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BT LIS R = A0 o
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Neghina (2014 ) R (ELIE QIR 23 R /A GERE : A PEAL ORI B AUE | T8 PR A PRI R 445 Yi & Gong
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2 LM T B 28— EBCEAR BT U, el B4 T W) B S RO , B A0 R R B2k b 1 By
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Florenthal & Shoham (2010) # H} B 451 T AR H. 5l FET5 RV .3l HE T8 59 L S FIHE T 7 i 19 . 5l
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Bo i H s AL N (E LA 7= 2 TR RS2 R . Fiiller (2010) 3Ny, ELHK 19 iy 4l >R (4 R AR A 22 4
JERH L2 S m 1L RIRE, BE— 2D, A T B AL EREE B 5 IR ST T S AE AL R AR R, = A
2N R IAT S (LN A ) B AT B8 (Eh it ) FMk—2 00 e & b A7 B3 (E3h F44)
Nambisan & Baron(2009) W4 | —N7E B2 SUPREE o iH 24 245 i (ELIL O JE AR B, D e 4UURE A G 3L
QAT 0 B BB AL T 98 S Al O S st il i) Z 8B B3l s R B 1 2 5 10 2 3 I e 5 vh
BB, AR BB 2™ A A R AR R £, DTS2 eI 2 8 B e (AL BRI . 9 8 e il A B 3 o
Z R B 44 TR RO (B L B ™ A TR RO, B 4 PRI B A VR T B0 R 7 ( Zhao 45,2008 ) .
A WTFER, 2 T B B B 44 PEAEAS [R) SCIR IR A TH 2% B A7 AR 28 5 (K 545 ,2013) ¢

(2) B PR B REAAR R T (E3E 1A% (Prahalad & Ramaswamy,2004) , I 7837 i (M55 ) JF %
(Nambisam & Nambisan,2008) i) 7 B Z A o fl AR R — e EIL B 72 h sh A Ay kA Ud 22, Rl
AR EALEANA AT =L, 1 35 B AN R R A K P27 A2 25 5% ( Brodie 45,2011

TEAR Z23CHR R, A CAE A — DR IR MR MiA 7R . 9140, Calder 25 (2009 ) i IA Oy, 78 %7 i 54
Birf B SR A — MEL A S IR B R PR T — & /AR AR R, 28
Ll , Mollen & Wilson (2010 ) 72 1 7ELR il B A RIS, DO EZR S B A R TG B A, 5 Z ML,
TEL AR AAL S T AT Web 8807 A A L Sh AR BS NEPMZ O M &

TERC IS A SRR SO AR O B2 B R A 65, JF 0 O (i 2 0 45 7™ A B2 0 ( Singaraju
4,2016 ;Sarah 2013 ; Luo %5 ,2015) - — 2 AEAT SCPARNGIE i, %% (i R il AABE & B e 1T 938 55 A RO 2R Y
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A< J5i (Hollebeek 25,2014 ) , 1 H , #1538 AR M & &, AR KRB P 47 N4 (UGC, User — generated con-
tent) , X AR T HCF A A — R EHLEE X (Kaplan & Haenlein,2010) . —J2 7 & ML RER S5, B2 Y
RSB T 2 B IR N AE o S AR T A Rl AR — ST 2 5 L 2 U 2 B A AR
AT W — B2 AR U E LI 7 ( Brodie 45,2013 ) o =278 5 T Rl AR 807 T A i 4 (2421
AEEE AT IR B R A T AR B 1 25 Sl Re 2 se AN (AL BN RCR . i, 78 Calder (2009) Ry 5E T, il
WA ST R RRE A IR 23 T AT RS ARY, B 58 3R W1, A0 LU ARRIA , #E 25 Bl Rl 2577 A2 T R AR 1)
& EERCR

