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Abstract

In a competitive business environment, the issue that how market actors with conflicting
goals could collaborate and create value should be considered crucial. To address this
issue, the present study constructs a value co-creation development model from an
actor engagement perspective by examining the market activities between Taiwan’s
sales agents, original manufacturers, and customers. We adopt a single case method; the
aesthetic medical equipment manufacturer BRIDGECON Co., Ltd. is the focal case. Eight
respondents participate in an in-depth interview. The findings indicate that information
sharing, mutual benefit, and risk sharing drive value co-creation among actors. This study
also provides a theoretically grounded classification of value co-creating practices and
identifies the service system’s underlying process, resources, and capabilities.
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1. Purpose/Objective

In a competitive business environment, companies need to interact, compete, coexist,
and continually develop with their suppliers and customer networks. Therefore, companies
must determine how to enable network members to participate in value chain activities and
co-create value directly or indirectly. Drawing on Actor Engagement (AE) perspective,
this study explores the following research questions:

(1) Whether and how actors within a channel system (manufacturers, suppliers, and
business customers) continue to engage in co-selling activities, despite experiencing
goal differences and inconsistent expectations.

(2) What are the driving forces of Value Co-creation (VCC) among channel actors?

(3) What market activities do actors employ to create value through co-selling?

(4) What resources, capabilities, and processes do actors require to maintain their VCC

activities?

2. Design/Methodology/Approach

This study adopts a single-case qualitative research approach and the focal case for
this study is BRIDGECON Co., LTD, an aesthetics medical company established in 2016.

Based on Yin (2009), we use the triangulation method for data collection, which
includes direct observation, interviews with participants, and secondary data analysis
(Woodside and Wilson, 2003). For direct observation, we participate in company meetings,
observe interactions between the focal company and other actors and record relevant
critical information in observation memos. We also conduct semi-structured interviews

with key actors, including executives, managers of key customers, and senior executives
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from the dealers to present various data (Dey, 2007). Finally, secondary data analysis
involves collecting internal meeting records, official website information, news reports,
and the focal firm’s annual reports to cross-check the data’s validity and reliability (Marshall
and Rossman, 2006). We compare the collected data with the initial research framework;
we repeat the concept extraction and integration process to establish the final value co-

creation theoretical model.

3. Findings

The present study develops a value co-creation model for firms and actors based
on AE perspective to examine the mechanism of VCC among actors. Four key findings
emerge from this research:

(1) Common goals among actors are the driving forces of VCC activities: Our findings
indicate that both information sharing and risk sharing are the common goals among
the actors in value co-creation systems. Besides, actors can attain mutual benefits
through complementary role-playing and establishing fair norms which provides a
foundation for their business activities (Tomaskova and Kopecky, 2020). Moreover,
fair norms can also foster continual relationship-building (Karpen, Bove, and Lukas,
2012) and establish decision criteria for future similar market activities, enabling
sustainable operations of value co-creation systems.

(2) VCC activities require support from various resources and capabilities: This study
finds that value co-creation activities rely on the input of three types of resources—
relational, knowledge, and economic, and the support of three capabilities— ethical,
developmental, and concerted. The input of resources and capabilities provides
stability and continuity to VCC activities.

(3) The VCC process involves organizational learning, integration, and stabilization: This
study presents a model that describes three stages of the VCC process: organizational
learning, integration, and stabilization. The learning stage involves iterative
collaboration, consensus-building, and mutual learning to accelerate the participants’
market learning and concerted development capabilities. The integration stage
focuses on how organizations align and integrate internal and external VCC activities,

facilitating the establishment of ethical capability. The final stage, stabilization, reflects
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how organizations change their structures or asset configurations to reduce the costs
associated with value co-creation activities.

(4) VCC market activities can be categorized into three types—Ilinking, materializing, and
institutionalizing. Linking activities enhance network connectivity and mobilization,
and emphasize continuity and cyclicality, including knowledge-sharing and feedback
as non-unidirectional contributions (Ballantyne and Varey, 2008). Furthermore,
some activities are operational activities related to value provisioning, referred to as
materializing activities (Russo-Spena and Mele, 2012). Finally, there are activities
related to preserving value creation activities and organizational structure design,

referred to as institutionalizing activities.

4. Research Limitations

The present study has the following limitations. First, there is a lack of observation
regarding the “dynamics” of VCC activities. Since the case company is still considered
a developing entity, future research should include companies with longer operating
histories to compare how business partners engage in value co-creation at different
times. This comparison could shed light on whether the duration of collaboration leads to
different value co-creation activities or the development of distinct capabilities. Second,
this study employs only the single case method for phenomenon explanation, limited by
a small sample size. We recommend increasing the number of case companies to enhance
the diversity of research subjects, thus enabling more generalized findings. Finally, this
study extends the scope of vendor value co-creation and yet include only certain actors
(upstream and downstream vendors and customers), rather than all stakeholders. Future
research should adopt a stakeholder engagement perspective to further explore the VCC

context, thus making greater contributions to the field’s knowledge.

5. Originality/Contribution

The present study identifies critical drivers of VCC among actors and proposes a
value co-creation model based on AE for firms and actors. This model systematically

presents the types of VCC activities, design processes, and required resources and
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capabilities. Specifically, determining common interests serves as the initial step in
initiating VCC. Subsequently, measuring resources and capabilities determines whether
interactive processes can facilitate the acquisition of relational, knowledge, and economic
resources, along with moral, learning, and collaborative development capabilities. This
helps strengthen a network of connections and jointly allocate resources to VCC-related
operational activities to create the VCC experience. During the collaborative process,
organizations continually adjust their structures through mutual learning, striving to
institutionalize VCC activities to reduce implementation costs. VCC effects may be

generated through such a process.
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