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Abstract

In the current era, shared value creation has emerged as a key paradigm in business management and marketing,
emphasizing two-way interactions between companies and customers to generate sustainable value. With the rise
of digital technologies and evolving consumer behavior, there is a growing need for an integrated framework
capable of managing these interactions across both physical and digital ecosystems. This study aimed to identify
the core components of shared value creation and propose a comprehensive model for its implementation within
organizations. Using the 7-step meta-synthesis method developed by Sandelowski and Barroso (2007), relevant
studies published between 2015 and 2025 were reviewed. The findings indicated that shared value creation could
be analyzed across 4 levels: customer-centric, organizational, ecosystem, and economic development. The key
components identified included customer experience, brand trust, stakeholder management, digital innovation,
and economic sustainability. By integrating physical and digital dimensions, the proposed framework offers
practical solutions for enhancing company—customer interactions and designing collaborative business models.
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Introduction

In the era of digital transformation and increasing business ecosystem complexity, the paradigm of Creating
Shared Value (CSV) has emerged as a strategic necessity for organizations. This concept highlights the bilateral
interaction between companies and customers to generate both economic and social value simultaneously. With
the rise of digital technologies and shifting consumer behavior, organizations face the fundamental challenge of
creating sustainable value within hybrid (physical-digital) ecosystems. The central problem addressed by this
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research was that, despite extensive theoretical attention to CSV, approximately 73% of organizations failed in
its operationalization. This failure often stemmed from the absence of an integrated framework capable of
covering multi-level interactions—from micro-level customer experiences to macro-level sustainable
governance. A key research gap persisted that no existing model optimally covered the different levels of value
creation, from the individual to the ecosystem level. Moreover, a clear operational framework for effectively
integrating digital technologies into value creation processes remained lacking. In addition, few studies had
simultaneously examined the psychological dimensions (e.g., trust and emotional attachment), social dimensions
(e.g., participatory governance), and technological dimensions of CSV. The aim of this research was to identify
the key components of shared value creation and provide a comprehensive model for its implementation in
organizations. Specifically, this study sought to answer 3 fundamental questions:

1. How can we establish a connection between customer experience and sustainable governance in complex
ecosystems?

2. What mechanisms ensure the integration between the physical and digital levels of value creation?

3. How can psychological and social components be integrated into shared value creation models?

Materials & Methods

This research was developmental-applied in purpose and qualitative-interpretive in nature. To systematically
synthesize scattered findings in the field of shared value creation, the 7-stage meta-synthesis method proposed
by Sandelowski and Barroso (2007) was employed. The 1% stage, which focused on formulating research
questions, involved developing 4 main questions (concerning the key components of CSV, theoretical patterns,
influencing factors, and company—customer interaction mechanisms) and 3 sub-questions (regarding the role of
digital technologies, the role of customer’s psychological variables, and criteria for measuring success). In the
2" stage, A systematic search was conducted in the ScienceDirect database by using the keywords "Creating
Shared Value", "Service-Dominant Logic", "Business Ecosystems”, and "Sustainable Governance" for studies
published between 2015 and 2025. In the 3" stage, studies were selected based on inclusion criteria (bilateral
company—customer interaction, Persian or English language, full-text availability, and peer-reviewed
publications) and exclusion criteria (unilateral value creation or lack of a clear methodology). From an initial
pool of 372 articles, after removing duplicates and irrelevant items through 3 screening stages (title review,
abstract review, and full-text review), 32 final articles were selected for in-depth analysis. In the 4" stage, key
information and concepts were extracted by using a systematic coding table that included the title, author(s),
publication year, keywords, methodology, and main findings of each study. In the 5" stage, qualitative findings
were analyzed and synthesized using MAXQDA software. The coding process was performed at 3 levels: open
coding, axial coding, and selective coding. In the 6™ stage, the findings were validated based on Lincoln and
Guba's four criteria: credibility, dependability, confirmability, and transferability. In the 7" stage, the synthesized
findings were presented as an integrated model, representing the final results of the study.

Research Findings

The findings of this research indicated that Creating Shared Value (CSV) was a multi-level, dynamic, and
process-oriented phenomenon, which could be analyzed at 4 levels: customer-centric, organizational, ecosystem,
and economic development. Based on the results of the meta-synthesis of 32 reputable studies, the final research
model demonstrated that the successful implementation of CSV required the integration of 3 main components—
customer experience, brand trust-building, and digital innovation—within a context of participatory governance.
From a theoretical perspective, this research enriches the CSV literature by integrating scattered theories from
the fields of Service-Dominant Logic (SDL), business ecosystems, and sustainable governance. Furthermore, it
directly addresses the existing research gap—namely, the lack of a comprehensive model that covers different
levels of value creation.

Discussion of Results & Conclusion

Three fundamental propositions could be proposed in the form of research hypotheses: First hypothesis: There is
a significant positive relationship between vertical integration—ranging from individual customer experience to
macro-organizational policies—and success in sustainable value creation. Second hypothesis: Digital
technologies act not merely as facilitators, but as strong moderators of the relationship between customers'
psychological capital (including trust, commitment, emotional attachment, and psychological ownership) and
their level of participation in the co-creation process. Third hypothesis: Genuine sustainability is achieved when
hybrid (physical-digital) ecosystems possess integrated data standards, shared valuation frameworks, and
informal coordination mechanisms grounded in social norms. From a practical standpoint, the proposed
framework can serve as a roadmap for managers in designing collaborative business models, investing in
interactive digital platforms, and achieving sustainability within complex ecosystems.



28 bl olaees
V¥ 0 (5Y) gﬁL:‘l ULQL e oyleds crb:ju Ju
A IVAVAR u:’fl‘\". 'cu\] AL 7AVE SO I T 'CL)U

N0\ e

o9 Yl
Y S g1 33 sll Sy B (6 g & 2 3 i o ()51 G A L0 De sl B

") iy ¢ (SR Ol o R Sl gy pol

Ot 0l ctals olKils ¢ S8 5L u e 0g 8 5Ltils -
n.yazdani@shahed.ac.ir
D1t 01 ol I o8l sl 5 olanrl p sl oSl « S8 55k Sy pke (65575 (6 gl -
analyze.amar@gmail.com
D1t 01 ol I o8liils bl 5 gelar psle oSl ¢ 855k Ly e (6 5573 (5 gmils Y
maryam.zaeimi99@gmail.com

ol
O & g3 Jale s a8 Ll ol lan Lk 5 5 snST Ly ke 53 g mslall Ol s e oS 2l 2551 Gl Gl s o
1)) s 5L OB AS U e by 5 o 5 Jliams slagsysld [ 5gb L a)ls ASTE Il 35,0 bl (61,5 0L e 5 S5
7Ol g 3 sh e el g 3 e ST e Jlizs 5 (S5 Sl ST 3 1) Sl ol Wl 4T 4SS sl
Sl 550151 0l 0 plowl a0l jla 53 OT (gl sl ol oo &1 5 &7 2o 25,0 Gl (oS (glaadl o Lalis St b
Sandelowski & Barroso, ) ywsb 5 Sow duiw glads ot oS 515 gy 3 eslizal LY YO LYV Sloj a3k 5o L
,M;\@u;uUW&;@&,L@{PQQ‘SA\,&{;@V;;,@BASM;@ouuuati..oug»;wM(ZOW
ol 5 Jlrzms (6557 55 OLaBigd Sy e s g lmslazel (g b L 2 Julds g Saadl 3o 13 87 il (lanms i (3Ll
Sladios (>1b 5 6 tam S 15 ol 5 g 1 (Has LSl Wlims 5 (sS4 53 5Ll Gl b sl ol il sl
Aas o dily) Sl S S

