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Abstract 
Introduction: With an increased competition in every business sector, the term ‘co-creation’ plays an important role for 
higher growth in business with the involvement of customers. This could be achieved by one of the mode that is ‘value co-
creation’. Co-creation provides forum for customers and firms to share combine and renew each other’s resources and 
capabilities to create value through new forms of interaction. 
Literature Review and Research Gaps: The theoretical concept considered for this research is Building blocks of value co-
creation: DART model (Prahalad and Venkat Ramaswamy 2004), Modern marketing theories (Vargo and Lush, 2006), Co-
creation benefits (Fuller, 2010). Accumulating customer retention is one of the means of building competitive advantage 
which could be attained through co-creation process. This process has been implemented by very few counted companies 
where the studies on service sector industries is sparse in theoretical and practical development. 
Research Method: The proposed conceptual model demonstrates and proposes an empirical setting to investigate the 
theoretical relational path drawn from the literature to test through hypothesis. The approach of this investigation is 
exploratory, descriptive which incorporates quantitative data where empirical findings show the level of significance of the 
relationship.  
Finding and Conclusion: This research is hence an effort to add a little in the sparse knowledge base and an effort to shed 
light on engagement marketing topic “value co-creation. The variable is effective engagement platforms which imparts 
positive and significant effect in value co-creation process. 
Theoretical and practitioner implications: Incorporating this variable would help in involving customers as well also help 
in satisfying and retaining customers. Managers could focus on acquainting the level of co-creation, because it encourages 
various advantages for the industry to increase their business opportunities through innovation, creativity and new insights 
through customers. 
Limitations: As this research is confined to analyses and investigations ofantecedent’s of value co-creation model, the 
review of literature suggests that there is wide range of issues that might have some impact on co-creation. But to keep the 
study in manageable proportions for analysis and maintain meanness, only four theoretically driven rational variable have 
been included in this study as predictors of value co-creation. 
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I. INTRODUCTION AND AIM OF THE PAPER 
 
Earlier products and services were created without 
much feedback from customers, which implies one-
way communication between the firms and the 
customers (Prahalad & Ramaswamy, 2000). 
However, the situation has changed in the late 1980s 
and early 1990s, firms began to establish call centers 
and customer services programs. Since about the year 
2000, customers have become more involved in the 
value creation process, and been viewed as active 
participants. The roles of customers and firms are in 
continuous flux as technological advances and 
changing managerial mind-sets facilitates innovative 
ways of integrating resources for the purpose of value 
creation. Co-creation of value has assumed central 
importance in marketing theory. Consumers are 
currently much more active and creative, in such a 
way they could co-create value with companies and 
other consumers by themselves. They can co-
construct their own consumption through different 
life projects (i.e. anti-consumerism, consumer 
empowerment, consumer resistance, brand 

communities, consuming tribes, and so forth). These 
active and creative movements have helped to shed 
the light on the value creation process which can also 
pose opportunities and threats for companies. Value 
creation is a remarkable and interesting issue among 
academic and practical debates in marketing. 
Customers started to help the company by identifying 
problems and providing feedback, which supports 
new product and service development(Prahalad & 
Ramaswamy, 2004).  
1.1 Aim of the Paper 
Customer co-creation of value is an interesting 
concept to study in depth, because it has occurred 
from notion that the business marketing environment 
is changing. In order to survive, companies need to be 
flexible, adapt to the present situation and see how 
they could create competitive and financial 
advantages. Though it is the changed role of the 
customer which is explained as the reason behind the 
development of co-creation, the central role of the 
individual can neither be forgotten/denied 
(Ramaswamy, 2009). In addition, all participants 
would demand a larger extent of high quality 
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interactions and experiences from business 
(Ramaswamy, 2010). 
II. LITERATURE REVIEW AND RESEARCH 
GAPS 
 
