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SD logic on value co-creation
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Value proposition

* Avalue proposrtlon represents all the activities and resources necessary for
service provision

« Itis aninvitation toengagein a particular value cocreation process (e.g. driving
experience)

* The need to develop new value propositions is continual because of the dynamic
needs of customers, suppliers, and stakeholders.

s, R. F, & Vaw, SL (2014, SeviceDominant LayicPremises, Parspectivs, Possiblites. New York Cambrid e Un nesity Pres.

Resourceness

* Resources as what actors can draw on for support
* “Resources are not, they become.”
* Resourcesness reflects the quality and realization of potential

resources, through the process of human appraisal and actlon which
then transforms potential resources into realized re

Humans live in a sea of
resource potential, and these

potential resources only

become resources when
appraised and acted on, often
through  integration  with other

potential resources.

W R F & vap SLRAA Lgicprenise, pasp i possblitis Nework Carbr O




3/24/17

Futuredirections (FD) in SD L

* FD 1: Moving from a GD logicto SD logic
* FD 2: Transforming a value proposition into customer experience
* FD 3: Reactivating resourceness

* FD 4: Combining mid-range theory with SD L
* Resource orchestration (e.g. Sirmonetal.,2011)
* Jobs-to-be-donw (e.g. Christensen et al.,2007)

Thank You!

Provide your “service” and let’s co-create value
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Introduction

« Value Co-Creation (VCC) Theory is emergent as a new paradigmatic shift
in thinking of the research fields of Strategic Management and

Marketing (Prahalad & Ramaswamy, 2004)

.

“value,” “co-,” and “creation” (saarijarviet al, 2013)

The “value” and “co” have been cared (Ramirez,1999;Prahalad & Ramaswamy, 2004;
Ramaswamy & Gouillart, 2010; Pitelis & Teece, 2010; Pitelis, 2009,2012), and more
understandings of the “creation” demands more systematic study
Theissue is HOW

... especially in a knowledge-based organization characterizing co-
creation with a wide and heterogeneous knowledge coverage.

Introduction (contd.)

* How to study the “how”?
=> exploring for mechanism

* Since VCC differ from VC in nature, there should be different
mechanisms (Vargo, Maglio, Akaka, 2008). However, great ignorance in such
issue (zhang&Chen,2008), except for one pioneering work (saarijarvi, 2012).

* Saarijarvi (2012), he tried to discuss the VCC mechanism from
economic, functional, emotional, and symbolic perspectives by
focusing on customer value propositions.

Introduction

* So,
 Studying processing mechanisms by qualitative method
* In a case of knowledge-based organization
* And go beyond functional level to strategic view

Literature Review
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typology for value co-creation imperatives

Methodology

* Case study analysis based on value co-creation theory and
"phenomena, story, meaning, and reflection" (pyer Jr &Wilkins, 1991; Miles &
Huberman, 1984; Walsham, 1995)

* Case intro

* The VCCRC

* Data sources
* Narratives, interviews, secondary materials (e.g.,meeting minutes)
* Analysis
« first-order analysis and second-order analysis (Dutton, Worline, Frost, &Lilius, 2006)
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Findings, Propositions and Discussions .
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Findings, Propositions and Discussions

Plalom . Collbortive Cokaming Beoclt g Adaive
kg o

Partner membership is dynamically changing as a VCC community develops; also,
VCC membership evolve not just in volume but also in structure

The strategy for VCC is not planned but emerged (i.e., strategizing); the effort of
strategizing needs to be embodied into shared vision and goals to implement VCC

Platform as a virtually shared space that embed co-creators’ activities should be a
significant result from encouraging members to try up new communication
technology and apps

Collaborative tasking formally assign co-creators into cooperative and coordinative
contexts that may further stimulate co-learning from heterogeneous knowledge
domains

Benefit sharing as a critical stimulator for adaptive organizing largely influences on,
and is largely influenced by, co-creators’ subjective perception of value

Findings, Propositions and Discussions Conclusion and Implications
* Mechanisms can be categorized into first- and second-order ones that differ in * VCC mechanisms are indeed keys to the VCCimplementation
tlme‘order of appearance and in their width and depth ofimpacts on resolving « This paper conceptualized a PSTCA model that containing first- and
the six VCC imperatives second-order processual mechanisms for resolving VCC’s six
* The development of VCC mechanisms and the uses of them for resolution for fundamental imperatives interwoven by motivation/apability and
the major VCC imperatives is not in linear order but emerge in an iterative way problem/resource/interaction nexuses

* While we focused on processing mechanisms, future studies an
study further issues, e.g., contexts, human dynamics, organizational
designs, etc., for mechanisms to undergo smoocthly

* Why and how members interpret their contributions in conducting
mechanisms