')l“ilﬂ U;‘J.ag>- Ulf}g.,.mf‘_;uwfl c)}m@.ks-éb;ﬂcdfjﬁm u&))‘&lﬁbj"w

J; n.*";*

(S 5 SR ST 5 5L S S U g rie a2 1S i )l Gl LSS sy 4L '(W'm'ﬂf’ (ot 5 Ol e (&S ol sy
A0 N0 ()N s bl iy

2228-7744 © The Author(s). Published by University of Isfahan @' BY NC

This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0).

g 10.22108/nmrj.2026.147551.3274


https://orcid.org/0000-0002-5033-4944

VFA 0 (5Y) u‘ll'-"l oyl e oyleds g(,.h.:;.}\.i Ju (s u‘l’.)‘)l‘ Slaass / VA

e 5 Oladied il 5l el 5 (sl
255 ) snS Slagtnn ST 55 LY

(S a5 IS o5 53 e Sla B
55 aze OT ad g DLl I 5 (o3 s slml 1 b
(Guo etal., 2024) Lles g

G gmaladst Gkt 35 53 35 6,505 Sl tass,
AT gt Ly ool 5 G35 (o T il
Slslllas ¢ poan (Ajmal et al., 2024) JSles S
Q)bl_dt}_:laﬁg)l_();‘mvfduwjflqbﬁf
Q_Q?\ST)O_QUTMJJJJ:&uOlJ{if&o%
el el L(Felch & Sucky, 2023) Jlazss
2503 35 b 5 g e (6 5 Sl

Gl e 48 il pl 45 5 gn i s
L s Sl ol gl Cidibme s iy 2ty
ol (et L) 4B x5 s S
s lagosls 5 Gl 6l (o) Slkes
(ol 03l 3, s ey g 3T 55,0 sladsl b s
Slnl ol 5 Ol o (o 2 4 (S5 Dolalllas
Aile) elanmt (6 in &S 5 usle) o liioly,
30 G A3 s il 5 (S slhe SIS
¢«(Taghiganji et al., 2023) slazsls 5 &S i
ool BLIL G Sl sdys tags ol el ol
(bl il dins Gl 0d S73 (M 4 ccmlis
G930t SLaiom 4 AS (o0 S 5l oy
s Gely O Kia sy

SIS 5 (8 e iy o Ol 0 455 -
€35 5135 Ll edomy Slaptums S50 510

o ot S 5 o S 5l s
S o [y 2 ST 3500 s 5 (S350

ezl 5 b0l slaadl 3o 015 0 4555 -

?J;C&:\J}iﬁjj)\&ébdm)sb

oo )
5z OV 5o L aS 55 00 58 5SS glis s
L ook 3w el ol man Olaiicsd olylast ! 5
Oba ol 3 Blalgo Sl 5550 Gl pwlal [l
3 Glas sazn 5 (63 il Glands Ol pean oL I5L
ol s LUl bl 53 (65 sme Ak dadyl B
Cmsdd go 5 LS oo Ll OLadid sl 5 OL dis o
A Tem 5 LSk e cls 5 8 s 1) Slele
(Paredes et al., 2025) &ls . 55,

5 LS 5S 2aly (O 5 & (ST palie
(&S b 5ol s 4l sgb olazarl S gt
L Obajo solaasdl 5550 slaml s pgghe pl .ol
ATl sla Bl Jo G bl oled 55
«WJ> pllo«(Porter & Kramer, 2011) s,ls
LS 5emeS s Lo ST Sk 55 S ey
Stles slag)l s L psgie (ml G50 1~
el a4l 5o

S A g sl aS Sl )l ol A
23 La0le il 31 (ol (S 2 i 550 G
a3 o Ol Dlalllas iile o o6 OT (g5le Slkes
G gladas Gl =1 5o Lol 31 de yaVF 5 g
el aS Wb o dnlge ConSB L oS 2ie 53]
SIS (slaadl o (55l am LSS 3 SIS 1 8L
50l Ol 5550 S s S ‘J_ﬁ.;bé_}w)" Sl
(oS Ao yn LB S (g5 5ba el 5y 5 0L e
3Bl sl e goblias bLS 0L i )
S 0 Sy 1y Ol Law 5 edlislo ! 55 )]

DL S 35l Coenl Sz OTS 55 A s
ke 53 Laoblu 4 5)ls dad ‘@W el
O S ST S e )l G sl e

Bl g (2 eer Slwain Ll g o 20l



WA/ 0L 5 G155 ol /(o 5 (Sl ST 55 Sl G1aSo b (52 & 25 51168 2e 3551 G i )LSS ol B0

Bl (55T 35 a5y T 55 Slw e s &S (2016
J—?LA.:jlel.&)‘.w
Mu@l}\@ﬁa@;\@j\ b 8aseS s 55
S o Sla) Sawls 5 (Zhang et al., 2017) (s i
SLS B sls sLa 255 plai (811 5 e B 5

}j—d@éﬁw\.}&.ﬂ})@db‘

a3 o il S lea s

@S pia 5ol s slael s oy et 5
.(Vargo & Lusc, 2016) cul Cuwus I Gl
5 CandloST 1y 551 S e 5 pgie 08 s
ST 355088 e s g 1 1 OT sl
ool sls ¢ bl Ay 08 s ol )3 .S o
Usle U 08 ias sl 87 (o sba ¢ guames 6 ol
Gl 231 0l e Ly L Jpb s Sleis
Il DLl Ol yeasy Ob e ¢ wlwl o kS o
oS e sl s L olfugéwg Jelas s e i)
Chakeraetal., ) Lyd w43 8 o 55 i3, Jaise
plomil Sl S Ob it ¢ 2 o) 53 (2018
ssbas oS 8,8 sdge 515 e s 5 Il
ados 5l sl anils Gl 3 Olejle Calb g das )5
3 Dbl g ¢l s glaedsl &Iyl 5 edss
(il S i G s aien La0T ol ol
9o a5 55 (GlodS el I g A yls OS5 Hlie
L;L_A)Ligb,'\&__iﬁ;\g}_,auéw&_:;
(Vargo et al., 2023) & ,ls bt b ) soead s
Al ot s s S5 bl b
b sl plgia )y 5005 1500 G AT e
st LI Gt o8 s ol Db 4 ST
O e 5 O Aasastyl a8 5,05 L ST S |
3515 (o 30N B AL el )3 o) g
3 53 Jlie b Sl ghag gazme ) shte ol (sl
(Gronroos & Voima, 2013) 4,5 . )5 4 I,

