient T Coefficient T Coefficient T 

(1) Ideation Affordance 0.031 0.963 0.016 0.503 0.033 1.022 

(2) Collaboration Affordances 0.076* 2.278 0.074* 1.970 0.071* 2.111 

(3) Social Affordance 0.160*** 4.619 0.140*** 4.036 0.147*** 4.223 

(4) Aligning & Rewiring Relations 0.061* 2.136 0.063* 2.178 0.053 1.846 

(5) Trust Investment 0.033 0.970 0.048 1.432 0.023 0.687 

(6) Network Experimentation 0.041 1.326 0.016 0.519 0.045 1.431 

Note 1: *** means significant at 0.001 level; ** means significant at 0.01 level; *means significant at 0.05 level. 
Note 2: control variables include (1) the number of replies received, (2) the number of likes received on posts, (3) the number of likes on developers’ replies, 
(4) the number of likes on developers’ comments, (5) the log-transformed number of visits to games, and (6) the log-transformed number of upvotes 
received by games.
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Our primary analysis reveals two key patterns. First, among platform affordances, social affordances demonstrate the 
strongest positive influence on co-creation activities (b = 0.160, p < 0.001, supporting H3), followed by collaboration affor-
dances (b = 0.076, p < 0.05, supporting H2). The positive impact of social affordances remains consistent across multiple 
engagement measures, including engagement in creativity (b = 0.140, p < 0.001) and social engagement (b = 0.147, 
p < 0.001). Second, among orchestration actions, aligning and rewiring relations show consistent positive effects (supporting 
H4) on both co-creation activities (b = 0.061, p < 0.05) and engagement in creativity (b = 0.063, p < 0.05), highlighting the 
importance of relationship management within platform ecosystems. 

To establish the robustness of our findings, we examined alternative model specifications (Web Appendix J, Table J). 
Model 1, analyzing overall mentions, provides broad support for our hypotheses (H1-H6). Model 3, focusing on only positive 
mentions, corroborates the effects of collaboration affordances (H2), social affordances (H3), and aligning and rewiring rela-
tions (H4). Notably, Model 4, examining negative mentions, reveals that negative perceptions of trust investment (b = -0.143, 
p < 0.01, supporting H5) and network experimentation (b = -0.069, p < 0.05, supporting H6) significantly diminish co-
creation activities. These patterns remain consistent when using an effort-based weighted measure of co-creation activities 
(DV2, Web Appendix J, Table J), further validating our findings across different operationalizations of the dependent variable. 
Collectively, these analyses demonstrate the robustness of our results while illuminating how both positive and negative 
perceptions shape co-creation processes in gaming platform environments. 

4.2. Endogeneity Diagnose 

To assess potential bias from omitted variables in our regression models, we employed the Oster (2019) method, which 
evaluates coefficient stability. We compared the baseline model (without control variables) to Model 1 (with controls) from 
Table 4. The Oster method was used to compute adjusted coefficients (b*), which were then compared to the controlled coef-
ficients (bc). Coefficient stability between baseline, controlled, and bias-adjusted models is a critical indicator of robustness 
(Oster, 2019). Differences (D) between bc and b of less than 0.05 are typically considered negligible in terms of introducing 
substantial bias. In our analysis, most variables showed differences within this threshold. For each relationship, we calcu-
lated the interval [b~ (b~ b) /  3,  b~] and verified that b* falls within it. All bias-adjusted coefficients (b*) were within this 
robust interval, indicating that unobservable factors do not substantially influence the relationships between our indepen-
dent variables and co-creation activities. Detailed results are available in Web Appendix K. 

Additionally, sensitivity analyses presented in Web Appendix I, Tables I.1 and I.2, further corroborate our findings. These 
analyses, which explored various weighting schemes for our dependent variables demonstrate consistent trends across dif-
ferent specifications. The effort-based weighted measure of co-creation activities showed stable relationships with our inde-
pendent variables across multiple weighting combinations (e.g., 60 %-20 %-20 %, 70 %-15 %-15 %, 80 %-10 %-10 %, and 90 %-
5%-5% for projects, posts, and comments, respectively). Similarly, the analysis of engagement in creativity, comprising pro-
jects created and posts published, exhibited robustness across various weighting schemes, ranging from an equal distribu-
tion (50 % projects, 50 % posts) to effort-based distributions (e.g., 60 % projects, 40 % posts, up to 90 % projects, 10 % posts). 
The consistency of these results across different operationalizations of our dependent variables mitigates concerns about the 
sensitivity of our results to specific measurement choices. 