2.1Value Co-creation 
(Prahalad and Ramaswamy, 2000) devised an imprint 
of co-creation. Co-creation helps in pull instead of 
push because when people create an idea they 
become excited and committed to it, which provides 
an opportunity where provider can actually interact in 
a better way with the customer. It has been defined in 
number of ways by the researcher which would 
function as a hub from visioning, identifying, 
researching, implementing, donating and agreeing. It 
involves a major rethink on how business construct 
value, redefining of organisations in value creation. It 
unleashes the creative energy of the people by 
inviting and enabling them to interact in different 
ways through their experiences. At the similar stretch 
(Vargo and Lush, 2004) created the Service-
Dominant logic of marketing which says“customer is 
always a co-producer” would be later altered into “the 
customer is always a co-creator”. The traditional 
market concepts as well as emerging concept of 
market suggest the transformation of relationship 
between the firms and consumers (Prahalad and 
Ramaswamy, 2004a). The concept of building blocks 
of interactions for co-creation of value through 
DART Model: Dialogue, Access, Risk/Benefit and 
Transparency. They also put forward the new frame 
of reference for value creation and migrated to co-
creation experiences (Prahalad and Ramaswamy, 
2004b). 
Building experience co-creation platforms, boosts 
value creation and nurtures innovation(Venkat 
Ramaswamy, 2006).An interview has beenconducted 
with C.K. Prahalad by (Leavy et.al, 2008), on the 
topic practice of co-creating unique value with 
customers, where some of the insights were generated 
in co-creation. The customers experienced the 
creation of value through Nike ID case, provided the 
model of co-creation as an expanding conventional 
value creation (Ramaswamy, 2008). (S. Manikutty, 
2010) explained all the assessment of the work done 
by C.K. Prahalad. “The power of co-
creation”elucidates the in-depth knowledge of how 
becoming a co-creative enterprise requires changing 
experiences. It sets out how an idea of co-creation can 
be implemented in every sphere and the magic that 
could come out in moving from a firm-centric to a 
people centric mind-set(Ramaswamy and Gouillart, 
2010). 
2.2 Engagement Platforms 
Customer Engagement is a way of marketing which 
involves promotion and brand building with 
customers (Prahalad, 2004). But, along with 
promotions, it can also generate useful information on 
customer suggestions and complaints, which can be 
helpful in improving the market offerings (Lovelock 

and Wirtz, 2007). This rising need for the concept 
and theory on customer engagement has been 
affirmed by several researchers. It has become clear 
that customers today have the power of building or 
destroying any brand. They can promote, advocate or 
defend a brand (Christopher et al., 1991). Several 
researches have focused on the growing need of 
proactively managing the positive word-of-mouth. 
Marketers often waste their valuable funds in trying 
to acquire new customers in traditional ways. Instead 
they must focus on engaging committed customers 
who in turn communicate the benefits more 
efficiently (Jaffe, 2010). Value co-creation demands a 
change in the dominant logic for marketing from 
‘selling, making and servicing’ to ‘listening, 
customizing and co-creating.” (Payne et.al, 2007)said 
that in an increasingly dynamic business 
environment, firms are realizing the importance of 
collaboration for creating and sustaining competitive 
advantage. Collaboration with partners and even 
competitors has become a strategic imperative for 
firms in the networked world of business (Iansiti and 
Levien, 2004). More recently, scholars in strategy and 
marketing have focused on collaboration with 
customers to co-create value (Prahalad and 
Ramaswamy, 2004). While collaborating with 
customers can span several business processes, one of 
the most important is collaborating to create value 
through product innovation. Internet can serve as a 
powerful platform for enabling collaborative 
innovation with customers. While customer 
interaction has always been important in new product 
development (Von Hippel, 1988). With the 
widespread deployment of the internet has greatly 
enhanced the ability of firms to engage with 
customers in the product innovation process (Dahan 
and Hauser, 2002).  
2.2.1 Online platforms 
The internet enhances the ability of the firms to 
engage customers in collaborative innovation in 
several ways. It allows firms to transform intermittent 
and one-way customer interactions into a persistent 
dialogue with customers. Through the creation of 
virtual customer communities, it allows firms to tap 
into the social dimension of customer knowledge 
shared among groups of customers with shared 
interests. And it extends the reach and the scope of 
the firm’s customer interactions through the use of 
independent third-parties to reach non-customers 
competitor’s customers or prospective customers. 
Online Media is a group of internet-based 
applications that build on the ideological and 
technological foundations of Web 2.0, which allows 
the creation and exchange of user generated content 
(UGC). The term social media can also be stated as 
highly interactive platforms via which individuals and 
communities share, co-create and discuss (Kaplan 
and Haenlein, 2010) contributed that social media is 
used by large and small firms to improve their 
internal operation and to collaborate in new ways 
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with their customers, business partners and suppliers. 
The value of social media comes from how a social 
media platform is used and from the information that 
is created and shared on these platforms. (Kaplan and 
Haenlein, 2010) differentiated between several social 
media platforms such as social networks (Facebook, 
Google+), professional networking sites (Linkedln, 
Xing), forums, blogs and collaborative wiki-projects 
(Wikipedia). 
 Social media has strongly shifted the power in 
established markets, and has influenced the 
competitive behavior of companies due to the fact 
that customers are more empowered and word of 
mouth over these social networks can be an 
opportunity but also a threat for companies. (Kaplan 
and Haenlein, 2010) one of these opportunities lies 
within an increased interactivity between companies 
and customers through virtual communities. 
Customers voluntary share information, ideas and 
suggestions without requiring copyrights to access 
this information on these communities. Virtual 
customer integration through for example social 
media has been identified by (Chesbrough, 2003) as a 
way to virtually involve customers in every stage of 
NPD and using these customers their knowledge, 
creativity and judgment (Fuller et al, 2010). 
 