ORI S By
(P30 (o2 $TeR) & gilo 551 Bl 2 5 VY
Oloslu 0T 534S Sl Gl p &S zia 55,0 G
5l 4S5 A8 o Jor (e s LS00 O iy
5 o=S 5 R 5 b sy mla bl s Sl
(Vargo et al., 2023) i8S o slwl b claaS
Gl O S8 5 o5 e 2501 Gl oo Fale
5 s o pde sl Ol e b0 e st
hlize dasij )l s 5 65Ken KusS L 813
s~ L (Black & Veloutsou, 2017) 4™ W &
S G Al e D o WS o
ol OB S S jlis dan S ST s 5 5 S 2
Ly JeaSe ity 5 Lo slga b yamases b LlosleT 4
31 a Gl 3,3 0 sl e sloul (6l -
(Il ol s 0L ST sl 4 8 s sl iy
23 ) G Al s Gl mle Olges OL i
«(Cossio-Silva et al., 2016) & y& g0 43 ki

St B30 el s s Lacs s
Olsew) Lo A5 ol oy b bl 6 58 a0 g
(8 e 4 o> DS (S g b o 3T o0
4S5 50 on @l 3 0L e S5l 5 0k i 5 NS
S S 5 mste s 7505 26 S & ile )
Lo & S 5 4T 2 tbelol oo (5 2o o
(@315 0 35 e o il e sl (61K A5
25 A AT € S o losl 0 Sins s 5l 5
Petri ) Conl 0L e (51 dinge sla KAl slowsl (1 ol
G aST das e 0L La iy 5 (& Jacob, 2016
508 asal) g3 a gl oLlie S de 55
2 AT Al B 53 0L e Jlab S jle ol 0L e
L lie 3 15 0LT (gien L) Ol e Lgiass ¢ i3

Navarro et al., ) das o 21581 Jlsb ;& O i



\F 0 (77)@[._-; oyl e o)ugrhbj}u Ju (s o‘l'i)‘)l‘ Ol / VY

ORIH (P L)

XY IR - PR

Table 1: Research Background

9 w8k

Olge

O

sLg sl 3 Jube 811 w0 eslosts & a5 5 S0 ) 5l ealizal L
(63LgOlowe &5 2 ta sl i) sloml 55 (6551 55 Ll
L;Lav:._.“:.u;\ 0548 agi ol slaassl alassls
S LwaStn (IS 2 saas0 L ol plowl anades
Ol e 1S i (65LKen glaaal 5 1eslg Jolss
Cob L aS Conl oS i 5500 G sl (o) 55

3yl Slgan ol s Ol Sl s cateew ST

5155 il sl sl b Je
e S i sl iyl s 5o
sl

OF Y OLSn 5 outd)

r) s lasstls 3550 G el sl slad 35187
Vol &S O glaadgin HLalid 4 55 4S5 dalles
@S ta )L 5uubﬁx;}$ic Ll 5 Ol gea (3D
Sl OT b 30 bl ol ol 0 oie (2S5 ,aly Ol oo
Cla S 5 ol (5l o a3l &S e 5501 Gl o7

ol 2 5101 ST On 8l 5l L

(S M e Je o
‘59 “.‘C.n-:j‘ i E'.“ ”"
G 9 (S b STl (S

oS i )

¥ O San 5 o1 ,5)

Jﬁj)}\%b)jﬁ@b&b&dﬁ}@d@ﬂ}ﬁu{\
5 S M 5 e e 3,50 55 Comty 5 gpunodisS s
&S oo 1y D1 o) oged 3 s ool 2B

oo 1355 00 ST 0553 5 sulul
iy s Al oL gslas!
BYYCA J-a-V g N U P g 2 P |

B2B oL L.

(Brown et al., 2024)

pLest Gy b3l aslinal )3 5ol 48 350 ST s ol
éj:uéﬁh}a“éﬁb‘w&%ﬁf}&@cu

LS g 1y Al 3 ol Al 5 o0 Sleds by 9358

6 Sty Sy 105 4 amgls 5 kg
&S i il G (Gl s,
LS o g 1y S 2

(Song et al., 2023)

Oleas Ob jtie 45 a8 o LSTT asSS ) y Sing o
G s ph e lid 355 G Al s Jles IS 0

Sl A3k 5 (S Hlie sl B 55

63l ol ielull bo o

Ls“:“"‘:“”;‘}

(Vargo et al., 2023)

Olaiiced o slezel 5 Ll gy Sy ke 457 das o OLES i gy

S 3§ 550 ) 5 Ll (555 00 &S i 2550 Gl sl
ol Galo ;5B2B

U KW AP JURR |

slazel 285l & 3 Sles s

(Casidy & Yan, 2022)

slad Al 5 e &7 e 551 Gl oS ST e Ol R 0
G g S glaiy |y e g slazrl (galal

255 e ol 250

PG PV 3 P P S Ay P
(Sl Gla gt ST 55 6557 5

&S fia AL 68T 5 (6 s

(Barile et al., 2020)

L5 o G S i o) s 48T das e Ol Ra g
Dol A s (I 0L ke ()l 5 Luls e
LS LS Olejln b 5

Pl & e B35l G AU

L;JL:LAQLJL)}JL&UUJ{L’E}

(Gonzalez-Mansilla et al., 2019)

a1y S e A5 s plane S8 st s o
@WQ}L&ﬂ}MJU}Lﬂ\)JJ})\)S}b&:‘jZ-\JSLSA
a8 o ST LOT Slles

(Ranjan & Read, 2016)

(93 bl :r)




WY/ OLer 5 (G152 ol /(oS 5 (Sl ST 55 Sl a8 b (5t & 25 51168 e 3551 G i LSS ozl B0

3 0L ke 03,50 Jlimel) (b gy Ky @
(2l cosls

(Ecosystem Horizon) miwawgs ! 881 .0

3 &S e ST Jlos 1 Slbes e 0
5 Sl & i (aiS Oabi6d L35 v 7 s
@l g (6 )LSn GLal IS gy Il
el o 55 (sla ) Saly

o Leias Llja oS ia Il 250 gl 5o
S ol Slhiisd a4 al cyl b ol ol Kas
2 amaler By S 5 e pal gz Ao g ST
GoLSen Ll 53 copl pli b oo (6 s
Clalonil o e 5T (S5 5 g 41 O SiS
Al oo G e lss La e i Jls Il
5 ol JolSS dlo 55 552 b s 5571 53 57 2
315 35 ad HLS yenS ladie o b
.(Ludeke-Freund et al., 2020)

4 eSS I G e Sl R S
B2B jiws 558 -0 5 0L b gl 0S5 Lo g
.(Boruchowitch & Fritz, 2022) uSles s ;S jaze
ooyl 4SS s e Ol glaSim sl 3 S5 5
5ol G0 L IS 0 bl Jols Jool il
S AL Sl a5l 88 o & el O e
T B P bS8 bl 1L el
S A ol (6 s (o)l Fl glma)
Sla ) e 5l iinn L_Mjsa.\_;zef\,g\};\_es 33
Ll YL (el w0 5 4y 512 O o (S50 55
(Fontetal., 2021)L .