4.3. Additional Analyses-Examine extended research models regarding the role of goal fulfillment 

We conducted two extended research models (Fig. D.1 and Fig. D.2) using process models (path analysis) to test the role 
of goal fulfillment as either an antecedent (the antecedent model) or a mediator (the mediation model). Based on the com-
parison of specific and total indirect effects between the two models, it is evident that goal fulfillment as an antecedent offers 
a more robust explanation for co-creation activities on gaming platforms. In the antecedent model, the total indirect effect of 
fulfilling developers’ extrinsic goals on co-creation activities is notably significant at 0.441 with a T-statistic of 6.168 
(p < 0.001), and the indirect effect through collaboration affordances is 0.131 with a T-statistic of 4.600 (p < 0.001). In con-
trast, the mediation model shows weaker indirect effects, such as the indirect effect of network experimentation through 
intrinsic goals on co-creation activities, which is 0.011 with a T-statistic of 3.986 (p < 0.001), and a lower total indirect effect 
for intrinsic goals at 0.014 with a T-statistic of 4.337 (p < 0.001). These findings suggest that while goal fulfillment can medi-
ate the relationship between platform affordances and co-creation activities, the antecedent model provides a stronger and 
more comprehensive explanation. Therefore, treating goal fulfillment as an antecedent is more effective in explaining how 
pre-existing goals drive user engagement and co-creation, emphasizing the need for platform features that align with users’ 
goals to enhance participation and contribution. Please refer to Web Appendix L for the model specifications, as well as 
Table L.1 and Table L.2 for detailed analysis results and further discussion on the comparison between the two extended 
research models. 

4.4. Robustness checking 

To ensure the robustness of our findings, we implemented a two-stage survey methodology targeting participants 
involved in Roblox co-creation projects. In the initial stage, we used screening questions and queries about participants’ 
experience with Roblox to identify qualified respondents. Only those who met our criteria for experienced Roblox developers
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were invited to participate in the comprehensive second stage. Ultimately, 206 developers with co-creation experience par-
ticipated. Detailed descriptions of the survey process, along with the survey items and information about the developers, are 
available in Web Appendix M (Tables M.1 to M.4). 

Table M.5 in Web Appendix M presents the path coefficients of our main research model using the survey data. The 
results confirm that all six hypotheses (H1-H6) are supported, showing significant positive relationships between ideation 
affordances, collaboration affordances, social affordances, network experimentation, trust investment, and aligning/rewiring 
relations with co-creation activities. Additionally, Tables M.6 and M.7 compare the extended research models (Figs. D.1 and 
D.2) regarding the role of goal fulfillment. The comparison suggests that goal fulfillment as an antecedent plays a stronger 
role in influencing various affordances and orchestration actions compared to its role as a mediator. These findings align with 
the results in Tables L.1 and L.2, which used text data and dictionaries to measure the variables. The consistent support for 
goal fulfillment as an antecedent across both data sources and methodological approaches strengthens the validity of our 
research findings. 

5. Discussion and Conclusion 

5.1. General discussion of the empirical results 

Our study presents and empirically tests a comprehensive theoretical model that explains developers’ co-creation activ-
ities on gaming platforms. This model integrates two interconnected theoretical perspectives: gaming platform affordances 
and developers’ orchestration actions, culminating in two dimensions of co-creation activities—engagement in creativity and 
social engagement. Moreover, our supplementary analysis investigates goal fulfillment as both an antecedent and a mediat-
ing mechanism within this framework, offering novel insights into how user motivations influence co-creation. 

We employed a longitudinal textual dataset from Roblox developers’ online interactions, where custom dictionaries were 
developed to quantify platform affordances and orchestration actions, while LIWC 2022 was used to assess goal fulfillment. 
Co-creation activities were operationalized through three metrics: the number of co-creation projects and published posts 
(capturing creative engagement) and comments on others’ posts (representing social engagement). 

Our analysis, supported by multiple model specifications and extensive robustness checks, consistently affirmed our 
hypotheses (H1-H6). Across various operationalizations of co-creation, including engagement in creativity and social 
engagement, the results indicate that ideation, collaboration, social affordances, and orchestration actions like network 
experimentation and trust investment are critical for fostering player engagement. The endogeneity analysis revealed min-
imal differences between controlled and adjusted coefficients, suggesting that the findings are robust against potential omit-
ted variable bias. 

Further, the goal fulfillment analysis revealed a stronger role as an antecedent, providing a more robust explanation for 
co-creation activities than as a mediator. Comparisons between text-based (web-crawled data) and survey-based analyses 
showed consistency, particularly in the significance of extrinsic goals. These goals demonstrated robust positive associations 
with collaboration, ideation, and social affordances, as well as with network experimentation and aligning relations actions, 
reinforcing the importance of external motivations in driving co-creation behaviors. 

