ORIl s 3T o2 (sl ol 9 Lo il
S 31D 3 )%9) b (pWT Jouxo S

" ozl ) dal MHlitmn Lo yjoues (G guall Lo 3o gase 1l dunags

Ol ecpa 8 e eodhanl 33T o&ils ¢ 958 domls ¢ S8 550 Cu pta 0S¢5 575 (5 mmils )

o ) Ol Ol ¢ gadhanl 33T o8 ils (b Ol g5 oty ¢ S8 550 S a0 S ylsils Y
(J e

Ol a3 oDl 33T ol ¢ g 33 Aoty ¢ GB350 Cu pke 09 bkl ¥

* Email: dr.saeednial@gmail.com DOI: 10.22070/CS. 2023. 17161.1269

o..)._n_.ﬁ___;

Sos—a oI b b ye slanely 5 Ll sy 5 (3500 (usdlans das 5o e giie Slallhe idua
5 QLIS Al slanl (ol e 31 padiiie slagunding ssa g ase 5 ml g o8 Jalo 4 S a8 <
B el 3 55 0 ) ol s gad Gu i BBt jeman cod G, Jelse ol 0 els
Jolse 0 oo la sLSs 5 A5 GBS Galne (slaT a5 ) sael s @l paead ook
oy Cpl 5uauS alan!) BT uas Hu (35 u_’.;s_).ﬂ‘u slaaelsy 5 lanul iy 4 swias &
L ool slambams 5o (330) cudlas slacely 5 Laaul iy olwlid ol e saa
Al o S 53158 85 05 ) saliil

5 Sl b ea i dime Geia slaal& 5 S 3158 (g, ) wie allss (g8 Sy,
BL) C,J.A.a.é.a J:\.‘AS ‘)f.t sady (5)\5‘J)§ ‘sLAbJ‘J Je.l;: ‘)‘:).:‘ u:‘-‘%-“A Sl bJLtu.u | (Y’ ’V) \5“\5‘)‘_.1
a5 135S S 1580 a5

SIS0 sl oF olealiah 4 peiie 1o 5o (S L1380 a3 o SYlEe Gl 3l sat (5l S (slasuls
ans g0 L o ahas lagias 5o (55 uosdTan waly VA 5 IS aas 4 5 4dl3e cia LB o
o853y olaal 51 (B350 (usiTan asede Bl I3ae hiyal Yo Lasdy (ul oo sdle o aus
S Al At

5 el e 5o (Slelsd it b pad i lsie 4 (g oidie (ulali s 3 sags 16 S daail
slaailiog Gl 59 (SIslH8 Gasiia b padld plgie € 95 b gobe fading obad ol sas
5 GSIal eglbal; g siie Jalse it Juo o wli pulin s a0 € ol Bt (3351 S sdTan
o ol sladuas 5o (5,0 uodTan slanl Ladiae) 4 (A SS— s 4 ol s & (osaS

sl

oS53 18 iy daely dadisliny (5T s 33 Q.'.:",ﬂ,m o jlg s

AR

4 I
e

‘slb O B ')
(o= b 3yl

G, pgainila)

Journal of
Business
Strategies

L, s Alie
$AS> '

YYA-YPY amip

a N
VEN/-Y/PY allie il s @

VE-N/-5/19 allio by @
A J

Journal of
Business Strategies
Shahed University
Twenty- Ninth Year

No.19
Spring & Summer
2022

ol 4 i
RV R [
120599 — el 9 o Jlw
H G)M

1Fe) 9200

- /




12 05l 118 0598 / o 9 ot Jlo /1601 DLl 9 slg [adLh olRL10 /| B 53k (s pidly sode 4 4l
Business Strategies/ Journal of Shahed University/ 29th Year/ No.19/ Spring & Summer 2022