A8 sl L 355 gt 53 OLSes 5 5l
G DS (K5 Jlaams) (S 5 Sl 5T
(Vargo etal., 2023) uS' o oal 31, o LSS 55

o3 G 9 O s S g 4 LS
o o

Adner, ) Ssl &S HI g (S s 1 4 Ly
sy ¢S 53 6l ogm ol ol ann g 1, 0T (2017
ol slaalad 55 Ladl sl o) 5 6,
58, OB U S s b e Jold) Olaiisd
Jeol cpl s il e e @11 (Sl slaslys
> kas o sBle S0 6 Ladb go o el s
53 01K Ll o, 5 Salen 4 0T =1
sl sl 55 e 5S')

PO by plao
(Co-innovation) Aol ad .

4S ol ol p e (55T 5 S Sl ge O
1 JoSoo (sLas5T 5 5 piemmn 5871 0SS L
L deas &)

el (oSS sy s A5l o
el 53 5 5 s el o Sl dnw 5

(Interdependence) bl Swsly .Y

L olas g3 o la Kewls b bS5 o

5 00 G ST S ey glulis

55 (6,8 sl 23]
Ecosystem ) p—uawgs | S0 ¥
(Alignment

Sl Oladi (65 GLao Kl 5 Solal o guns O
ol (55,05 & e 50l 4 (gl

(Ecosystem Risk) pyiuawgs”( (Slao dolo  f

345@3ﬂ‘)%‘-<-1)@54-j>\ o

(o595 15 &l 53 s Goge) 1yl a9

5 s FalaTh) ol e & 3



VFA 0 (5Y) u‘ll'-"l oyl e oyleds g(,.h.:;.}\.i Ju (s u‘l’.)‘)l‘ Olaass / \YY

P Y g U] [ L RGIVR E) PUv-E )
il e ol 55 Cnte oyl das e OLES s 2a s
D gh o S e Sl s Il 4 e

3y, Sl :d)_ao N >0 F
s ot (0L i glaanal> ¢ Slziy) & &
Lad Ll oo Vel ol a,ls &S i 3550 Gl
NS 3T sde 5

345 iagi s (Homburg, 2017) &5, 4 a
J=lr ol 03 e b 2 5 g 45 03,5 DL
K LT il g s oSl 4 bl Nl e
S e o 5 S 53l b3 L3E ol

slazel 2153l o

sible Kads sl @

S fdn a8 5 Ly 5E5 @

s> (Vargo & Lush, 2016) :Y 5,5 s
48 1S 0 ASTE Slods I Glate duns 5 0 50
S it ot 31 e K0 (O e
Ly o D gemen 501 G A8 s Jleb IS5
(Shamim et al., 2016) ol ,LKan 5 et
SLa i 55T 53 (6 e o)L 457 das e 0L
33 S5l 4 ol st 3P b bl e iy s
T 393 ORI e & ST ) gl
4 ge K5 S Catw s «(Zhou & Chen, 2023)
0L e i DL A Sl
s 4 e (Living Labs) eus ) slaelSisle 3T

V- Syl 5 gla sl

olojuso;éga@m (S aw
uﬂ))‘d._:dl.: L;JJQUJLwJJJ&:Lg‘j:LAQLﬁ)Lﬂ
95Vl 0 5 e a8 g5l slow | A3l Slejl

,»> (Prahalad & Ramaswamy, 2004) f sulsl,

U (6o o 1 &5 glo )l 3l F-Y

Sl S s>
Ca b 53 5 bl Olgeas &5 e 550 Gl
IS oo b (s e @fu);f-ckd,l‘)@,w{
el e 23,8 0 553 (Ol G eS>)
«(Porter & Kramer, 2011) ,»! S 5 5,5 b9
Gkl (Sl 5 ool 551 Ole e sl Jlise
e Oladllas Ll H8 sCnS sladde (o e 5L
d (5l LSS il Al ol & s e 0L

Pl (G AST mlas

o e b3l B 9 (6 ke B S 18 5 el
S pta o5l Gl LT Al Ol g s e &
P - IR R PP PRGN LY P IPRGCH. W AP
Liewendahl & Heinonen, ) s 5 JIsd 5505
Cmie ylae a8 dnls Olid il ,; (2020
S Hlieas ol o Ao SO U Ll g e (6 e
3 0sa) s e 5SS U 55l s
das s Ol (Lemon & Verhoef, 2016) Cs ga 5
L (Sl (5 5 lalarss )3 S

Pl Gl o 5 L gy Sl B (6 e
Gl 0L i 1o B 3 gy A g0 )
(el laaSs dacsluay) Calibes gla LS
A1 e DL (g gt 4 (Laol& g 5
55 SLedbl (Ko UG 45 dias e Ol s ra s

)15 b s 3P d s

LUK o e ) LSS ol iy S A g0 Y
Wl S e o ol s S50 5 Jlzows
ol 03 Cmie Ol 2w a8 das e 0L s iy sy
s 5l s o s Ll 5 e dl e

)\asu:_w\i_,fdc._:.a:f:s.é)_mz\_b)o Y



WY/ 0L 5 (G152 ol /(oS 5 (Sl ST 55 Sl GlaSom b (5 nhe & 25 51168 e 3551 G i )LSS gl B0

PLTP| [ W] ' | YN C 1) NN g = S
@ 5SB!
Gl s Lac b a Hld oL 1S
\,o,\_,.,ux,,w\.\_igdg,m)u\éﬂfw
Hart & Milstein, ) cpodes 5 Oojla . dS o neds
S Wlesls 1,1 Hlul S ,eS> gl ol (2003
5SS lagysls (Y pame 53 (65T 55
0Lz La Lo 313 aST 815,18 senS glade
—Jlzs sl ptann ST 55 5o S oS S U
M S 5

S gl s o5 S e golens )
Ol ie) OLniisd plod &S )Lt OLSGl
!l S on ol 31 (01,5 s O S s
Ol Ly Ll U il s Ollaall L (6 lane
V-2 W S

2B i A rales sl g5l Y
! ST 53 Calibes (glalad Sales gl
oy L (Laslsyl 3) oy il 5 oo a8 550
sl ((elel laloes)

sl sol > 5L esls glas il ul ¥

)aJ_fi-'Jch))TC«g-Ls]ﬂS;_&néLAgﬁ-)l_g-
LSl a8 slas )bl ul i cLmesls Jdo
Iy Cadides gla tde e SLeMbl (g 1S eST sl
ol 3550 (6,8 o3l (sl oS ke (glaslme
jsj_aé.uxfj)su\ibbu}%)led\ .M;‘)J
Il il elazl 5 eolal gla 3l A
Sl oMol P e ol sl
Sl B b 5555 K 3 e ST

2 S e Sl (ool BLIL Ry
S gp (B e

sLaJUS sLs! :(Dialogue) 48 5o 8 )
PG &S 55 4 e 8 O e b (b5l 4 s s>
Asle a5l 5l s i sLaobelu 3 pb oo b3
S g bzl T el gy b (Lo s 5