Our study’s robustness was thoroughly tested through two complementary approaches: analyzing different subsets of 
textual data (original posts, received replies, and given comments) in Web Appendix N and conducting a two-stage survey 
with 206 experienced Roblox developers in Web Appendix M. Both methods consistently supported our main hypotheses 
(H1-H6), reinforcing the validity of our findings across diverse data sources and methodological approaches. 

6. Theoretical contributions 

This study contributes to the existing research literature in multiple ways. First, our research advances the ongoing aca-
demic dialogue in IJRM on consumer value co-creation in community settings, as exemplified by the work of Ramaswamy 
and Ozcan (2016). By examining co-creation dynamics within the context of Roblox’s interactive gaming platform, our 
research offers parallels to and extensions of their established framework. Ramaswamy and Ozcan conceptualized relational 
brand engagement platforms as systems designed to connect stakeholders, facilitate innovation, and foster collective co-
creational interactions. Our study empirically expands this concept within the gaming domain. We provide evidence of 
how specific platform affordances—namely ideation, collaboration, and socialization—serve as crucial enablers of user co-
creation activities. This granular examination of platform mechanisms extends Ramaswamy and Ozcan’s work, offering a 
more detailed understanding of how digital platforms can catalyze and enhance co-creation processes. Additionally, we 
identify specific orchestration actions (such as aligning relations and trust investment) that mirror the managerial interven-
tions Ramaswamy and Ozcan deemed necessary for maintaining and enhancing co-creational ecosystems. Moreover, our 
research on developers’ perceived social affordances and relationship dynamics within the Roblox platform complements 
the insights of Kim and Rao (2022) on network multiplexity in social network games. While Kim and Rao demonstrate that 
developers active across multiple games exert greater influence on game visits, our findings add depth by revealing that the 
effective utilization of social affordances, combined with developers’ proactive engagement in rewiring and aligning rela-
tionships, significantly enhances co-creation engagement. This synergy between individual player behavior and network
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structures provides a comprehensive view of how actions within a network amplify engagement and influence across gam-
ing platforms. Additionally, we extend the work of Rutz et al. (2019) on mobile game engagement by specifically examining 
player co-creation behaviors in Roblox, offering a deeper insight into the quality and depth of player involvement, especially 
focusing on developers’ co-creation (collaboration) projects. This perspective enriches their view of engagement, which pre-
viously focused on frequent usage. Therefore, integrating our findings with Rutz and colleagues’ perspective can provide a 
more nuanced understanding of gaming platform engagement, blending usage patterns with co-creative activities, which 
can advance theoretical knowledge in game engagement studies. 

Second, our research advances co-creation theory in digital marketing by integrating the frameworks of platform affor-
dances (Abhari et al., 2022) and orchestration actions (Scaraboto & Figueiredo, 2022) into a unified research model. This inte-
gration illuminates how platform design (affordances) and user behavior (orchestration actions) synergistically facilitate co-
creation activities in gaming platforms, offering insights applicable to various digital marketing contexts. We conceptualize 
and operationalize three key types of affordances—ideation, collaboration, and socialization—providing empirical evidence of 
their role in enabling user co-creation. This granular examination extends previous work (e.g., Abhari et al., 2022; Nambisan 
et al., 2017), offering a more nuanced understanding of how digital platforms catalyze co-creation processes. Our findings 
reveal these affordances as significant determinants of co-creation activities, even in complex gaming environments, con-
tributing to the literature on digital platform design and user engagement in marketing. Simultaneously, we empirically val-
idate the impact of orchestration activities on co-creation, building on Scaraboto and Figueiredo’s (2022) theoretical work. 
We demonstrate how specific orchestration actions—such as aligning relations, trust investment, and network 
experimentation—positively relate to various forms of co-creation activities. This validation transforms orchestration actions 
from theoretical concepts to measurable constructs, advancing our understanding of user-driven value creation in digital 
platforms. 

