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Abstract 
While topic of co-creation of value has been extensively discussed amongst academics as one of the central concepts in a modern service economy, little attention has been given to what it means in practice. While it is generally agreed that the co-creation of value involves collaborations between buyers, sellers and a network of other stakeholders, there is a lack of understanding about the nature of these collaborations. Drawing on the initial discussion by Sheth and Uslay (2007), Frow et al (2010) identify 12 potential collaborations. These are the co-conception of idea, co-design, co-production, co-promotion, co-pricing, co-distribution, co-consumption, co-maintenance, co-disposal, co-outsourcing, co-creation of meaning, and co-experiencing. 
This paper reports on a case study of a tertiary education provider. The research examines how each potential co-operative activity provides opportunities for value co-creation. It is recognised that activity (or interaction) can potentially create (or destroy) value. Thus the process of identification can allow network partners to find potential points of investment in value co-creation activities and also to consider the key parties who may become involved in each activity. For example, co-design activities may involve several supply chain members and customers. Identifying the spectrum of co-operative activities highlights the considerable complexity facing managers of the tertiary education provider. A significant issue is the extent to which each of the potential co-operative activities may contributes to the total sum of co-created value and how this might be measured.
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Introduction
While topic of co-creation of value has been extensively discussed amongst academics as one of the central concepts in a modern service economy, little attention has been given to what it means in practice. While it is generally agreed that the co-creation of value involves collaborations between buyers, sellers and a network of other stakeholders, there is a lack of understanding about the nature of these collaborations. Drawing on the initial discussion by Sheth and Uslay (2007), Frow et al (2010) identify 12 potential collaborations. These are the co-conception of idea, co-design, co-production, co-promotion, co-pricing, co-distribution, co-consumption, co-maintenance, co-disposal, co-outsourcing, co-creation of meaning, and co-experiencing. These are summarised in Figure 1.
This paper reports on a case study of a tertiary education provider. The research examines how each potential co-operative activity provides opportunities for value co-creation. It is recognised that activity (or interaction) can potentially create (or destroy) value. Thus the process of identification can allow network partners to find potential points of investment in value co-creation activities and also to consider the key parties who may become involved in each activity. For example, co-design activities may involve several supply chain members and customers. Identifying the spectrum of co-operative activities highlights the considerable complexity facing managers of the tertiary education provider. A significant issue is the extent to which each of the potential co-operative activities may contributes to the total sum of co-created value and how this might be measured.
It begins with a literature review, outlining the current knowledge on value system, business model and co-creation. Followed by presenting the research methodology, the reason for choosing the case study will be described. Next, a description of the company profile with particular evidence links to the 12 potential collaboration activities follows leads to reflection in details on the contribution from this case. Finally, conclusions and recommendations provide a summary of the issues. The model of 12 potential collaboration is proposed, and future research also recommended.


Literature review
Under the Resource-Base View (RBV) (Barney, 1991, 2001; Wernerfelt, 1984), we traditionally thinking that value is grounded in the assumptions and model of an industrial economy. Value is created via a supply chain, suppliers provide inputs, then the company adds value to these inputs before passing them down to customers (Moller, 2006). The simplistic conceptualizations of value creation between buyer and seller need to be replaced by a comprehensive model that describes the interactions of the multiple stakeholders (e.g., Spohrer, Maglio, Bailey & Gruhi, 2007; Spohrer, Vargo, Caswell & Maglio, 2008). From 90s, the stakeholder view in marketing literature has received considerable emphasis. However, it still does not explain how the value been created. 
Vargo and Lusch (2004) posit that marketing is evolving toward a new logic, which they identify as service-dominant (S-D) Logic. The S-D logic has highlighted that value is always co-created with customers (and others) rather than unilaterally created by the firm and then distributed. Value co-creation is considered as a process of collaboration and interaction between producer and consumers operating within a network of stakeholders (Vargo, Lusch & Tanniru, 2009; Laczniak, 2006; Cova & Salle, 2008). The evolution of value creation, from value creation by the manufacturing firm to value co-creation in a network, necessitates a corresponding change in the concepts used to depict and manage value creation (Nenonen & Storbacka, 2010). Zott and Amit (2008) suggest that business models represent a broader conceptualization of value co-creation that captures this change. 
Methodology
The case study is a research strategy which focuses on understanding the dynamics present within the single settings (Eisenhardt, 1989). Case studies are a valuable way of looking at the world around us, and asking how or why questions (Yin, 1994). A holistic single case design will be focused for this paper.The purpose of this paper is to examine whether the 12 collaboration activities involved at Raffles. What is the meaning of the 12 collaboration activities from practitioner point of view?