OL e gw w3 Jogas ((ACCESS) (o s Y
A s OLES Lot 5L ) 5 mlbe S| 4
a3 Rl B (6 ke Ll Ll g (o s 5 g

o ¢SLS :(Risk Assessment) o blsws b, ¥
Slerenas L b5 o glasSi s 12 5753 gl 0L ko
elowil o (6 min slazel 2l 4 dins oyl by 5

il sl s (Transparency) csle s f
JEPS- SWPIE FCINESPICH PIVSICIANY
bl a3 23,15 (6 ten (6 S ol LS
Poslr ol eSS G Ly ekl
250 laplh ( Jolws slap ity 1 b
s cdo 2 S i sladds 5 (Real-time)
¢S e i)l G gl 3 S1HLST il sl
RVIE S

i3 s Jue (Gronroos, 2012) s 55 5
Sl 1 ol Ol | (65 i
G5 S e e Sl Dlee 5 2L515L
,> (Pathak et al, 2022) ol,LSes 5 &SLSL
3 s O le & das o OLi B2B (slalases
o Sealen (sl (S olie 1S el
om0 "\*So“ oslatw!l Calides (glad>|y
i s (Merrilees et al., 2021) ol ,LSKes 5
22 08550 Oy Ol e ay QLS 2 o o5
Ll AST oL 2t b ol



VE (BY) by osleh cp s oslad cons 5L Il e 5 Il Soligiomd /1 YE

badh g s F
Shemag i ol e ebiean g amllas ol s
050k 5 (S I lad o s S 515 B
ol oslal (Sandelowski & Barroso, 2007)

C...w‘ Ou\ﬁT PR BL) QT J’-‘J‘ 6 Cuﬂ\

F9 R S Igw pulid 1 9l 6
@235 ol bl s b ks e ey s
O 2 e et AR5y 5 el (LT
2> el slaplal ad) Sluwain) slagiy) o

Dy .u:l)s-,,gu“ul:-\f

ol DYlaw >

o &S e 3501 s (ST slaadge )
TLIpS™ > g 30 (a5 (Sloe 53 (6 s 5 OS5 0

Liajys 35 g0 671 Slac sl 5 La 1Y
5 K b bl as oS he 3550 s
03,8 4yl 5 LT 15 0 4855

(haoes 5 sl ¢ Slajlo (63 3) alge - ¥
S8 o b &S e 3,0 Gl Al

Gl e 5 S 5 el sla,S 5l ¥
(o 4 K ) e

()0 NVMgw >

Glaslv)) Jloos slag,sls i O
G Jotd 53 (2 gme rsp dbnp il ((plozr
Sl 4K S e

slael) g be gFLi0ly) gla i 8 F
Sl 68 5 2 5 Gl 55 (Ll g

PN GHF 53 g v slajlae Y
Clun 4 &S i

GOl SV >

Sl Gl S el Ul 655 A
5,5 b Lol js &S i 5l Gl

4 S Sl edboesls glis (Triple Bottom Line)
(g3l slal 53 Oloj o Jolas a3l 815 sk
Hart ) sods 5 Sols il s jlooes 5 olaz]
Sl sl o iags 5 (& Milstein, 2003
236081 55 aS A e Sl Gl 555l Gl
AT 815 55 50 S Gladde 5 ST slagssls
OHLKan 5 58 15 ] (Gla g ¢ Cpioman .50
Lo o 51 5 Laslg Canl 5 (Vargo et al., 2023)

S o STl 5 6,8 S s

b gy Y
Ol s2ea (Meta-Synthesi) S 51 5 G 53,
SLa a3 Goil 5 e ¢ o Ol ¢ ST 55,
ﬁm)uﬁ\qﬂpjg,ﬂwrﬁ\;bﬂ
Ol ash e e dder 6B s S5 4 G
Sl 3t p3 oS 513 s 5 S 0 b R
G L L e Slallle wpllss g e L S
(SAlS ol g 1 glamr LSS ¢S ys 4 (oS 1t
Slaadl .l Lo psgie ol sladaly 5 L)l 550
LS a5 6l o lealy Ll e aalllas o
e 5o Lapljlw Ol pits 5 OIS b

B S e B3 G e 55l bles

s Jl18-Y
(e &S e 55l G s gihe 4 ST
Sl oS 13 ) il 03 28 5 gty
ol 53 bl Sladis 3l el il & Lo
LT (63,50 55 0T dieplls s 4l coj
Wl ol 5l s oyl s gy e Hlad a4
S8 LLE L Olllbe & 5 Cans bl a5 (ibs

ol sl gla gwlS O 55 Ko Sy



WO/ 0en 5 (G152 ol /(oS 5 (Sl ST 55 Sl a8 b (5 nhe & 25 51168 e 3551 G i LSS ozl B0

LAd e in &S ia bl G Esu 4 by e
Ll ScienceDirect sLedb! oL L ¢ piovan
slote (oS i 3550 Gl Al el (glao 3l s S
5 5O semeS Glr i ST smalad s

- P K P J O

—CS s el 3 g 6l e b, S, A

S &S i 55 Sl 5 (6 e

10§ APl (§aina ip9d P

Sl Ry e oode e DL 3 edd iz Y

I 95955 Sbylae Y Jod
Table 2: Inclusion and exclusion criteria

TP Sl 3939 S )l ]
L oS b gl L) B LSS 2500 Gl 4 8T Gllllan |5 ST e 1S ke 3550 G () 4 48T Lalle SRR e
L0 S o5 4y g Jolad 2 5 L1 5 0 (5 20 s e (8
oS e S50
(Shared Value)
oS e Al G -
(Value Co-Creation)
G b= Sl Loy
(B2B \ B2C)
S ol ol el -
S G503) (eSSl 5 o5l 20L& Slalllae | 805 4 5L O ps3) (el (B (sla0L S 4 Sl LTSS
(AL 20 > 5 poas dor 5 (Wsd S5 oy gbome Ll a0l
@\,&)Mauw@ujz;pjc)ususwm 5|U(Y~Yol;\‘~\a)'l3&in)ﬁs-ldu\~,:a.un,.:.:;ﬂc,wum S ok
(A2l S5 by e 55 355 Juol Olanbl 6 a5 Sl 0351 55,54
el W b by (B s sk SRR | 5SS O e 4 T oS 5 L (oS o AS SRy Sl ¢ 5

(DEET-TEVIEW &5 Hee) Liloukisi i ylzel 45 Slalllas

Lo e el (6550 Ly Slion c1AEST sla 23,

ojﬂjg)ﬁmwkéuu:,tf,uuuogg.uu@,,:f

Lls e § e

(o >

Slas $ odsb 1y (6 b 1B

S}MU&))\&LQéyjaﬁf.lﬁf;maub\aMrbu‘(aJ:&

Cxne 3}?