Third, our extended research model, examining goal fulfillment as an antecedent or mediator among platform affor-
dances, orchestration actions, and co-creation activities, provides valuable insights. Our findings align with and extend 
Abhari et al.’s (2022) framework, reinforcing goal fulfillment as a stable antecedent across both web-crawled and survey 
data, demonstrating consistency across data collection methods. We confirm that extrinsic and internalized goals signifi-
cantly relate to ideation and collaboration affordances, corroborating Abhari et al.’s (2022) findings. Notably, our study 
reveals that extrinsic goals show strong connections to all affordances (ideation, collaboration, and socialization), suggesting 
a broader motivational influence than previously recognized by Abhari et al. (2022). Additionally, we contribute to goal ful-
fillment and self-determination theory (SDT) by categorizing developers’ goals into three types and extending SDT (Ryan & 
Deci, 2000) through the integration of platform affordance theory (Leonardi, 2011; Leonardi, 2013; Abhari et al., 2022; 
Nambisan et al., 2017) and orchestration action theory (Scaraboto & Figueiredo, 2022). This integration enriches goal fulfill-
ment theory by applying it to gaming co-creation contexts, explaining how developers’ goals interact with perceived affor-
dances and orchestration actions to drive co-creation activities. Our findings highlight the critical role of extrinsic and 
internalized goals, particularly in contexts where collaboration and ideation affordances are essential for fostering co-
creation on platforms like Roblox. 

Fourth, our research bridges the gap between co-creation in gaming and other digital platforms by offering a holistic 
model that integrates user engagement, platform design, and peer-to-peer interactions. This contribution enriches the liter-
ature on digital marketing and platform engagement in several key ways. We synthesize concepts from game studies and 
digital marketing, providing a comprehensive model of user co-creation that highlights the impact of engagement on plat-
form success. This model extends beyond gaming and offers insights applicable to various digital contexts, such as social 
media platforms, online communities, and creative platforms (Smith et al., 2012; Johnson et al., 2015; Baker & Nelson, 
2005; Füller et al., 2014; Jeppesen & Lakhani, 2010; Boudreau & Lakhani, 2013). As a result, our model provides transferable 
insights that can inform strategies in other sectors where user input is crucial, addressing the growing need in marketing 
research for frameworks that explain and predict consumer behavior across diverse digital environments (Yadav & 
Pavlou, 2020; Hamilton et al., 2021).Furthermore, we shift the focus from business-to-consumer to consumer-to-
consumer interactions, contributing to the existing platform literature (Abhari et al., 2022; Akman et al., 2019; Chen 
et al., 2018; Dellaert, 2019; Markovic et al., 2021) by examining the complex dynamics of peer-to-peer interactions. This per-
spective is further reinforced by recent studies that emphasize the importance of peer-to-peer interactions in digital ecosys-
tems (Hamilton et al., 2021). Finally, by adopting a holistic view of co-creation that incorporates perspectives from both 
consumers and gaming platforms, we provide a comprehensive theoretical framework. This synthesis integrates the con-
cepts of perceived platform affordances with developers’ orchestration actions, deepening our understanding of how con-
sumers interact with and utilize platform affordances to enhance their co-creation activities. This dual perspective 
extends recent work on consumer-firm interactions in digital environments, offering fresh insights into the co-creative pro-
cess (Appel et al., 2020). 

6.1. Managerial Application 

This research provides actionable insights for Roblox, brands, and other platform managers seeking to optimize user 
engagement through co-creation. 

First, to enhance co-creation and align with its strategic goals, Roblox should prioritize developing features that support 
ideation affordances (e.g., brainstorming tools, creative project templates, intuitive design toolkits), collaboration affor-
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dances (e.g., collaborative project management tools, incentivized teamwork), social affordances (e.g., in-game chat, commu-
nity forums), network experimentation (e.g., player-matching systems based on shared interests, social network visualiza-
tions), trust investment (e.g., reputation-building mechanisms, transparent feedback systems), and aligning/rewiring 
relations (e.g., player profile customization, relationship mapping tools). These affordances, along with managerial interven-
tions regarding designers’ orchestration actions, will make game creation more accessible, help creators connect, streamline 
co-creation, and foster a strong sense of community. By focusing on these affordances and the corresponding managerial 
interventions, such as aligning relationships and building trust, Roblox can create a more engaging environment for co-
creation, driving sustained user engagement and platform growth. 

Second, our findings reveal that collaboration and ideation affordances are significantly influenced by extrinsic, intrinsic, 
and internalized extrinsic goals, with extrinsic goals exerting a more pervasive positive influence on both affordances and 
orchestration actions than intrinsic or internalized extrinsic goals. This insight suggests that platform managers can prior-
itize designing extrinsic motivational drivers, while still supporting internalized and intrinsic goals. Therefore, managers 
are advised to implement structured reward systems offering tangible incentives and develop tiered recognition programs 
to fulfill extrinsic goals. Additionally, they could gamify the creation process to address intrinsic motivations, and enhance 
collaboration tools with skill-sharing features to support internalized goals. By strategically balancing extrinsic motivators 
(e.g., monetary rewards, exclusive items, status indicators) with opportunities for skill development and personal growth, 
platform managers can create a more engaging environment that drives sustained user participation and platform growth. 

