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ABSTRACT 
 
The target of the potential customers is always depending on the service or value of the product. CVP generates novel approaches to 
full fill the value of the product. The Stake holders and experts always search for a collaborative development value. Co-creation 
facilitates connection between the Experts and stake holders.  
Co-creation is a form of collaborative innovation: ideas are shared and improved together, rather than kept to oneself. In this study, 
customer value propositions (CVP) are seen as a communication tool and the core of the company’s marketing communication and 
sales message. The persistence of this paper is to encapsulate and classify extant research and to better understand the past, present, 
and future state of the theory of value Co-creation with CVP.  
This paper explains the customer value proposition and co-creation that how different brands like Unilever, Ikea, DeWalt  Lego, 
Heineken, DHL, BMW  using co-creation for customer-driven solutions to complex problems and concludes with the paramount co-
creation efforts are targeted,  precise, Effective co-creation takes trust and transparency. Co-creation can do higher than just shape new 
products. A Good co-creation requires stimulus from participants, Co-creation can build confidence and community. 
 
Key words: Customer value proposition, Co-creation, Collaborative innovation,  Stake holders. 
 
INTRODUCTION 
 
Customer value 
Customer value is the perception of what a product or service is worth to a customer versus the possible alternatives. Worth means 
whether the customer feels that he or she received benefits and services over what was paid.That can be broken down to a simple 
equation: CustomerValue = Benefits – Cost (CV=B-C) 
It can’t be so linear as to focus only on price because customers spend a lot more than just their cash when investing in products or 
services. You have to consider what they pay in time, effort, convenience, energy and so forth 
Customer value proposition 
 
A Customer Value Proposition (CVP) is a assurance of potential value that an organisation delivers to its customers and stimulates 
customer engagement. 

 
Functional value: concerned with the extend to which a product ( goods or services) hasdesired characteristics is useful or performs 
desired functions 
Hedonic value: concerned with the extent to which a products creates appropriate experiences,feeling and emotions for the customer. 
Expressive value: concerned with the extend to which customer attach or associatepsychological meaning to a product. 
Sacrifices value: minimise the cost and their scarifies that may be involved in the purchase,ownership and use of product 
End value: in the end value the above mention categories are represented. What image doesthe product/ services convey? Health, 
prosperity, youth, independence etc. Moreover, it is very important to take customers very seriously. And excellent services, a clear 
explanation and an airtight guarantee are factors that will contribute to high levels of customers satisfaction. In turn this will lead to 
the end values of a product/ services  
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OBJECTIVES 
 What is cocreation 
 How customers getting value by cocreation 
 Different case studies of cocreation 
 How cocreation can be done 

 
CO-CREATION 
We define co-creation as the collaborative development of new value (concepts, solutions, products and services) together with 
experts and/or stakeholders (such as customers, suppliers etc.). Co-creation is a form of collaborative innovation: ideas are shared and 
improved together, rather than kept to oneself.When a company co-creates, it brings aboard third-party individuals as advisers. That 
group could be made up of consumers, vendors, designers, suppliers, marketers, retailers and assorted experts in your field. 
Over the past decade or so an enormous amount of knowledge has become accessible, changing traditional business processes and the 
way companies innovate. Also, educated consumers have become more involved with the products they buy. On top of that, the ‘1% 
Rule’ is now emerging: it is found that 1% of people in any community generate the majority of the creative output in that group. 
Many co-creation initiatives have been launched to deal with this changing world and some have been successful for some time. For 
most companies though, it still is a pretty new topic to deal with. 
 Opening up and co-creating can be scary: most companies hesitate to share ideas and strategies with people that are not on their 
payroll. Quite a natural reaction, but in the end it’s the results that count: new products, new profit pools, new ways of thinking, new 
energy benefit from sharing perspectives and collaborating. 
Unfortunately though, co-creation is not a silver bullet. There is simply no such thing as a fail proof innovation process: there’s no 
guarantee that ideas will succeed. Chances are very small you’ll get a 1 Billion Dollar Idea in one day (a start perhaps…). What you 
will always get out of it though, are great meetings of minds, fresh perspectives on business and inspiring ideas that will guide you in 
the right direction. 