LRI

e Sl a lodo s el Glasll o mis b s s el sba 5 s glasll da s A5 B
Sl axw 5 Mo Jos 5 Bl Sloza e slas Sy an 5 0 5L LS 55 o0 Vo plesl 5 Sty sl
diesly S 4 S S L SLIBl (i O men) e SNl ol by slap ik sl 5 b
eledl 5 (S lls lody 2500 Gl (B s @ Lol oo s eds el e Lol S b ity ol o sl 4
Ailgn S 15 bk Sl s o Jasee 55 bap ity an 5 5 Soilaton Glas S v 55 4 3L 5 ool VU
SO A SHlte el a4 (S a0 Gladase 53 3550 Gt (YA LS 5 el sla)
oS 5 sl oS el SIS S 351l b bl sl 3 JSE (o Blen b S ke Gl s ls S
Ly 5 ke Ole SNl o gy BB L | 3B 5 s 13 AST 0L 2is 5 L S xis gla i) et s
a sk Sy onl e st el 1 0L e il 51 i i sl ol slawes I e 3 5 03lg sbr
Slsl a5 ool oS 5 1 KuS Glac i 5 mbie b i 5 S 3 0T )3 45 Wpd o 4B 8 55 (5 s e
S Uia il Gl Al b 53 it sbas Bl bles 0L 2 Osde slayl3k 5o (YN T 5 5 S515) 2,158 e
Ol eles a0l o 3l 4 il o 3 g s LS 3 L 0L e SVl il 3 51 w1555 5300 il an il
Sl SLBTL gt 2t o S| (S Camdiio b 33,1 S L e dealaly LU Ca a5 s LS
L sl 5 DLl gly5) 0L e 3 atig sl opl 4 alaws (TOA Ol Sen VL}’Q‘J’:’*) LS o bl L
Lo 15 st 513 a3l i 3les slacdlad o o5 53 15 0T 015 o 45 ol ool il anm 5 5 (sl a3l (0L
SL 35 8 o 0L i (i1 4 S 2 plaws jladis) LgSa Jbﬂrﬁ (YYY) 0L 5 SV O Sldllas
S o A S Rl OL ke 5 S bl p by Sl Va0l Sn Bl LS e 4SS | 5415
b s DLl a5 slaais o stage o 510G 20 b BLS 1 g gae glaaal 5 Las So 55 B o 55 Al
338 o s
55 Kl il oS s ol el slasl ) elas! glaal v Lol [ sbar 5 T gladoss Ols ool o

sbala gms laslil oo (wdly o3 il O e 5 Oljle Ol i Jl (LSS ladUl Ol e a4 235 slaslsl
sskie o3 glaaie) 5ol LaOlesle L Oyl 5 0L 2l Ol (BLII adUE o 5 Jo |51 (S a Jids olaz]
Sheslaal (Yo Y Ol en 3¢ ol dD) Wiles god 25 L 5 S 5 o O e Ol 5 el
Ll 5 e S ol SbLs,l 5 Ol 5 55 e LS 8 baw 5 ela) sladle ) O pman 25T bl slayl 3
Ol s Olee u 3lad O gmmen aladul 3 53 Wl a5 0350 L35 5 OLSLIS Ol e ile Oloslo S 5 S, Oladisd
5 S sslinal ilansls ST bl el S 03 5o Dladllae aas ol 53 A5 sbezel BB ()l aeS 3
3 esliul s sl o a5 S 3 (Y YY) 0L e 5 T eul 5,05 0 Sldlas by 551 ool eslinul
Sy s 13 a5 o 5e ol 5 SSU s 53 5 ‘_;'s’.)-ﬂp-"’ ssbe a ly elel Glaailn; 05 T slal
Sy S | S Olgie a1y T (350 gy 3les 5 s a5 lame ol 4y 55 OO 5 SV o 53 o 5L
31538 A w2550 S8 5 Lk el 5l o Olpe 6 Sl gr g G5 i plen o e Ll
soded S iy 0L e b Jolad ol 4 OS5 (G Sl pasiiia 5 ame Lo ) 5 SGSE Gl o K03 (6o
b o3l i Alen 4 o Sl SaST sl by i o (Y0 Y DD 5 ol T o0l 3
Ol e by OVlas 5 gy Slaviney Ll o (6 2 b BLI1 g e sladiol 351 cio Olge 4 oy (pl S ipl @ a8

4 Solakis ! Hartmann
3 Iglesias 2 Vargo and Lusch
¢ Cartwright 3 Hidayanti

Yv.