Odes aodSa) Wil o 2w 53 LOT JalS e 7 Slalllas

Laosls 4 gw 2>

(L3 Do Jol™ (0 4 (oo

CLAUMJ}__{ ul_.a Ls‘j-:’“’ 9 °J_:§% L;_:;.B L}"L—.’.j)‘
O ftse bkl e s bl 0 sy Dl

R ;‘;Ba}\

(D93 BB @ xv)

iowlo Sy _gngy Dbkl ipaw P
N PER B U PPN (A IRCNER P g
L s -5 3108 LS Lo e b Lo i




\f'b (9") &l:r_ qu 6(}-»4 c_)Lo.:» Lr.hbj.;uﬂ JL»- ‘u-LJ’ gj‘i)‘.)l’ C)La:.a:d'/ \Y7

(a3 sl tnie) Julows (12 conlie gla a3y Dbl 6502 1) IS

Figure 1: Method of selecting suitable articles for analysis
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Table3: Important information and key concepts

03135 RNy Ju (2B Ol (eSSl Ol
‘,_l>-' 6}l—~.\;~3|j
. Empowering value co-
B . S L Sl fr§ S e ) pt . Pg duct and
S S N SN DN EJPg At creation: Product an
) (Sl gl 53 6518 5 Js—a=s | technology
Ll ekl b oS el s Sl 2 Bl . development in power
. } SSLS 5= | 2025 Sy oLzl Loty -
G (g iie s lac LB g Lo ] asymmetric buyer-
oL u S oS b 55l & | supplier  relationships
o g Loty 38 @i o guamms T i
¢ > S5l saS s o€ | from the perspective of
a weaker supplier
e




VWV 0L 5 (G155 ol /(o 5 (Sl ST 55 Sl a8 b (5 ke & 25 51168 2e 3551 G i )LSG ol 81

o51guuls” O 9 Jw b Olgie e lS Olgie
&S pdia il s el oy Sled s slad S
33 il VCD) &S i 5, o 35 (VCO)
e e eh Sl S el o Olejen 352
Ol Oladi(63 (§ b g 2 e (Oladig ol .
< . Ssyla 5 i) sl esles | The  co-existence  of
Ll e 53 Jslws 035 o ol By dlie | . ~ | brand value co-creation
_— S ria il e o A—ln 2> fhe o A5 | and co-destruction
5 O oy 55 5 &S i 551 G (g o 2025 L th t
- N T R P > § it iwdsL | @Cross  the  customer
) 2ls (SIS kel D63 ooy Slads s Sl T iy o journey in a complex
S—h (S S oo L O i
sl 2 o i) S el b o, higher education brand
RU (W ooy
(ol s mle Ol (63 SMlas (ol o s
g5 Sl sl
lap el cpin slael (oS i 3550 Bl oS 4 5
A P P S S LS G P N R
JJJ;_“JLT.;cJ_AbGj‘ebu:_w‘Ad):_&»Aa_ﬁgJL?J ~
N o . | o S 23 pa 5002kl | value  co-creation  in
L;LAA.LJ]m ‘cl.e )lT:.G‘ )l oslainl gdl&&‘ 9 Olae L-\a_)> 2025 _ ~ A | h .
‘ e i 5 oy = | tourism live shopping
(R3S (0 5 Slazel 4wl QLSGLA;.:’.-‘ D
PEamv-ry ch (-~ saieS s 33 WClds
oS ide slzel sla S35 ¢ olaz!
ool G (e et S ke (g et il 2 i o ke | Citizen Science:
vl c e s . . e Exploring the
Ol gt &S 5Lt e (5Lt LSS i | sk oS5 5 | 2024 sLwls0lis 5 | of citizen engagement
8t ol s ¢ bl sl sslarle G bl S e 25 and value co-creation
_ ~ through the lens of
) S ol slae ;500 el (s3luar LS o3k &3 | marketing
- e .
“—— "2 | Exploring the effects of
(g e Loy o Sy Sl oS zie 551 Gl ool g glasal, | value co-creation
ol (olds ciS Jhlsl ol ) Sl _ _ Sl j3 eS8 2 b Strat.egles n evdent
K 55 services on attendee
3 dmame 1 b (g e (lwliadl B (g i " 2024 sk, —sldo s, | citizenship  behaviors:
= Pl
Sl OB aS S s i e L, (Slads ELa i E (5 gt The roles of customer
_ empowerment and
A e A (s, 3 & bl | psychological
ka0l w.SJL | Ownership
_ z =z Q—in o ‘*-Ui?
G G AT s (o 2 B 505 S S S ) - = . )
oy a1 L o s =09 s~ 5 | How online reviews of
SR oS )3 )l e 2 Ol 0B e c . . | sports tourism affect
_ i Koy [ 2024 | il gt s, | SPOMS
(Nt caible (o ls (T (Gla ) chaita ) _ _ | tourists”  value  co-
o AL 0,525 | creation behavior
oy IS ./
:)l.kfda
(e 68T 5 S L 68T 5 S i S5 Gl | gy o JB oy s — Impact of
bl s 6osl s 250
slads » 4‘},141.& Llis Sleas (S s L p &Lwl.'..ia 6.1.0 ol e ) fll’m/cu:tomer d
. ‘ sbul 6 s/ s | iNnovativeness an
(§ i Ly Jalas oS paae Lol (oS s | dalj il sl | 2024 Y identification on
S A= A o0l customer  value  co-

(S pun Lg)}T}Jg‘M.'|Z:_.~)I4L§,¢_MA" i u_\l»_.&?

U&j)\uanMLﬁU‘.ﬁﬁ%ﬁJ‘.ﬁj:)&w

A amee o8

S e Luls,

creation, happiness and
satisfaction




VFL 0 (8Y) UJ*L_\.; oyl e oyleds gV.AJJ'.}Li Ju (s u‘l’.)‘)l‘ Slaass / VYA

o51guuls” O 9 Jw b Olgie e lS Olgie
.L.‘a}go.k_..fuj_.gnj:w:..a aley c:t; codieS s [ Y —y
ok 5,0k Slop 7 453
oL il oS e st Lo 5 aeslinl & i
(el gladlny 1 me U dmele (gl
U plals (sl (el csleos
o laml ol codsoleys Sawds e 5 ) iy
S HINE| | i diadil Lis g sloul Loy, L
e 2l e Dl Bade g sl oy 4 oS G ¢ 2 | nvestigating
oty Ol (5l pli-(s e clai L b L &S oie 5,0 56— | antecedents of brand
ez sl os value co-creation
Colal ¢ il oSl 5y ¢ b5 ledst § i 2024 s L 53 A i - )
T T s 0T #ETPTTT2 pehaviors  in - social
S imar ol g slaml (OlLeMbl ()18 ST il o, _ slaslw; — =+ | media-based brand
o e UESE . | communities
WU, 035 GREICwgs (o 8 e 3L (e el
(el Ko LK (i Ko )L o1 Sl
CS e 5l ible g laloy ¢ olis (g ylslay
J—’gf:“‘ &uc_,.w_,ﬁ L‘)_Zaﬂ &uc_ﬁ:‘u) &4_3\.:1)0)13
PRI T N W
(J_L:li gl_au_f}_}
e ) s A R S Rk 1551 G ), _ Sy S o jls | LIVE  streaming - E-
. o ) | e _ . | commerce  platform
‘s\_x:l..: ‘5\_&‘5}_.:.;: ‘a.k..::df): d"))‘ Y L' o)y z “5 g X 2024 S)Ufj:;b i)y e Chal’aCteI’iStiCSZ
S p ity DL Sk paid b SNl | T oS pra 35,0 g s | Influencing  consumer
e S5 o S s . value co-creation and
ol S 2 S S 5o S e | oo destruction behavior
&S e
Ao e
C,SJLLA JL’@J dﬁ_fr} . .
. . _ o L2 5L . ) | Stimulating  customer
G s it S5l ) e e 5y BT a5 s W5 | 2004 G S 5B 5 s~ | participation  behavior
Fran 3 mhe A 5 S e 55 ) ’ _ S s =a 25,0 | and boosting value co-
L—asls" LT creation in hotels
Lo oo
S
ool s L 15LB2B L
C}Ja._w BE) ‘_Q)LL_:LT A BMs CS)L..LA ‘éf}"_.:u
_ WOl = .r\ A e
&)Q})dfﬁggcgm‘gﬁduéghkﬁ
_ . e S .
g es S HhUledar ( (As oLk 55050 _ gos 003 5l ok L
U PR ) . Sustainability starts
g N @bl s 155 | from within: A critical
3 Cod—o - .
3kl $ OLaBS3 S a5 o S emn | ; 53 —lsls g5t | analysis  of internal
s, € s s WS YL | 2024 o iis oL | Mmarketing in
J= S R AOD O ol e SIT Aol Sl supporting sustainable
i) G el (oS Lk ‘6,5(,:“; S ’ sl L oS+ . | value co-creation in
, R , | o——— _ .. | B2B organizations
(Olads I Glaie & ki (g mie (g lals oS i B2B slkob sl
- dals ¢ g S
CAlms (S Hlie Oladid (Jled QB S oS8
2k ol e

