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Abstract

With intense competitive situations in business
world as well as increasing influence of social
network that could bring customers together,
business operators had to adapt their business
strategies to satisfy changing consumer needs to
assure their improved competitive advantages
and survival. The vital point to be considered in
marketing formulation were customer needs, and
currently, the concept of value co-creation was
employed in marketing management to satisfy
customers and encourage their engagement with
products and services. When customers trusted
in certain products and services, they would
become advocacies for the business.

This article would focus on value co-creation
process between customer and business that
would lead to customer engagement by presenting
changes of value creation concept in marketing
viewpoints for the online era, and as such,
customers would jointly create and think about
the products and services. This paper employed
literature review technique in researching from
textbooks, academic articles, and research
articles from various sources. Benefits expected
from value co-creation were that products and
services would really satisfy customer needs, and
the study would benefit entrepreneurs, who would

apply this concept in their business operations to

strengthen their competitive advantages.

Keywords: Competitive Advantage, Customer
Needs, Value co Creation, Customer

Engagement, Social Network
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Firm - Consumer Interaction

1. Interaction Is the locus of economic value extraction by the firm (end the consumer)

2. Interaction is the basis of consumer experience

The firm:
Creates Values

The market:
Exchange of value
(products and services)

The Consumer:
Demand target
for the firm’s
offerings

The market is separate from the value creation process

AN 1 The Traditional Concept of a Market

#3": C.K. Prahalad and V. Ramaswamy (2004)
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Dialogue
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Transparency
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Access
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AN 2 Building Blocks of Interactions for Co-Creation of Value

fun: C.K. Prahalad, & V. Ramaswamy (2004)
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Firm - Consumer
1. Interaction Is the locus of co — creation of value

consumer and the firm)

2. Co — creation experiences are the basis of value

The firm: Collaborator
in co — creating value
and Competitor in
extracting economic
value

an individual at a
specific moment

The Market: Co Creation
Experiences of union
Value in the context of

Interaction

and economic value extraction by the

The Consumer:

Collaborator in co-creating
value and competitor in

extracting economic value

The market is integrate to the value creation process

2NN 3 The Emerging Concept of the Market

#1": C.K. Prahalad & V. Ramaswamy (2004)
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