[vef 183,595k (T L 55 35l (o AT b Saeksly 9 ooy ]

S et 614558 43 Ol glaodsl 5 (5 nin 2515 (55158 5 C3lss 5 a5 &S 15 Ol e sla 5 S0 o5
g5 5 Sl slaplgl mhaw oS 26, Sl a4 bl 53 Sl o sant 4 (YA WOLIKen 5 SLIAR) 555
Ol sz, 501k b bd ghaly 53 Sk ol o5 L;"i;ﬂr"” VL L) 5 S e, 5 oLoL glals,
e S350 Sl 53 SLoLL lacdles Sl s s abex Sl al 51(TVA O 5 Vb)) 358 o O e
TG e Jalse 5 (Ol (250 i 3lem) sy ol iy 0 Wiy VU a5 4 e Sl e 5 005 S
Blay Ogr ol 3 SOl mal oslinal alas 3 Sladlas 63 dme Jl ) bl 05 S badaly 5 Ladiulig & smes
Jolss 5 o5l o sne il ot ans & (b s Slalllas o oSl S 4 55l s e s sl
e Ol 5 sl 5 S Ol Jolas Sl b as e gladely 5 0T ladame 53 550 o 3lan 2 5108 3
selin SIS Jalse 5 e Sladlas oS 5 035 0 ST ol w4 ol 5 gl Jolse 5 Mo ol 45 Wl pad 3 ma Iy
ladaly 5 ladnliny 5 T (5550 2y 3lem 055 s cnl 31 lossad b me Soslize plaair 515 08U8 SLsl Ly
Al o ey 5 bl cnl 51 S5 BB (5 g sloml ) shie ar (as0la S sl a3l 0T L a5 e

wany 5o Gl laeS s il Sl 6,80 5 da ol 53 Jiash Slosl o Ml e Sldlas gl
o 5 pnS Sllllas slad 53 4 das e OLS (3351 o dlen O gman O it b Jolad Sl slas S5, 55
a3 g Ol rie b Jolas S shaie 4 SIS 5 ol (15l il 53 pdUT slaaila; (SIS 4 o SOl
O3 eslita 3550 3 pdme Sl s oMbl 4 5o 3 ol Olpe 4 elenl (slasil s O gmean (3T clasle ; bosase
s gdoes o5k Bl a4 giad s Ol 4 .l sdalie LB Sus G158 4 imo Oaled 3 i ol 5,8 o
534Sl )ls sy axie OOl 53 T el 3l esline b Sl aa oy iles o 53 s s ils
30 gmeo Obpioa b BLE g pe o350 53 WaylS 5 e S Sl il |3 S50 5 ol Sl laila ) cpl 55 Jas
O 5 ol iSO Slalllas 2 b oS 23,8 o o g Oz 5 tead! 51 ol&n i L as Jla) 55
Sl Ll oo L3 S latm 550 4 0L e b ol gladises bl hie a0 SO 51l oS g5 pks
Sl 5 (2t I SIS 5 0Ad pg e 4 e Kl e 4l 0351 wal 3 1 S 5 S 5 2t a Ol gl
@y ol ST O 5 Cul 58) 55 8 Cuds 5 Jsases dnw 5 Sladls, 53 s sbwl da 3 (65 Cwd D
Lo 53 o plen Glacs sl (S 5 a0 g bles s L el 5 s Sl Cusgdoes 3
ool a0l Mol Sladllas 53 st a4 0T 51 3 U ladaly 5 b 5 olonrl Glasile 53 o = 4 U
L;um;ﬁjua;i%mjlqu.;jc;»ljdﬁjﬁast.x;pvua; 3,550 2 e B S S o ol e ool sl
4338 S pere alaiagh p S e addlle Sopl (o st a4 das Wbl elenrl skl s 53 35,1 g les
4 sy Sl Ol e o oy Lilesls Ll 3 ke 1y gy jiles glite 4 eler] slawil, 1SSl eslinul
2l olel sladlony Lo 53 (5550 gy 3les a3 Jtls (1015 an g5 (slawins Ll g andllas ol s
el ke 5 S ) s ol I 015 e 0l 41 Ol 5 ke 350

ey (2OUT Lo 3 2550 o 3 e sladely s laolin (Fash sl sae

F39 Al

o agei 3 5ol gy S e | S S 55 1L Lk 3l |5 IS e b S i G
QT))GL)—ZL;AASB;JEJJ Gz alie & a3l 0 S s Q—.’.‘ﬁ‘_;":'r‘JJb“L;‘U Ol s 3 S s gla i)
g oL 4 Bl IS e STl sl S 5 KIS gl 5 sl Ol ke 5 oS,
3 ALl 5 0L ke e p i 0 a5 500 e 4w Sledt 5 SV sm e M5 5 b s 0L ri s oSl

AR



12 05l 118 0598 / o 9 ot Jlo /1601 DLl 9 slg [adLh olRL10 /| B 53k (s pidly sode 4 4l
Business Strategies/ Journal of Shahed University/ 29th Year/ No.19/ Spring & Summer 2022