céJ}UMAQb&A;jJQl}‘Q@MJW

(Slods 5, e 2|55l 0l S 5 me Lajls




WA/ OLer 5 (G155 ol /(o 5 (Sl ST 55 Sl a8 b (52 & 25 51168 2e 3551 G i LSS gl B0

o51guuls” O 9 Jw b Olgie e lS Olgie
)Ué)‘éﬁ»@f)uajué)‘dﬁéﬁiﬁgu)
& e (5 lal (b 5l )l (g R gy g
solsleg ‘JJ:_,:.A di)'ﬂ p:- gg;_:a.fl} gg;.{)L.‘;n
O WSS (leds (I i & i (g 2 .
_ i _ o ) ool 58, 50 .
OB WS O me c s S )Lk Oladiel (b _ e The impact of value co-
L T Eantanite @8y — & 2=+ | creation  behavior on
LSl ady 5 et i (Sl L g Ll B ~. | 2024 . ) lovalty in th
) ) . ‘ . Y 85— 3 s —= | CUstomer loyalty In the
Sty Dlest > Shas 13l (0l s e L, | service domain
[
Lg"\';}?é—": )Lﬁ)gsr_mn' & é{)l_&n)l_:é)gdj_ﬁs
S fin (S 15b g (Jlad 85l by (6 ie
i b 0,85 8 ha g o o8ty e T
5 dais Lok gl le OIS L & uS s 5L _ _ 23S ke i3l B
B GRS Ay "~ B ) . :
S b a3 5,1 Sl 0 sl Ol ST 2024 | eis; clae€_su7 | Value co-creation in
3 ~ s sS Uy _~ 7| tourism living labs
d)L&ALM}{‘JD&)}‘}JLJ@;J—ﬂQ\M e 8
al?v\_:‘b ) ,S_“«S/ i 6u4§'_w S = 6J_i\fj_- gt
cu‘o:ﬁwjz,»:,:‘;}ﬂ@ﬂﬁgw,ﬂ
o s ol el iy S, ¢ Sleds slacl 105 4 g LS . .
e ol i S (Gl sl OP;E S | Being  friendly  and
(8 e Dl o ol 5SS 5 (Sowlh (oS ke - Sy L5, | competent: Service
Gl 5l i 20 ey 5 Ol (6 )L A 2023 | gl gl slact, | FODOLS’ proactive
. o B o Sl d ~ | behavior facilitates
(Fsman s o0l (Saulh 5 (05 O e Sl &S iie 2550 | customer  value  co-
Eoud Sl & o s e LS o s | 5 2he | CTEQUION
Saler 55 | Coordination
(5 S o 3 )57 Sl (50 ) S g5l | S ey S 53 iy slas 2u 5 | Mechanisms and  the
Cor b L sl . 2023 o a iy s s role of tasks cape in
R Dl LS sl 20 WS e 23l | value co-creation: The
bk 5,5 | British ‘milkman
(S d—L’J )
3 Ly el (CSR) (575 slazl O stue
B 5 S imie A S zie | Customer brand  co-
[ W JITGI|¥ WV g SV R0 W JURTL S SV R S B _ i P
3 ) S E S ol L 2 creation behawor and
I Glate 4 ible Saeds (TS5 55 _ brand sincerity through
e b s e L, | S| 2023 CSR J—ls 5 b5 | CSR interactivity: The
o5 e 5l G S5 g e IS )Ll LB, J - - .. | role of psychological
cosliul )3 5550 eeS mie Gl Aol b oS ie 5 ’ - implications in service-
G-l 5> (FLB0ls) | dominant logic
Cld (Dl (Sl gl g
Sl e
gdf,._w“"' uij)‘&ﬁsyﬂ):uij)‘gdﬂb%ﬁﬁ
50b i Bl (leds ol b clods sl s Ol e 0 S
. ._ (o Oy e - | How can value co-
i Dleds (ol b s Shes dalT Sl 2 ¢ 228 ke 50| creation be  integrated
) o o s =2y | 2023 o ;
P3N S ke 5l G sl (g e o o P S W R LLL (SR customer
Pz ISl experience evaluation?