 
REVIEW OF LITERATURE 
 
Customer value proposition may be seen as a critical tool for communicating value, and it is often described as an encapsulation of 
what the company believes its customers value the most and what it is able to deliver in the way that gives them the competitive 
advantage. Recently, customer value propositions have also received some attention also in IMP community (e.g. Patala et al., 2012; 
Cantu et al., 2008). Nevertheless, there is still surprisingly little research on customer value propositions (Ballantyne et al., 2011; 
Frow & Payne, 2008). 
 
Co-creation, which is developing as a new paradigm in the management literature, allows companies and customers to create value 
through interaction. Since the early 2000s, co-creation has spread swiftly through theoretical essays and empirical analyses, 
challenging some of the most important pillars of capitalist economies. In these economies, value is usually determined before a 
market exchange takes place (Prahalad and Ramaswamy, 2000, 2004a, b; Vargo and Lusch, 2004). From the co- creation perspective, 
suppliers and customers are, conversely, no longer on opposite sides, but interact with each other for the development of new business 
opportunities 
 
Co-creation can also be regarded from consumer studies’ cultural perspective: authors such as Holbrook and O’Shaughnessy (1988), 
as well as Belk et al. (1989), show that consumption is as a highly symbolic and cultural activity in which consumers give products 
and services subjective meanings. In this sense, consumers and companies are responsible for creating the value of the goods and the 
services available on the market: The symbolic and cultural meanings that consumers co-create are the very reason for their 
attractiveness (Arnould and Thompson, 2005). Recently, consumer culture theory (CCT) scholars began to actively participate in the 
debate on co-creation (Arnould, 2005; Pen˜aloza and Venkatesh, 2006), seeking recognition for this theoretical perspective’s 
importance regarding gaining a better understanding of co-creation in the consumption field. 
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Finally, involving customers in the value creation process may be seen as a form of exploitation if the “working consumers” are not 
adequately compensated (Cova and Dalli, 2009). At the same time, considering, and employing customers as partners have been 
criticized as a way to manipulate them (Zwick et al., 2008; Bonsu and Darmody, 2008)[1]. 
 
value co-creation arises when both the supplier and the customer engage in an interdependent relationship. Each party con- tributes 
resources which are unique and complementary to value creation. Without cooperation by both parties, it is not possible to create 
value. 
 
CASESTUDIES  
1 Unilever 
Unilever is one of the world’s largest consumer goods companies, owning over 400 well-recognized brands, including Dove, Lipton, 
Best Foods, and many more.With operations in 190 countries and products used by over 2.5 billion people on a daily basis, Unilever 
has a massive pool of customers from which to source ideas and solutions to product development questions. 
To put this resource to use, Unilever actively looks to its customer base for product solutions, asking startups, academics, designers 
and customers for ideas and suggestions.Through its OpenInnovation platform, launched in 2010, Unilever presents specific 
challenges to the public, encouraging individuals to submit responses for potential adoption by the company. 
These include topics like intelligent product packaging, oil oxidation technology, freezing and cooling systems, and other areas. If a 
suggestion is successful, the submitter can be offered a commercial contract for their solution, as well as professional recognition.The 
global response to the Unilever platform has been strong, with the company receiving over 1,000 proposals in the first half of 2012 
alone. This approach has also helped develop a more open culture: now, over 60% of Unilever’sresearch projects involve external 
collaboration. 
Unilever’s approach to co-creation reflects the value of open innovation and shows the potential uses of crowdsourcing to solve 
problems – even complex problems requiring technical knowledge and expertise. 
2. IKEA 
In early 2018, Swedish furniture and home goods retailer IKEA launched ‘Co-Create IKEA’, a digital platform encouraging customers 
and fans to develop new products. 
IKEA’s co-creation platform focuses on four specific areas: 
 

• Asking customers for product idea suggestions 
• Running IKEA Bootcamps to work with entrepreneurs 
• Collaborating with university students on product solutions 
• Connecting with innovation labs around the world 