(3) AL, FEMEILRI A AT S S E AR T2 5B AR, IFae s i B 3 245 R 1 JE Al | (Fisher &
Smith,2011) o 2\ ] B HF SR ], AR 2 3, 19 2 35 A BR Re A AE I (B L B4 7 Dy vh 47 B o3
B 09 £ €2 (Hoyer 55,2010 ) , 3 AR (9 £ €0 2 i i S0 47 0 A0 (R L B 25 1, AR A R 2 (L 1) o Y o
B4k (Neghina ,2014)

BF SR S 2T A R A TR 28k . 55—, ELIC Il o Ei A By ARG A R PRk S HRe
PIAN T TSR AABZAT , BEAR T 0% ) O B AR, 52 ) 1 A B 4L A1) ( Hamburger, 2008 ) 55 =, 7R HHE 5,
AT LA 0 R R A A AR A S B i B 2 5260 . 2 ) R R Ak S AR SR 2 AT 9% 3, DT S5 1L 5 B 4% 79 ¥
il ALY (Kaplan & Haenlein,2010) . M50 MAERE 09 & SRS AL T UK FZAX ( Pace & Cova,2006) . 55 = 1%
PO E LB E BT S S iR R IAE : BRI T, TEGAR IS T A S 45 2 R b 52 i Jo5t 75 432 A Jk
L, AT 233t — 2P 5 e B AR AT AN 2 5 3B 1) 22 JE (Filler,2010) 5 Kull & Heath (2016 ) 7EWF 58807 5 11
i R T S b, A BTH B 0 H AR IR 4R 25 M B 52 AUB R AR AR, TS e LB 25 2 e T 2
AL BB S BT AR & S . Labrecque 55 (2013 ) g A B H AR A BERIESE 1 805t S 9 5 BURI Y 1
HE AT BURITE LR RN T 5 & AR R S, 78 RIS A3 I 2 A% St BOR] 52 B0 5 0y i 4, i
By 2 LR E Y o TTAELR L HERY, S R AR e 1Y, 75 2 0 2 M RN SL A TR o AR AR S B 07, AR B
PR BT TR . BOFHAR K SRS 1R AR , I 225 A AR 8 2t DS T 55 SR I ACR] T3 B AR
FET 28 AR i J BB T RAR B AR o 1156 T AR AR A 45 1T g AR 09 VE F , OF ik 23 =2 (3 =2)
S RIUE ST

H AT, X i B (O R O 2 B T 5T, B A8 M A T 19 B8y Rl A R A = A e B A1, o 22 AR
5 S LA R B tHE B (B B A A2 00 4 3 — S SCR BT 4 K, (55 A G B F 98 AR R AR X AT B o A
F, B BN E 008 0 4k B BT 98 8 A TR K A3 R 25 4]

M. HFit R EL AR EE

MIA B ST, 22 AR SO EIE R AT 58 U R )32, TR0 i 5 (8 38 B A A7F 58 20 Ak 2%
AR BL. R, AR SO St B LA (B 3L B O SRR — et 7, U 90 Hh (R LRI BT RORE SR, B D A A B
Z 530, BRI A LR DL AN LR A B R . SRS AN L BIBE T I REAHE SR T, A S
SRR AL A ARl A RO & T A E LRI ST, DL BB BN (B L B X8 R B e £ 5 i B 5
AR X A AT R X O (L B TR 2R P AR G (R Y R — 28 125, SR B T BT B R
{EIL BT RTAE AT N A