(S finn gl AT g d ; Olo v (Old s
6 b sla koo

€5 (-\.i‘—:\




VFL 0 (8Y) o‘ll'-"l oyl e oyleds gV.AJJ'.}Li Ju (s u‘l’.)‘)l‘ Ol /W

o51guuls” O 9 Jw b Olgie e lS Olgie
syl
S e ey (Ko s S (g 18 ST - oS pia o 3T 5500 | Investigating shared e-
scooter users’ customer
2588 s ol e il Slads G iS (g ot 5 S Ol S .
Rt bt S d 7 value co-creation
sl esls) (2ol eemdS Gyl Ssor | 2023 | 55 se SUs S| behaviors  and  their
Sl i sy ) chl i) ©_iS:LaoT 3, | ANtecedents: Perceived
service quality and
‘5}2..741 = )ulw )t.;) ‘o.L::éS)A E) au&{): Oled= percelved Value
edieS 4 i,
‘E—f‘ﬁ)‘gﬁjéT)lS‘gshéﬂﬁj“ ‘S_,I.&A u;))‘k;l"
WJlasws Sledst glag)sT o5 o6 b 5 skinsaslyl _
. . AL sl .
(S Glate it (Sla kB (25,0 51 0L 2o & 25 e | l An entrepreneurial
= 5 Sl e Sl sl gl —
S (55 sl a5 s 2022 framework - for - value
_ S sd eSS s | CO-Creation in
A5 A ()l slae 8 e codaze L sy sterilization
I PRTLPNES
LQLAAg..& ‘L;JZ.&A .la.:au 5@\.’.& 6)\.»:4:_-)\:13‘ u_’f b
5L edomy
2 (§ fdn S e D (S e (Sl 3, Pl —S5&) | Influencer  marketing:
Corr = e ;
WUV 0SSP I EEPR P S PRV N V9 PR s . Gt 5L ¢ sss o Homophily,  customer
) . . | = 0—sSUL | 2022 ) ... | value co-creation
sladlo sbae itk elorll Akl oy e 38 e 250 | hehavior and purchase
St . .
Sl 5y 50 L5 5550 ¢ elaz] & & s | Intention
25 e 500 G e KT 25018 5 A5
U P ML /S Sy p—_ X 5
23 =T 5l o L Jeles «(Netnography) o e 235 sbeml | Lyxury brand value co-
e e 3T a5 sl elads I Glata ctmslr | gy S L 5 s sl ol | Creation  with -~ online
- _ | 2022 o brand communities in
sl o1 S 4z slal (o1 85 SHLS slal ¢ Jale Sk s LT )sﬁ}hl.\_.ﬁcn\ﬁ- the
Sl el a5 ol 8 el sl o ales Slbas s, | service encounter
Anal cgladaly 5550 el (3550 3 b i
&L&Ag..& LJ\.;J.!
A)j Lle_w 4}_._§ )
& i—ia awsS 55 | Understanding the
_ J__'I:'-‘ S 4—ases . H
(SO o 5 55l Gl Sl oy oS L Sl 2 IS s pmnlchzfmnel customer
o7 s b ) . journey: The effect of
(e S Hlle (8 e by 2 (Dbt LI glate LLF S 2022 W 5 (oMTJUK | online  and  offline
3 ) v M M -
s . . : s e qs e channel interactivity on
G Sl 2 o lazl Jols ( JUS aen Jales 5o e,
< 5 S SIS A ame v consumer value co-
kS pae &S 25e | creation behavior
¢S
sl Gy pue las ol q_gj’;iwl{ubw géjjTjJ
L bl o e LS semnS e (5557 55 ST Sl 5 5,515 Innovativeness and
(it S e lasl s o elam! ules cs it | K5 oKy oS ;s 55,0 5= | Customer  value co-
bl e LE ST 5l e i 2020 s _ | creation behaviors:
“~ & S G 7 =t R C— | Mediating role of

(Bsh ) 5o (G i SBD Camd g Il (B, o e

s 51 bl slas paly 5 Sleds codr a5

S Jolas

customer engagement




WY/ 0Ler 5 (G155 ol /(o 5 (Sl ST 55 Sl a8 b (5 nhe & 25 51168 2te 3551 G i LSS ozl B0

o51guuls” O 9 Jw b Olgie e lS Olgie

S SLac b ¢ K sLaasl p (st
5 Sl OB aasalyl s SLedbl Jsls (3
3 S S A P PRI

O e B50) Gl 28t o) ol s A3 —te sl | Customer  value  co-

Wleds oL 5L 3 Shes Glbes 78aOCB (6 2t | O 0 &)) gal )3 (6 i Creatlon In_ the

. ) ) ) ) _ | business-to-business

HL (e lwdlad Jde (6 i (g ilwdiail 5 layls, | Ol yual, Libls 2019 s h2b  Kas 8 tourism context: The

SLa b (5 yin A 4 (51505 (5 i (S L3 | o5y o S [ BRSO R rolejsI of corpg_rlgte

L - ) _ | socia responsibility

gl (Dbl oLk Slas g ptn ladially | (F K8 slald, s, 5 and customer

e e & e sl | empowering behaviors
so o aTo s L, | Customer value  co-
s A Biad) - .
_ ~ creation behavior: A
s . <4 28 125 | dyadic exploration of
s o= . ;

W5 )lie (gl 0 O tie Jden ¢ ible Saa Sy Sl iss 20 | the influence  of

i - ) _ | ——Ji—3| 2018 _ . | salesperson emotional

‘SJfkg\A)lg-‘chbuLd)fa}L«s ;k’. . ‘5“{ J)\_&.»ﬁax_w)f |nte“|gence on

A .. .
Jl—8, 55 /~—%e | Customer participation
Nt and citizenship
S22 | phehavior
S 5 (S fin &S i 551 G S o e Enhancing  university
3 S, B — A

Walocss ool b ( Jls T s i S sl - ' A brand  image  and

b ol el ol 3355 | o S LS5 | 2018 G kil e&ils 1S | reputation through

s Jolad o Gludl Jalai 355 ¢ 55 1 s ol Ol ke ) ) . -

‘ 35 G il G s, | CUStOmer value  co

& ke creation behavior
Lw}TJJ)‘Liij&AJJ)‘&?CtS}&AJJW B
. o _ S T oS,lsesLa s | Roles and  Resource
Sl 5 Ol pta sloa (Nl 5 Lol . . A Contributions of
L5 8T | 2015 G 53 0L e e i
s a3 0Oy sla g sLs Sl eslial U (g i Customers in  Value
Ol S i 5550 | Co-creation

&S i 50

ué\-sd-’:?'-\ LaoT L. (4-:3)‘ LS“J'G'“ L;\A-XS) L;.ol:'-

(28 GladS) Lasls & Olgea 5 Gl pal

(93 LBl :xww)

SLAABl 5 9 Jalodi g4 1285 aemiy P

feS

SLagal 5 Jodow gay 2 ‘(‘f ol 93 el I
LK (6 s dlou | (S 51 s LSl AS

SLdS 5l Ws g ¢S i Calides gla sl o




VFL 0 (8Y) UJ*L_\.; oyl e oyleds gV.AJJ'.}Li Ju (s o‘l'i)‘)l‘ Oladss /WY

Ly o ML Sy e 5 LIk sl ety ske (18 UST Hles b F gt
Table 4: Coding Structure the category of marketing strategies and sustainable brand experience management
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Figure 2: Coding of the strategic category of marketing and sustainable management of brand experience in MaxQuda
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Table5: Coding Structure of the Brand Trust-Building and Sustainable Strategic Management Category
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Figure 3: Coding of the Brand Trust-Building Category within the Strategic Management Framework
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Table6: Coding Structure of the Sustainable Economy and Value Creation Mechanisms Category
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Figure 4: Coding of the Sustainable Economy and Value Creation Mechanisms Category
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Table 7: Coding Structure of the Digital Ecosystems and Innovation Category
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Figure 5: Coding of the Digital Ecosystems and
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Table8: Coding Structure of the Customer Experience and Service Quality Category in the Value-Creating Ecosystem
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Figure 6: Coding of the Customer Experience and Service Quality Category in the Value-Creating Ecosystem
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Table9: Coding Structure of the Product and Market Evolution Category within the Shared Value Framework
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Figure 7: Coding of the Product and Market Evolution category in the Shared Value framework
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Table 10: Coding Structure of the Empowerment and Human Capital Category
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Figure 8: Coding of the Empowerment and Human Capital Category
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Table 11: oding Structure of the Value-Creating Roles Category
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Figure 9: Coding of the Value-Creating Roles Category
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Tablel2: Coding Structure of the Participatory Governance Category
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Figure 10: Coding of the category of participatory governance
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Tablel3: Coding Structure of Psycho-Social Relationships
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Figure 11: Coding of the Psycho-Social Relationships Category
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Tablel4: Coding Structure of Interactive and Ecological Environments
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Figure 12: Coding of the Interactive and Ecological Environments Category
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Tablel5: Coding Structure of Credibility Management and Development of Strategic Capabilities
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Figure 13: Coding of the Credibility Management and Development of Strategic Capabilities Category
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Tablel6: Measures taken to assess research quality
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