 For this research, the author acted as the participant observer. He has been working with Raffles Auckland since 2006. He started his career with Raffles as a contract lecturer, and then be promoted to the Academic Director in 2008. As one of the key staff members of Raffles Auckland, he has participated in the daily operations. Due to his special role, he has chance to know the people he is studying by interacting with them and participating openly in the organisation.  That means the author can put himself in the shoes of the people he is studying in an attempt to experience the way how they conduct business.

Participant observation settings included Students, Student Service Department, Sales & Marketing Department, Academic Department, Finance Department,  IT Department and Senior Management Committee. Documents included reports/minutes from varies departments, student course handbook, organisational structure, quality management system, business investment plan. Data collected based on the author’s observation will be used for an in-depth understanding of the collaborative activities from the practitioner point of view.

Case Description
Raffles College of Design & Commerce, Auckland is registered as a private education provider by the New Zealand Qualification Authority (NZQA) under the provision of the Education Act 1989. Raffles Auckland is wholly owned by Raffles Education Corporation, a public listed company in Singapore. Raffles Education Corp. owns and operates a network of design and business institutions in the Asia Pacific region. They currently have more than 33 colleges worldwide.  Raffles College of Design & Commerce has been in New Zealand market since 2006. There are 14 full time and 16 part time staff members. They are offering Graphic Design, Digital Animation, Digital Photography, Business, Computing and Early Childhood programmes from Level 4 Certificate to Level 7 Diploma. There are around 180 students including 65 percent of the local New Zealand students, and 35 percent of the international students. The average class size is around 15 students. Students chose Raffles Auckland for varies reasons: a) gain more practical skills; b) prepare for university entry; c) achieve personal goal/hobbit. Raffles Auckland is considered as a teaching based institute. The weekly contact hours are around 20. Students and lecturers can interact on a daily basis. The mission statement of Raffles Auckland is: “we are committed to provide quality education through our network of institutions in the Asia Pacific region to develop industry-relevant skilled professionals”.
Findings
The findings of the study are presented below:
1. Co-conception of ideas
Paun and Richard (2009) states that co-conception of ideas is evident, especially in complex innovations, such as those within the aerospace and process industries. Networks of resource collaborators include government, financers, technology suppliers, manufacturers, professional advisors and customers. Knowledge about customers’ needs and wants may become explicit conceptual knowledge shared by an organisation and their customers through sharing knowledge. With the emergence of online communities for instance, face book, twitter etc, the opportunities for customers to collaborate with one another and with companies have increased enormously (Samuel & Spalanzani, 2008). Co-conception of ideas involves collaborative innovation, often including a range of customers, suppliers and partners. This may occur formally and/or informally with brainstorming meetings, focus groups, discussion platform during usage.
Through research on Raffles Auckland, the conception of ideas can be understood as “organisation and customers can co-create ideas via the process of sharing information/knowledge/experience with their customers and stakeholders. This process involves three stages: prior engagement, during engagement and post engagement. The engagement could be between customer with customers, customers with other stakeholders, organisation with customers, and organisation with their stakeholders”. For example, Raffles Auckland conducts their Local Advisory Committee (LAC) meeting at least twice a year. The LAC is established for each programme at Raffles Auckland.  It can help Raffles Auckland to co-conception ideas with their LAC members.  See Figure 2 Co-conception of Ideas Activities at Raffles Auckland Example.
2. Co-design	
Co-design can include customers, suppliers and customer to customer collaboration (Berger & Piller, 2003). Co-design is understood by Churchman (1968) as one tries to include people with different perspectives related to the design in the process. Co-design is a development of systems thinking, by “begins when first you view the world through the eyes of other (Churchman, 1968)”. 
The term “co-design” has been widely used in product, computer, and architecture industries. Companies such as Nike and Adidas both offer platforms for customers to create their own shoe designs as well as sharing ideas on how to improve Nike and Adidas’ products. Today, the social media has offered great opportunities to bring product/service users and non-users together to share their experiences. For example, Raffles Auckland not only collaborates on programme design ideas with their LAC, but also with their stakeholders. See Figure 3 Co-design Activities at Raffles Auckland.