(s Alam Ayl b (Y Y “f‘ﬂ) Gl 5 il S shien 5k glag,sls Sl 5 oS 8 KoY pams 4 0
ol s als Ol ia b el 5 LIl (ol 8 5 65t AST 5 a3 138 LS Tty Gae opelS 5 S0)
OO Gl 4 S 5SS el e S 5 e S e phs) & S0 5 (e Ol et Jalad 5 DL S0
(o 5 S axh Bk i Ol ke e el e nl 03 R S Sl s et st 3 bt e LSk
Sl aiey il e 55 ol s eal wal 3 0L 2e 5 OS5 (6l asm 53 A5 & gl s Slakiel o5 5y (T4
Sl gl 63,5055 e Ales (Y VT 0 Slalllas e 338 G556 S ks 5 (bl gladely 55
M o len G 5 nl g Al e s Jame 5 Olejle Ols Lag e abol 03 o 315 Olsla 51 05 slagsusTs
s S Loy Csllas Sus S ol 5l SLIWGH e g e (50 (6,80 5 0L mia b by ane 5 g s
slaaaler Slolis G b 5l gesls JI 3 am g5, 50 1, 0L nie Ol atalads B das o 1 OSGl cpl el S 5 a4 oS 558 e
Gl o 53 Ll 5 S S 3 plas 1 (VoYY T ipile 5 (bl ) b s (550 B0l & 0T lasl
5SS Sy S5 e Gl 0808 Glaslil o YU ol S s 4 s eap 3 Db REe 5 55 6l JE5)
Ll esay o Bl 51 L5550 (VYY) O 5 S o andllas bl (V0 VY T IS ) A5 o oy
bl Gl b L S e KaS S 8w 53,8 s 0L th e g i 55 e e Sl | e
A3 3 g 1 LLL o 3 s Shee 5 6550 O ria alid SLoLL 5 sy
ok K e daily S s e oa 5 e diS sl a4 L e s 4 Gles A5 e Sles
5S35 0k e Ol (230 e Ales Glatanast o age 3 S 0 b b g3 55 SNl Ysls 5 Sl
eiin 55 ol 3315 o)l T lakas 5 s paa 55 (DLl il 4 psehe nl (VYT OLSKes 5 658) A b )8
Laolosle Candly 53 i on o g Alols s slia Bl 5 Sladtst 035 e Ghaie cpulin r e oS5 30T (o 52 812
Aoyl | 5 Ol jhe b (Saalen Glie (5 2o S g S a5 10515 5550 o blen bl sl (b5 au 8 in
et S Sl 5 el b ge S5l 8 e ses el SNl WaBT (g skl (S L elazr| g
LS o 5 S5 L Kl el al e S8 s o (VT DL 5 oKD o
5 bl 55 WylS 5 S 538 S 4 diled e S3lmenly s 51 i dles slaasl 51l
555 05505 S 53 5k 4 (6 ke S p Sladie 4 Lad e Dy s 1y SLIUBl 65 Dlo a5 (5 rie Rl sl S
SSUsS b ‘ﬁ;pmww; VXY O 55 &0s) 33,5 8 5 S L ledbl sl sl 2 S5 s
@L@)w@\d@l;';g(aﬂ.w\om sl e ol o 35S0 g e tege 4 ) Jader 5 G |0l &L

Al o o Slam e 3 g se SVl Bow 51 ol slasliis ) i Olse

S5 leal 3l el ‘,u_,sira 5 ek &, Cilisee iyl L J g

ulySinng 34 iy 525

Fery) o s o pbedle 5 el Sl 2 53 QBS G ae 0l 8 s slae a4 5551 o 3l -
)EL“"h =

oiﬂwsﬁif,\;num;m&uﬁ)u@ﬁ)p@ﬁﬁiﬁcml

(Y2Y0) oI
f Al e ole S5 0L nie sla b Oloslar b S mie S350 Gt shite 4 O 2
4 Ding I Alam
3 Tajvidi 2 Priharsari and Abedin