Third, to unlock the full potential of co-creation, managers could design features that create synergistic interactions 
between platform affordances and orchestration actions. For example, integrating ideation processes with network explo-
ration (e.g., collaborative brainstorming sessions, player-matching systems based on creative interests), building trust 
through collaborative project management (e.g., team reputation scores, community-moderated approval processes), and 
combining social affordances with aligning/rewiring relations (e.g., in-game social events, player-organized challenges) will 
help create a vibrant co-creation ecosystem. This approach fosters deeper user engagement, diversifies user-generated con-
tent, and offers new revenue opportunities, such as the sale of player-created assets or experiences. 

Fourth, brands (not limited to gaming companies) are encouraged to leverage co-creation marketing campaigns by part-
nering with platforms like Roblox. These brands should design marketing initiatives that stimulate platform developers’ 
extrinsic goals (e.g., rewards, recognition), intrinsic goals (e.g., enjoyment), and internalized goals (e.g., learning, skill-
building), which may differ from those of conventional consumers. By aligning their marketing strategies with platform 
affordances and developers’ orchestration actions, brands can foster creative and social engagement around their products 
or services, expanding their market segments to include gaming/digital platform users, who are often younger demograph-
ics. For example, Nike’s NIKELAND, in collaboration with Roblox, offers users the opportunity to engage in sports-themed 
mini-games, design their own virtual Nike gear, and compete in global challenges, tapping into extrinsic motivation through 
badges, rewards, and leaderboards. Similarly, Gucci partnered with Roblox to provide the Gucci Garden Experience, allowing 
developers to explore a virtual fashion exhibit and purchase limited-edition virtual items, catering to both extrinsic and 
internalized goals. These examples showcase how brands can create immersive, interactive experiences that go beyond tra-
ditional advertising, enabling authentic brand storytelling and user-generated content. Platforms like Roblox provide a 
unique opportunity for brands to engage younger demographics who are digital natives and value creative freedom. 

Finally, to leverage the evolving role of consumers as active co-creators, platforms could implement sophisticated, AI-
powered analytics to track user behavior throughout the co-creation process. For example, a ’Developer Journey’ tracking 
system could monitor interactions with platform affordances, orchestration actions, and co-creation outcomes, enabling per-
sonalized recommendations and informed platform design decisions. Additionally, platforms could adopt user-driven gov-
ernance models, such as a voting system for feature requests, allowing co-creators to influence platform policies and 
development. This approach not only provides data-driven insights but also fosters a sense of ownership and community 
among users, reinforcing their transition from passive consumers to active stakeholders in the platform ecosystem. By com-
bining data-driven strategies with user empowerment, platforms can create a more engaging and dynamic co-creation envi-
ronment, driving sustained user participation and platform growth. 

6.2. Limitations and future research directions 

While our study provides valuable insights into the dynamics of co-creation in gaming platforms, we acknowledge sev-
eral limitations that offer fertile ground for future research. First, our analysis aggregated each player’s posts and comments 
across all projects to capture overall perceptions and motivations at the player level. While this approach enabled us to 
examine hypothesized relationships between perceived platform affordances, orchestration activities, and co-creation activ-
ities, it may not fully capture project-specific variations. This limitation presents opportunities for future research. Longitu-
dinal studies could track developers’ perceptions and motivations across multiple projects over time, providing a more 
nuanced understanding of how these factors evolve and influence co-creation behaviors. Additionally, project-level analyses 
could offer insights into how specific project characteristics impact perceptions, motivations, and subsequent co-creation 
activities, potentially revealing important contextual factors that influence player engagement. 

Second, future research should explore boundary conditions to determine whether certain types of affordances are more 
effective when paired with specific orchestration actions, and if these impacts vary across different platform types or market 
contexts. Such investigations could reveal how platform-specific characteristics or market factors moderate the effectiveness
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of affordances and orchestration actions in driving co-creation. This line of inquiry would contribute to a more comprehen-
sive understanding of how marketers can optimize platform design and management strategies across diverse digital 
ecosystems. 

Third, future studies could examine the developmental trajectories of creators within gaming platforms like Roblox. Such 
research could investigate how various platform features influence the fulfillment of creators’ evolving motivations and 
goals throughout their co-creation journey. Understanding the specific objectives creators pursue—such as skill enhance-
ment, social recognition, or monetization—at different stages of their development process would offer valuable insights 
for platform managers and marketers. Exploring how gaming platforms can better support these goals through targeted 
affordances and orchestration actions would contribute to our understanding of fostering sustained engagement and inno-
vation in digital co-creation environments. 
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