3. Co-production
Co-production represents a central construct in service literature (Zeithaml et al., 2006). It typically occurs between customer and enterprise (Norman & Ramirez, 1993; Edvardsson, Enquist & Hay, 2006). Business dictionary defines Co-production as “distributed-production arrangement in which different firms (often located in different countries) produce different parts of the same end product. Engines, fuselage, tail-section, and wings of the Airbus, for example, are coproduced in different countries of the European Union.” The construct of Co-production has received more attentions from Academic scholars. There are varies topics about co-production such as: Service as value Co-production; Psychological implications of customer participation in Co-production; Service Co-production and value co-creation; The intersection roles of consumer and producer: a critical perspective on-co-production, co-creation and Prosumption, and so on. Co-production involves collaboration in physical making of a product or service. Viewing co-producing customers as ‘part-time employees’ can assist management in developing appropriate processes including rewarding, recognising, training and developing customers’ collaborative activities (Bitner et al., 1997). For example, a student at Raffles Auckland can co-produce the education experience only when he or she participated in the teaching and learning process. See Figure 4 Co-production Activities at Raffles Auckland.
4. Co-promotion
Co-promotion includes word of mouth activities by customers and other collaborators who collaborate and create their own promotional messages. It can involve the collaboration of customers, suppliers,  employees and other partners, who share their knowledge of product experience. Co-promotion may occur with or without involvement of the enterprise (McAlexander, Schouten & Koenig, 2002). Co-promotion combines the imagery producing powers of two or more actors to create outstanding and motivating signs (Palupski & Bohmann, 1996). Co-promotional activities occur very often among organisations in today’s business practices, such as sports event co-promote with other major sponsors. Co-promotion between company and customer occurs when the company provides a process for customer engagement in promotion for example by providing students with the opportunity to participate in Annual Art Exhibition at Raffles Auckland. See Figure 5 Co-promotion Activities at Raffles Auckland.
5. Co-pricing
Co-pricing is evident in on-line auctions, such as eBay, where customers’ bidding activities determine the final price of goods. In this market space, buyers and sellers collaborate to determine the price. eBay provides the platform for customer involvement and co-created prices are transparent to all stakeholders. A price that is agreed on one transaction may influence price co-created on other related transactions (Mascarenhas, Kesavan & Bernacchi, 2004). Co-pricing involves collaborations that determine the price of goods and may include interactions between firm to customer and customer to customer as well as other stakeholders. Co-pricing occurs when pricing decisions are agreed collaboratively and are based on shared knowledge. At Raffles Auckland, students are not directly involved in the pricing process. However, students might have indirect influence over the pricing decision. See Figure 6 Co-pricing Activities at Raffles Auckland. 
6. Co-distribution
Firms can enter into cooperative distribution strategies (co-distribution) with partners, in order to facilitate product or service distribution intensity and extensiveness geographically as well as for cost reductions. Co-distribution exists in forms of cooperative transportation, warehousing, inventory control, access distribution channels, sharing information, internet strategies and sales office etc (Dickinson and Ramaseshan, 2004). Co-distribution involves collaborations that result in the configuration of distribution strategies, including tangible and intangible assets. Raffles Auckland employs an “everyone knows everyone” strategy, meaning that most of the staff members know every single student in the institute.  This allows the institute to work very closely with the students, such as marking down attendance and finding out the reasons if students didn’t attend to certain classes, and counselling services will be provided if necessary.  By doing this, Raffles Auckland is able to co-create the services with the students and maximize the students’ satisfaction. The close relationship between students and staff member of Raffles, it will help Raffles to create positive word-of-mouth. See Figure 7 Co-distribution Activities at Raffles Auckland.
7. Co-consumption