3 Skandalis
YYY



[vef 183,595k (T L 55 35l (o AT b Saeksly 9 ooy

Lo 5 O e Ol sl 5 Lol ¢Sl (65108 Sl slins 40 S5 ST o0

(Y'Y')‘L;dazﬂ

Aol e S e Sleast 4 Sl bl s

355 30 SOl glajld ) s Jolas 4 s O 2l Sl 0 &'.L;‘lrau\: .C))}EQA‘K.}

(YY) "0l le 5 oSSl 5 B _ B
.JJ)Scé)Ljﬁt}é‘mLiJg.iﬁuLﬁ@sﬁuéﬂjbé)b)ebbou

. “lasee 53 Ol e 5 S 13 Ol S5 e Jailsy g & Ll e T 3551 s T e
(Y'\Q) O‘)L{a.h} gﬁglj _
Sghodss elarrl gladlay O 2Ol gla

G yan 01 53 45 ool olon S35 1 ot Jgeams anm b Sl S 5500 a3 on
<Y~\V>£&A§;J;i)}&}‘ '&Jb&ﬁL;BM4;L;:L_::MJJJJG.AMb%))&bbﬂfb‘)bwg;w)jlaug)gm
,.L'.Ajf

S 03 5 Sleds Q8IS (el 5 0Lz S 2 (gla B ol oy 55 &;Trﬁ
(D) 0L 5 Ol | st SO sdome 2y TS0 L 55 gy sl 5 plate 4 st w1 5 Bt gladyl B s 0L ke

il e

(gl&w\) ctﬁé)'bd\%)%))jj)b O‘ﬂ)lSQT)JAS))\J a)u‘ LS_L'\;“‘)BML;'\J‘QJ_BTVA
YoV s 5 S5l 5555 Sl ool Gl b 4 &S i )8 Ole 4 gy Sledlbl oMl 5 oS S L s

..L'v:;& &J&

. Gl (slily 53 Ok e 5 L Ole el 4 sazms s iyl 255 L o 3T oa (sla s,
(Y1 0) OlLKan 57 il 3 . . o
-Lh:ll—'& Jjﬁjlaé\j;abjjﬁ‘ U’:'))l

>l>.u“l)>):§).>Jlx_éLglo\.})f@aMJW&QTﬁwdwlégl;&jﬂﬁ

(Y10) Ol Kan 5 KI5
538 o O slasely

jL5)L>/w.a&ijlubj)léjz.;,aL;lzlw)sasleﬁ&uc,gw«g&wtﬁjﬂﬁ
(\’WO)QIJL&«AJA@J},\,_\A jsl?gil)dsjééu4.:.,,\)5-)ujycé))jkugdwkdmv\}ax\mdl)\bojw

I T N Py

. AjfoLiJ:;A)QLiJLLaLijQ@A;SW‘U)oLiJ:A':.,a:A)lzo)u\ovgl&\gdij)lﬁjéfﬁ
(Y'\O)Qb&mﬁ} Q)l}:’;.n‘ )
.J;ilajzlqglg_éfm},\.:lj:L;u.k;ibé):b;jﬁ-jk}:)jﬂéucﬁiyba.wVA

-l Gl ke 4 by 5 0L i Ole S 5Lk lacdled sl nys 250 AT s

)" Jis 5 581468
N PR PN Sy Siass 5 (60l o

S 53 Jlime Su5 e i) Gl 3B S a5 0l e o 3T e il b G b

(YY) OLan 5 1 5L s . . . ) ) .
SRS e b Gl Ol s o8l sk 4 s el Sl Ll 2

31 S e g B3 01 2 e 48 33 8 o 5 Sl B s A

(YAr) ST 5 ebob 5 .
));y&dﬁ)audwuf@mw&k

7 Zhang ! Mostafa

8 Heidenreich 2 Franklin and Marshall
9 Stewart 3 Thaichon

10 Galvagno and Dalli 4 O’Hen and Rindfleisch
1 Fitzpatrick 5 Chathoth

12 Tussyadiah and Zach ¢ France

YYy



[Business Strategies/ Journal of Shahed University/ 29th Year/ No.19/ Spring & Summer 2022

14 030 /18 6393 | o § ot Jlo 116+ ) bl 9 sl /ol SLEEINS [ _SI7 53l (S poly ook & 534