 
If a suggestion for furniture or product design is successful, IKEA may license the technology or agree to invest in future products. 
For designers and technically talented fans, this creates a strong incentive: to gain exposure through the world’s largest furniture 
retailer.This approach has led to many thousands of customer suggestions, including variations on basic furniture designs like this 
one. 
3. DeWalt 
DeWalt, one of the world’s leading manufacturers of power tools, has a well-established customer base. In 2015, DeWalt established 
an Insight Community for its customers to contribute product development ideas.Since its establishment, DeWalt’s Insight 
Community has grown to include more than 12,000 users, including 8,000 professional tradespeople, and 4,000 home users. This 
diverse group of contributors ensures DeWalt receives a helpful range of product suggestions.With this platform, DeWalt engages 
customers in the product development cycle, testing packaging and design, as well as website usability. The Insight Community helps 
create improvements to DeWalt’s products, such as a new range of cordless hammer drills. 
Ward Smith, the Group Product Manager at DeWalt, recognizes how crucial this kind of open innovation is in today’s world. 
“Competition is fierce,” he says. “Everyone’s trying to launch more tools, faster. You need a fast and accurate way to be more 
reactive in the marketplace”. 
This commitment to open innovation hasn’t just been entertaining for customers – it’s also meant big savings for DeWalt. In fact, 
estimates suggest the company has saved almost $6 million in researchcosts due to its Insight Community. 
4. Lego 
Of all the examples in this list, no other company better illustrates the power of customer co-creation than LEGO.LEGO has always 
had a reputation for creativity. However, the company’s commitment to innovation helped rescue the brand from a challenging 
financial situation in the early 2000s, the result of brand dilution, over-extended product lines, and excessive growth. 
In return for contributing a winning idea, the creator can give final approval for the end product, be recognized on all packaging and 
marketing, and even earn a percentage of product sales. This innovative approach helped drive the launch of 23 dedicated LEGO Ideas 
sets, which have proven very popular with LEGO fans. Not only that, but the commitment to co-creation has helped lift revenue, 
saving this beloved company from dire straits.  
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LEGO’s embrace of customer co-creation shows how this kind of collaboration can help create new communities of fans around the 
world. The LEGO Ideas initiative has also driven a lot of media coverage and has strengthened customer loyalty. 
5. Heineken 
Beer giant Heineken is an immensely popular global brand, with global revenue of almost €27 billion in 2018. Despite its size, 
Heineken is a company that recognizes the value of customer collaboration at the local level.In 2012, Heineken invited a group of 
customer stakeholders to participate in what is called ‘Heineken Open Design Explorations Edition 1: The Club’. 
With this initiative, emerging designers from a diverse range of backgrounds were tasked with developing a new and innovative club 
concept. Nineteen designers used an online creative hub to share ideas with thousands of Heineken fans. The end result was the 
Heineken Concept Club, unveiled during Milan Design Week in 2012. Thousands of Design Week attendees visited the installation to 
interact with the crowdsourced layout, and the event attracted a lot of industry and media attention. 
This example demonstrates how a customer co-creation can help attract fresh media attention for established global brands, even well-
known brands like Heineken. Even better, the funds required for such an exercise are likely lower than traditional marketing or 
advertising costs. 
6. DHL 
DHL, the world’s largest courier, is a great example of how customer co-creation can be successfully applied to service industries, not 
simply to the manufacture of products. 
Over the past decade, DHL has hosted workshops with customers in Germany and Singapore in an effort to find creative solutions and 
improve client experience. The company has now formalized these workshops into DHL Innovation Centers. At these Innovation 
Centers, customers are invited to talk to DHL employees and brainstorm new initiatives to help company performance. One of the 
great ideas to come out of these sessions was the ‘Parcelopter’, a drone used for deliveries over challenging terrains. 
This approach to customer co-creation proved to be fruitful: as of early 2017, DHL had held over 6,000co-creation sessions with 
customers. In 2018, DHL extended its network of showcase centers in North America, opening its third Innovation Center in Chicago. 
DHL’s co-creation efforts have also helped customer satisfaction scores to rise over 80%, generating  
higher client retention as a result. Crowd sourced technologies have also helped DHL dramatically reduce the delivery time for some 
items. 
This example shows us that co-creation is never out of reach, even for the world’s largest companies. Even though DHL employs over 
490,000 people around the world and produces $57 billion U.S. dollars in annual revenue, the company still looks for inventive new 
solutions. 
7. BMW 
In 2010, BMW announced its first-ever open innovation contest: ‘Tomorrow’s Urban Mobility Services’. Launched within BMW’s 
Co-Creation Lab, the contest was an opportunity for fans and customers to share their product ideas and opinions with BMW. 
This contest gave consumers the opportunity to get intimately involved in the design process from start to finish and created a real 
incentive for die-hard fans to contribute their ideas. 
The contest resulted in 497 users publishing over 300 distinct ideas, which were then evaluated by over 1,000 judges and assessors 
around the world. The winner of the contest was Venugopal Panicker, with his ‘Pick Me Up Please’ concept, a connected mobility 
system for pedestrians. 
Following this initial contest, BMW has continued to host further innovation contests, helping to drive fan and industry interest in 
crowdsourced innovations for things like interior features of its compact class vehicles.As   this example shows, even luxury brands 
with huge levels of name recognition can embrace co-creation, inviting customer-driven solutions to complex problems. 
 