Co-consumption may occur when consumers’ joint participation creates a consumption experience that differs to an individual consumption experience. Co-consumption involves collaboration during usage, when join consumption of limited resources created an ‘episode’ that differs from individual consumption.  For example, in the management education industry, students share resources including the knowledge of participants and lecturers; co-consumption will impact the knowledge that is shared between students, impacting the value experienced by each student (Antonacopoulou, 2009). Raffles Auckland provides education to their students by employing professional teachers and people from the working field, this whole learning journey is considered as a value creating process.  By providing classes, personal contact and a variety of international dependences, Raffles Auckland offers the opportunities for students to co-create value by participating in the learning process, emphasising the co-creation of value. The fact that the dynamic nature of education services as activities, deeds, performance and experiences requires simultaneous production and consumption (Edvardsson et al. 2005). 
Co-consumption arises when the customer consumes a service in coordination and cooperation with, or even at the mere presence of, other customers. Customers affect one another directly through specific interpersonal interactions, as well as indirectly by becoming part of the service environment (Baker 1987; Bitner 1992; Martin 1996; Martin and Pranter 1989; Pranter and Martin 1991). See Figure 8 Co-consumption Activities at Raffles Auckland. 
8. Co-maintenance
Co-maintenance occurs when supplier and other stakeholders work together to maintain the product (Payne, Storbacka, Frow & Knox, 2009). Both parties involved in the co-maintenance process are required to share their knowledge and communication. It often refers to the goods dominant logic. Even though, it is still lack of understanding what co-maintenance really means.  Co-maintenance involves the company, customers and other resource integrators who collaborate in the up-keep of a product or service. Service is the application of competences (knowledge and skills) by one entity for the benefit of another (Vargo & Lusch, 2004, 2006). However, to provide quality of services, it will require organisations to co-maintenance their properties with their customers and or stakeholders. Firms recognise that encouraging co-maintenance can enhance product usage experience.
Raffles Auckland is a solution provider rather than a benefit provider.  It certainly benefits the students by offering them a course to study, but more to that is, giving a solution and helping them to find themselves a place in the society.  For photography students, Raffles Auckland provides students with Photography Studio and advanced equipment for them to use and practice their skills.  See Figure 9 Co-maintenance Activities at Raffles Auckland. 
9. Co-disposal
Co-disposal involves customer (or another stakeholder) taking responsibility for disposal of goods with the supplier helping in this process. Co-disposal is common in fast food outlets, where the customer takes responsibilities for disposing of unwanted food. Recycling of printer toners encourages customers to co-create value with suppliers (Elliot, 2007). Co-disposal involves collaboration in the disposal of a product after use. Although this may involve the focal firm and customers, other resource integrators within the supply chain may be involved. Raffles Auckland as a service provider, they don’t offer any physical products to their students. They solely provide education service by using some physical equipment/resources.  The terminology “Co-disposal” seems irrelevant for a service provider. At Raffles Auckland, students didn’t have physical products to dispose. 
10. Co-outsourcing
Co-outsourcing describes the practice of a supplier determining which activities should be outsourced to other suppliers. This practice is common in business systems where co-outsourcing encourages innovation and new supplier relationships add to the pool of knowledge and technological resources (Spohrer et al., 2008). Co-outsourcing involves two or more resource integrators who collaborate in their outsourcing decisions. Collaboration involves identifying a common problem and finding a mutually beneficial outsourced solution. It can involve customer to customer, suppliers, and the focal firm.
Customised textbook will be a very good example to demonstrate how Raffles co-create value with their stakeholders by employing co-outsourcing. Due to the small number of students with Raffles Auckland, it is very difficult to get certain customised textbooks. Lecturers have raised concerns with management. To solve this issue, Raffles has planned to co-outsource their textbook by group the students from different colleges. See Figure 10 Co-outsourcing Activities at Raffles Auckland.
11. Co-meaning Creation