L Br{E LA A EE AT S EHE SR

E 3 A1 (B BUAT SCHR 9 A B, AR SR B, 7 (3L RIS A4 0E b, KRBT RLA GO = 2P &=
B A A% S 53000 BRI O EIE 7 DU EILRIFT N RS . e, At AR S 5 A
W £, 8 R B 2 50 E LRI AY.O BRSNS N RRAE S ST s ok, B EEAT I (H AL R 20
(EAL BT FE P TS RR HO B PP 8 J28, TR ST N 28 b SCRT LA — 25400 0 S e fE 3L B 9 ffy Ui L R AR
(EILBI P A RERR AT R BE RS s i, A (E L BUAT M RS2 R 45 2R b, — e B S #8320 (e 3L )
A3 PR ST it R VR 2 7 R AU R ZSCR, , (Bt AT 3 73 SCRIRAIT S8 3 W, M (ELIE B4 T o AT XU 807 3%
R TERT LR EIRAAE—E M, R4 5 T EILE) B X L8 AT 5T o —LeUR PR Y SR
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i {6 3t 21 PRSI U IR R R, R R 1 A
Fyﬁﬁé S AT 6 7 L O R T (P FE L 4 T B 20T B A0 MR A M
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EREHEAT B T B M O 7 AR L AR e R 7 S R R 4
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Value Co-creation in the Digital World: Key Constructs, Themes and Research Prospects
ZHU Liang-jie, HE Jia-xun, HUANG Hai-yang
(Faculty of Economics and Management, East China Normal University, Shanghai, 201100, China)

Abstract: Over the past years, the development of information and communication technologies which are
pushed by the Internet, has deeply influenced the ways of value creation. value co-creation has become an increas-
ingly important issue in the digital world and been highly valued by academic circles. However, researches on value
co-creation in the digital world are still in infancy and confronted with new problems, concepts and contents.
Through summarizing the existing literatures, this paper regards the concept of value co-creation in the digital world
as value co-creation extending to the digital world and summarizes its research perspectives, core dimensions and
basic research framework. On this basis, this paper systemically sorts out and reviews relevant literatures, defines
the concept of value co-creation in the digital world and summarizes the changes in the core dimensions and new re-
search topics.

Firstly, this paper not only summarizes three perspectives concerning the concept of value co-creation, name-
ly, experience perspective, service dominant logic perspective and social constructivism perspective but also six
core dimensions, say, experience, interaction, engagement, knowledge sharing, consumer empowerment and rela-
tionship. Through literature review, We propose that new changes have emerged in the core dimensions of value co-
creation in the digital enviroment, including some new elements, such as interactive relationship, value co-creation
experience, platform engagement and consumer empowerment. Among them, the authors mainly focus on three di-
mensions, namely, interaction, engagement and empowerment and compare their differences online and offline. In-
teraction evolves from the concept of two-way offline to multi-way online. The concept of engagement derived from
online is different from traditional concept of involvement which mainly derived from offline. Internet technology
substantially reduces customer participation costs and improves the extent of consumer empowerment. On the basis
of the above analyses, We put forward a new definition for value co-creation in the digital world; Making use of dig-
ital virtual platforms, multi-stakeholders and initiating multi-dimension interactions, through which consumers gain
more empowerment and produce a joint agency experience about co-create value.

Secondly, this paper summarizes some general research topics related to value creation, that is to say, why
customers take participate in value co-creation, how to co-create value and the consequences of value co-creation.
Under the framework of general research topics, this paper focuses on some specific research topics about value co-
creation in the digital environment, namely, value co-creation in social media, value co-creation in virtual commu-
nity and value co-creation and brand building in the digital world. Social media and virtual community have become
digital platforms for value co-creation and have a significant impact on its process and results. In addition, the new
way of value co-creation has created a new logic for brand building and brand management, even subverting the tra-
ditional logic. Branding is interpreted as the process of collective creation and the way of brand management chan-
ging from one-way process to multi-way joint agency experience management. The emergence of digital platforms
such as social media has a greater impact on brand awareness from the aspect of customers than from the aspect
companies, which changes the formation of brand equity. The coordination of storytelling from customers and com-
panies is an important issue for digital platform brands.

Finally, researches concerning the digital world value-creation are still in infancy, and there is still a lot of
space to explore. This paper puts forward three research prospects: the need to explore the black box of value co-
creation, which requires a further solution to mechanism of value co-creation etc; the need to explore the digital co-
creation platform, which requires further expansion in the forms and contents of value co-creation on digital plat-
forms and the need to rethink the new logic of branding, which requires further attention to the impacts on brand
building and brand management from the aspect of value co-creation in the digital environment.

Key Words :digital world; value co-creation; digital marketing
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