III. RESEARCH METHODOLOGY 
 
Research Design 
The approach of Research is Quantitative. The type 
of Research method used in this study is based on the 
objectives: were Exploratory, Descriptive and 
Empirical. 
Hypothesis framework 
Engagement platforms’ in value co-creation: 
Customer engagement is a way of marketing which 

involves promotion and brand building with 
customers (Prahalad, 2004). But, along with 
promotions, it can also generate useful information on 
customer suggestions and complaints, which can be 
helpful in improving the market offerings (Lovelock 
and Wirtz, 2007). Involving platforms will increase 
the efficiency and effectiveness towards co-creation. 
H01:Co-creation is independent of engagement 
platforms. 
Ha1: Engagement platforms have significant and 
positive effect on co-creation 

 

 
Table 1: Correlation value of customer’s Engagement 

platforms and Co-creation 
 
There is a positive relation between two variables: 
r= .777, n=350, p= .000 
In table-1, since the obtained p-value is .000 as 
shown in table- , it indicates a strong correlation 
between the Engagement Platforms and Co-creation. 
It is also evident that there is a strong positive 
correlation as the Pearson correlation numerical value 
is .777. Thus the alternate hypothesis that the  

 
Findings 

 
Fig. 1 Engagement Platform and Value co-creation Model
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The companies using engagement platforms will 
increase the chances of Co-creation. The customers 
will participate in Co-creation if the engagement 
platform exists. 
Engagement platforms have significant and positive 
effect on Co-creation is not rejected 
 
CONCLUSIONS AND DISCUSSIONS 
 
The engagement platforms have significant and 
positive effect on co-creation. This hypothesis was 
supported, as engagement platforms has impact in 
connecting customers with the firms. Distinct from 
other forms of business models, co-creation model 
relies on developing positive user experiences that 
influences a user’s engagement behaviour to derive 
value by incorporating effective platforms. 
Respondents mostly responded positively for various 
online engagement platforms. The several 
engagement platforms that could be used were 
information sharing clubs, companies own blog site, 
idea sharing sites apart from company’s site, 
networking sites/ social sites (User generated content 
sites), Online idea labs and co-creation communities. 
This provides an implication that various internet 
platforms can serve as powerful platforms for 
collaboration with customers. As customers 
knowledge plays a key role in today’s competitive 
environment. Various engagement platforms allow 
firms to engage customers broadly, more richly, and 
more speedily. This variable in value co-creation 
model is supportive with positive implications. It 
would allow firms to create ongoing customer 
dialogue, absorb social customer knowledge, and 
scan knowledge of potential which will help in 
augmenting value co-creation. 
 
Engagement platforms: 
The engagement platforms work as a forum in an 
organization’s co- creation process enabling the 
customers to interact collaboratively with other 
customers and company staff, who share a common 
interest in the organization and its products (Bolton 
and Saxena-Iyer, 2009). In comparison with offline 
platforms, online platforms enable consumers to 
efficiently participate in co-creating value. The 
factors are Information sharing clubs: It refers to the 
consumer perception about availability of avenues to 
connect with peers and people of interest through the 
value co-creation activity offered by any firm. 
Consumers like to connect with their peers for taking 
decisions, sharing views, opinions and achievements 
and making new friends through this activity. 
Companies own Blog site:  Social accessibility or the 
ability to access social resources through the process 
of value co-creation and engagement activity. Social 
resources provide the users with knowledge and 
diverse set of resources (Cross et.al, 2001). So, 
opportunity to have social connect or social 
accessibility in the value co-creation process is also 