Co-meaning creation describes the exchange and use of meanings in creating value. McCracken (1986) in the “Cultural Meaning” production system suggests that the consumption meanings are co-created by consumers and marketers through a give and take of meanings regarding advertising, product design, and names. Penaloza and Venkatesh(2006) suggest that similar products are distinguished from each other by the image and symbolism built into them. Branding and advertising are important in conveying image, and meaning is co-created between consumers, suppliers and influencers. Unlike the goods-dominant logic, the company does not just try to tell their consumers about the meaning/function of their products or service, they work with their consumers to co-create meaning for their products. Co-creating meaning involves a dialogue between actors who share knowledge of their experience and create new meaning (Schouten and McAlexander, 1995). See Figure 11 Co-meaning Creation Activities at Raffles Auckland. 
12. Co-experience
Co-experiencing involves collaborators contributing their own resources to a shared experience (Prahalad & Ramaswamy, 2004). Early work on co-creation by Arnould and Price (1991) considers white water rafting, illustrating how participants and the tour leader together co-create the entire adventure experience. Battarbee (2004) defines co-experiencing as the process of learning, maintaining and modifying meaning in social interaction. Without interaction with other people there is little reason to seek meaning in experience. Experiences come truly alive in social interaction. The action of co-experience is creative and collaborative.  Co-experiencing involves actors integrating their resources to create an entirely new experience. For example, the emotional enjoyment and social norms may be significantly different when co-experienced than when experienced individually.
 The “product” that Raffles provides is an educative system. However, in order for students to receive this product properly, learning is essential, as it is an interaction process between students and teachers.  This interaction creates the basis for value co-creation and it is at the crux in this service-driven environment.  Teachers and students are involved in the whole learning process at Raffles Auckland. Both parties interact with each other; they share their knowledge, culture, and experience. Through the co-experience process, it will enhance students learning, and also lecturers’ teaching. So the co-experiencing can be defined as “the process of learning, sharing and exchanging knowledge, culture and experience between organisation and their customers and stakeholders”. See Figure 12 Co-experiencing Activities at Raffles Auckland.
Limitations and future research
This research has provided some relevant and interesting insights to the understanding of how co-operative activity provides opportunities for value co-creation. It is important to recognise limitations associated with this study. First, the author investigated only one educational organisation, it is rather tenuous to make generalisation based on the observation from a single organisation.  For the results to be more generalizable, further replication studies are required in other education organisations.  Second, the information used for this research only based on the author’s observation and information provided by staff members. Students and other stakeholders should be involved in the future research process. It will help to capture the full picture of the meaning of co-creation. Finally, future research may also focus on how to measure the value created by the 12 collaborative activities.
Conclusion
The case company’s innovative service activity provides the basic understanding of what co-creation means in a business context. The effective business model and value system can enhance company’s value co-creation. The research examines how each potential co-operative activity provides opportunities for value co-creation. It is recognised that activity (or interaction) can potentially create (or destroy) value. Thus the process of identification can allow network partners to find potential points of investment in value co-creation activities and also to consider the key parties who may become involved in each activity. 
Managers from tertiary sector must understand their business model and value system in order to co-create value with their stakeholders. To identify partners to find potential points of investment in value co-creation activities and managers must consider the key parties who may become involved in each activity. To be truly service centric, firms need to strengthen the effectiveness of their customers and/or stakeholders as collaborative partners to co-create value (Vargo and Lusch 2004).  Effective collaborative activities can increase the likelihood of product or service success and customer/stakeholder satisfaction and can present a competitive advantage for firms. This research has provided some meaningful contribution to academic scholars and practitioners. It includes 1) provides some practical meaning of the 12 collaborative activities for organisation, the findings will enhance academia to conduct further research in the future, it also recognise the contribution from practitioner; 2) value co-creation not only happens between organisation and customers, also includes stakeholders as well.
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Appendices
Figure 1: Collaborations that Underpin the Co-Creation of Value


