Activating Customers as Coproducers for Better Service
Outcomes: The Interplay of Firm-Assigned Workload,
Service Literacy, Soclal Support, and Coproduction Stress
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= Next steps: Examine the role of organizational support and Its
Influence on the demonstrated effects.

= |mplications: This research has implications for how policy makers
and managers can activate consumers as coproducers for better
service outcomes, particularly low service literacy consumers.
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