something which the consumers look up to, in the co-
creationprocess. Idea sharing sites apart from 
company’s site: It refers to the consumer’s perception 
about the clarity of his role in the value co-creation 
activity by some supporting sites which helps the 
firms to get involved in co-creation process and the 
level of support available to him/ her during the co-
creation process either from the system, peers or 
employees of the firm. Networking sites/ Social sites: 
It refers to the UGC (User generated content) that is 
Facebook, twitter, bloggers etc. UGC websites are 
online environments where users contribute, retrieve, 
and explore UGC from the organization and fellow 
users. UGC is content created by users for users 
and/or the organization which help firms to generate 
new ideas and innovation. Facebook adopted a co-
creation using both social interactions and technical 
features to influence how users experience Facebook. 
Facebook users socially interact through comments 
on photos and user profiles, as well as vote on 
advertisements and, more recently, the terms of 
service protecting their UGC.Customers create their 
own ‘products’ that they share through system or 
platform. User-generated content is especially 
suitable for digital products and services. If we can 
create the right platform, it will spread rapidly and 
platform can even become a brand on its 
own.Examples are YouTube, LinkedIn, Slide share, 
Flickr and numerous Blogs on the internet. 
Online Idea labs and co-creation communities: Co-
creation is an important factor for consumer 
participation in community drive co-creation 
activities, communities join various consumers 
together where they can share their ideas, experiences 
and can join to solve a problem of the companies 
which could give greater input to employees of the 
firms to generate innovative ideas as well the 
community members could become major part of the 
co-created value.  
 
REFERENCES 
 
[1] Cross, R., Rice, R. E., & Parker, A. (2001). Information 

seeking in social context: Structural influences and receipt of 
information benefits. Systems, Man, and Cybernetics, Part C: 
Applications and Reviews, IEEE Transactions on, 31(4), 438-
448 

[2] Dahan, E., & Hauser, J. R. (2002). The virtual customer. 
Journal of Product Innovation Management, 19(5), 332-353. 

[3] Fuller, J. (2010). Refining virtual co-creation from a 
consumer perspective. California Management Review, 
52(2), 98-122. 

[4] Jaffe, A. B., & Palmer, K. (1997). Environmental regulation 
and innovation: a panel data study. Review of economics and 
statistics, 79(4), 610-619. 

[5] Kaplan, A. M., & Haenlein, M. (2010). Users of the world, 
unite! The challenges and opportunities of Social Media. 
Business horizons, 53(1), 59-68. 

[6] Leavy, B. (2010). Design thinking–a new mental model of 
value innovation. Strategy & leadership, 38(3), 5-14. 

[7] Manikutty, S. (2010). CK Prahalad and His Work: An 
Assessment. Vikalpa: The Journal for Decision Makers, 
35(2), 56-67. 



International Journal of Management and Applied Science, ISSN: 2394-7926                                              Volume-3, Issue-9, Sep.-2017 
http://iraj.in 

Creating Competitive Advantage through Implementation of Engagement Platforms in Value Co-Creation Process 
 

24 

[8] Payne, A. F., Storbacka, K., & Frow, P. (2008). Managing the 
co-creation of value. Journal of the academy of marketing 
science, 36(1), 83-96 

[9] Prahalad, C. K. (2004). The fortune at the bottom of the 
pyramid: Eradicating poverty through profits. Strategy & 
Leadership, 31(5), 56-77. 

[10] Prahalad, C. K. Ramaswamy V(2004a): Co-creating unique 
value with customers. Strategy & Leadership, 32(3), 4-9. 

[11] Prahalad, C. K. Ramaswamy V (2004b). The future of 
competition: co-creating unique value with customers. 
Boston: Harvard Business School Publishing, 23(7), 45-51. 

[12] Prahalad, C. K., & Ramaswamy, V. (2000). Co-opting 
customer competence. Harvard business review, 78(1), 79-90. 

[13] Prahalad, C. K., & Ramaswamy, V. (2002). The co-creation 
connection. Strategy and Business, 34(6), 50-61. 

[14] Prahalad, C. K., & Ramaswamy, V. (2003). The new frontier 
of experience innovation. MIT Sloan Management Review, 
44(4), 12-19 

[15] Prahalad, C. K., & Ramaswamy, V. (2004). Co-creating 
unique value with customers. Strategy & Leadership, 32(3), 
4-9. 

[16] Ramaswamy, V., & Gouillart, F. J. (2010). The power of co-
creation: Build it with them to boost growth, productivity, 
and profits.Simon and Schuster, 23(1), 50-58. 

[17] Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new 
dominant logic for marketing. Journal of marketing, 68(1), 1-
17. 

[18] Vargo, S. L., & Lusch, R. F. (2004). The four service 
marketing myths remnants of a goods-based, manufacturing 
model. Journal of service research, 6(4), 324-335 

[19] Wirtz, J., Lovelock, C., & Wirtz, J. (2007). Services 
marketing: people, technology, strategy.TataMc Graw Hill. 

 
 
 
 
 
 
 
 
 
 
 
 


 
 