Figure 2 Co-conception of Ideas Activities at Raffles Auckland 
	Collaborators
	Resources
	Shared Experience

	The LAC members include lecturers, 
current students, 
graduates, 
industry people 
and management from Raffles 
	Raffles work closely with their Local Advisory Members (LAC). 
	Each LAC meets twice a year to discuss the issues such as the relevance of the programme to industry standard; any problem arised during the programme delivering; any good practices and areas for improvement and so on.




Figure 3 Co-design Activities at Raffles Auckland.
	Collaborators
	Resources
	Shared Experience

	The Stakeholders include lecturers, 
current students, 
graduates, 
industry people 
and management from Raffles
	Raffles Auckland work closely with their 
Stakeholders for new programme development
	New programme development
-get feedback from industry about the current and future industry demand
-get feedback from graduates about their future plan, how Raffles can help
-get management support
-get feedback from current students about new programme development
-get feedback from current staff member



Figure 4 Co-production Activities at Raffles Auckland
	Collaborators
	Resources
	Shared Experience

	Lecturers
Students
	Raffles implemented everyone knows everyone policy, particularly in classroom, they conduct lecture by small class, lecturer and students can interact with each other during every session
	Students and lecturer can have opportunity to build close relationship. Students can learn from their lecturers and at the mean time, lecturers can learn from students, in terms of how to enhance their future teaching methodologies.



Figure 5 Co-promotion Activities at Raffles Auckland.
	Collaborators
	Resources
	Shared Experience

	Students
Raffles Auckland
	Raffles Auckland helps their visual arts students to host their annual exhibition. They can Co-promote with each party. 

	Raffles help their visual art students to host their annual exhibition. Through the exhibition, 
-- Students get chance to promote their artwork and their personal profile. 
--it helps to promote the institute. It helps to generate word of mouth, could be positive or negative. It will depend on the quality of students’ artwork. If students can produce high quality artwork, it will help to build up the positive image of the institute. Otherwise, it might destroy the reputation of the institute.



Figure 6 Co-pricing Activities at Raffles Auckland.

	Collaborators
	Resources
	Shared Experience

	Students
Students’ family
Raffles Auckland
	Raffles Auckland might consider to involve students in determining their course fee in the future
	Students must be willing to pay for the price which set by Raffles Auckland; otherwise it will be harder for Raffles to sell their programmes. Even though, Raffles Auckland doesn’t involve students in their pricing process,  the Sales & Marketing department could make their pricing decisions based on students’ feedback plus other relevant information from the market (economic situation, competitive information, industry demand for the course etc). This will help them to set up their price with market expectation.



Figure 7 Co-distribution Activities at Raffles Auckland
	Collaborators 
	Resources
	Shared Experience

	Students
Sales & Marketing Department
Student Service Department
Academic Department
Agents
Prospective Students
	Word-of-mouth
Information about Raffles

	At Raffles Auckland, a lecturer knows each student very well. Due to the high contact hours, students can interact with their lecturer on a daily basis. The positive output will help to create positive word-of-mouth. For international students, most of them would like to recommend Raffles Auckland to their friends back home. It can help Raffles to attract more students in the long run.