CONCLUSION 
 
1. The best co-creation efforts are targeted and specific 
As the examples of General Mills and DeWalt show, asking customers the simple question of “what would you like to see more of?” 
can result in some great ideas. 
However, posing a specific challenge can result in even better solutions. A targeted approach also involves less time for the company 
in filtering through customer submissions. 
For example, take a look at Unilever’s approach. 
By asking people for specific solutions to technical problems, the company is more likely to receive feasible suggestions from those 
with the skills and expertise to know what’s going to work. 
Before launching a co-creation initiative, companies should have a detailed idea of who their ideal participants are and should spend 
time doing their own thinking about the problem. 
2. Effective co-creation takes trust and transparency 
Today’s customers are better informed than ever before. This raises the stakes for companies embarking on co-creation exercises, as 
tech-savvy consumers will see through any attempt to manipulate or exploit the process of customer collaboration. 
When a company embarks on an effort at customer co-creation, it should do so transparently, and in a way that builds and maintains 
trust with customers. BMW’s approach is a great example. The company is upfront about its innovation process from start to finish 
and outlines in clear detail the commercial reality of having a product design idea selected, helping to create trust with participants. 
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3. Co-creation can do more than just shape new products 
 
There are plenty of examples of co-creation helping companies to shape new lines of products, such as DeWalt’s cordless hammer 
drills or Anheuser-Busch’s Black Crown beer. However, co-creation can also lead to innovations that go beyond single products. 
 
Look at DHL, for example. With input from customers through its Innovation Centers, DHL has made changes to its core delivery 
systems, resulting in meaningful improvements to parcel delivery times. Not only is this more convenient for customers but it also 
saves a lot of money. 
Companies should keep their eyes and ears open when collaborating with customers, and should always be thinking about the wider 
potential applications beyond single product lines. 
4. Good co-creation requires motivation from participants 
 
It doesn’t matter whether you’re asking customers to contribute their ideas for cereal, luxury cars, or power tools: nobody wants to 
give away their great ideas for free. 
 
Creating a clear and strong incentive for participants in co-creation is crucial to getting the best ideas, and is why collaborations from 
the likes of LEGO, BMW, and Unilever have been so successful. Customers want to take a shot at having their ideas recognized. 
 
So, don’t just put out the call for customers and fans to contribute their ideas and suggestions – create a clear and compelling reward 
for doing so. 
5. Co-creation can build confidence and community 
Beyond leading to nifty new products and process improvements, customer co-creation can also do a lot to build confidence in a 
brand, and create a sense of community amongst its fans. 
 
LEGO’s approach is an excellent example here. Granted, the company already had a well-established community of fans, but the 
LEGO Ideas platform has done a lot to build and strengthen this community by offering fun and collaborative design exercises. 
 
When customers are able to connect with brands by participating in product development, they’re more likely to view the brand 
positively and to feel like they’re being listened to. This isn’t just great for building a community of fans – it also contributes to brand 
loyalty. 
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