Figure 8 Co-consumption Activities at Raffles Auckland
	Collaborators
	Resources
	Shared Experience

	Students
Lecturers

	Art Work
Knowledge/skills 

	Only students come and participate in the classroom discussion, they can really consume the education experience at Raffles Auckland. Lecturers share their knowledge and skills with students, at the mean time students can share their experience and knowledge to the class. Through the discussion process, students and lecturer get chance to learn from each other.



Figure 9 Co-maintenance Activities at Raffles Auckland
	Collaborators
	Resources
	Shared Experience

	Students
Lecturers
Photography Technician

	Photography Studio
Digital Camera
Lighting equipment
	To use photography studio, students are required to work closely with their lecturers and photography technician, in order to maintain all the equipment in good condition. They are required to report any breakage if there are any. 



Figure 10 Co-outsourcing Activities at Raffles Auckland
	Collaborators
	Resources
	Shared Experience

	Raffles Auckland
Raffles Education Corp (Head office)
Publisher

	Raffles Auckland have planned to work with selected publishers to produce the customised textbooks in the future
	The Raffles Education Corp first collect orders from each Raffles college, then work closely with publisher. The publisher will develop the customised textbooks for each Raffles college and will be responsible for distributing  them as well.




Figure 11 Co-meaning Creation Activities at Raffles Auckland
	Collaborators
	Resources
	Shared Experience

	Lecturers from Photography Department 
Photography students
	Learning environment
Studio Shooting

	Students participated in the photography shooting process; it will help them to understand the meaning of Photography programme offered by Raffles, the quality of delivery and so on.  



Figure 12 Co-experiencing Activities at Raffles Auckland
	Collaborators 
	Resources
	Shared Experience

	Students
Lecturers

	Knowledge
Experience
Culture

	A lecturer shares his/her knowledge with students, at the mean time; students also share their idea/understaining/knowledge with the lecturer. Both parties are learning from each other through the co-experiencing process.
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Concepts  Contributions   and Sources   

Co - conception of idea    How  knowledge sharing   between two or more parties creates  additional value; individual knowledge versus  organizational  knowledge;  customer and supplier sharing;  knowledge sharing  within network etc. e.g. Lazaric and Thomas (2006);  Product  Service System literature e.g. Mar r, Schluma and Neely ( 2004)   

Co - design  Product innovation and new product development  literature e.g.  Berger and Piller (2003);  Anderson (1995)  

Co - production  Customer participation in the production of goods e.g.  Bendapupudi and Leone (2003); How busin ess nets contribute  to co - creation process.  e.g.;  Moller and Svahni (2003);  

Co - promotion  Brand community literature e.g. Muiz and O’Guinn;   McAlexander et al (2002).  Marketing strategy literature e.g.  Park, Mezias and Song (2004)  

Co -   pricing  Economics   literature;  some authors have discussed it within  knowledge sharing e.g. Forsstr ö m (2005)  

Co - distribution  Supply chain management and logistics and value chain  literature, e.g. Flint and Mentzer (2006);  Forsstr ö m (2005)    

Co - consumption  Consumer  behaviour literature;  value network  literature e.g.  Edvardsson, Gustafsso and Roos (2005);  resource integration  theory e.g. Baron and Harris  (2008)  

Co - maintenance  Links with supply chain literature   

Co - disposal  Sustainability literature;  ethics and  values literature;  e.g.  Laszio (2003); Lindgreen and Wynstra  (2005);  social capital   e.g. Svendsen and Svendsen (2004)  

Co - outsourcing  Service system literature e.g. Maglio and Spohrer (2008)   

Co - creation of meaning  How is meaning related to value? e.g    Penaloza and Venkatesh  (2006)  

Co - experiencing  Building on the customer experience literature e.g. Prahalad and  Ramaswamy (2004).  
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