J

(YY) oLes 5 L

m e et DY e w5 sk (BG5S 0 Ol Jlb sl 85 5T e

sk

T 0L 5 TS Ka

Melas 5 e lad b Sl b (3l 4 LSS Sl el s slacs jo Do 4 B on

355 o iy w5 OS5 Ol jrie S il

(YA TEYS 5 ol sl

jsJ:;lsjQuwwst,;%pwL;uxs\;)s;l;\ou;ﬁdwgu:j)\&;irs

il 2SS s b Gl S sb) O SLIBI e 4 ES 0 5 )8 Ole 4 g

(1++0) OlKas 55

ol SMlas 5 (1S sy G b3l K il Gl s 4 Sl T en
Al e i pa LB ol e ST OlaiSsd

(Y+22) Ol 5 5,

)L;L))lL;‘-L)—’TV-A‘LSJ:-‘;-‘6;,5)55(3-"°JJ)‘>f)>_5L§JNJ“>«L5‘j€—UJU)’U:’))‘L;ﬁﬁTVJ°

(Yoo A) Oy 5 al,

L 355 Ol as s Jlolas sladul 3 55 (s e 5 1S (530 S50 (sbins 0 oy 31 o0
sk 4y glaslei by oolyllanl dasls s o (g mde 2l 4 plaus gl 5 o5

_L.ZLLSA Sledst CJY}M LgUMJS)lS > g

(Yoo A) s s Sols

Gl sk 4 S 5 5 0l nte 5les 8 dor b g Ol o 5 S ol b o 4 gy 3 o

23S o S a5

(Yee8) " ol glely 5 5Vl

.x,)):(_gLa,\;i\;\UQ‘YM}gb»dﬁsglsaJygx\j:Ju;j)l&;Tﬁ

23,8 L w5 &S L 5 (6 b o g Y puamee 5 Sledst

(Y"i) L;al).wub} b\JLﬁ‘j.l

b oS Sl Jolo g mta 5 IS 0 b 5501 S e Gl Gl 4 53] 3T e
Sl b cwlie o8 0 Sleas L;)ujgj@;bbswt:m& o3l 0L 2k

AL s slaanad

(Y"i) L;a]}wubj >YLA‘J1

b 3 dimly 38 b 53 g e 5 i Oloe Sl s 3500 AT o 15

Aaled o on (s i slaaal s 5 sl 4 glis 5 lite 4 ) ol S 4

slao! sl °J"°TJ'3) Ry éusﬁw}u&w&,s&é%g&zjg cwj_é]r.ﬁ el BYs e 51 S

SN 0l Ol o 1y a3l 55 ol 318 b 0L e sl sl 5 e Gla 25 anw 5 5 5kine 40 (0L 2k
e Al 555 5 b 4 48 Wlasls B2 Slalllae 3 e sladd DU e (510 il sloms) sl s Ol 2
e sladl B s 5 edin S8 5 S Lol 3 1S 5s ol Gl g i i b SO sl Lo b OL 12
Sl Sl 3 S h 5 e e A on Kes s 31T WJLE Sl 5 lS018) sk esls Jlab S L ke
5l (bl all 4 Cod CS s 5 (e b e 5 S sk 4 gt plaaia) iy s Lasl &S
JJL;;):‘LSM)J\)M@\«{J@{QLU:,L“(%%)be/mjv‘_'mjuﬁoﬁ&uﬂjkwulﬂlﬁj.wlgyﬁ
Uil a8 e sl ol abies deil 55 S L g es g e g OLE] (Sl Ll e 05,5 L bl ls K

Poekis 5 e O Slalllae |5 asl Ol Gl Il mB) slacy 5o 4 slaws Slwanss Ll e OL i

5> Payne

¢ Prahalad

7 Buhalis

8 Chapman and Dilmperi

' Piller

2 McColl

3 Ramaswamy and Gouillart
4 Merz

AR



[vef 183,595k (T L 55 35l (o AT b Saeksly 9 ooy ]

S S50 Jlmaines Ll oo oSS0 ol Ol Jales G b b 53 SL1S s 5 (slaa S0y, 45 Lol SLES (Y2YT)
£yl 5 S 5 0L e Obe S te Sl o ps 2 mlie SVl 4 e 5 03 S 0T Ole 5 (508,
N prasme an 5 53 0351 ks Sisl 5 e lol o b SIS o s 4 551 AT o s a3 3 S sk
Oba 350l u bl i 5 ol 4 (YY) 0L 5 Sls) s SIS 5 ST (6555 a0 8l 1 0Lyl 0L 2ie 5o
Lol s gm 55 Ol SOl Sl )| o s o b 51 15 e 45 oo e 5 Sosl S| (Gl 3 S 5 5 (6 mhe
s B VYY) OLGs 5Ty Oz 2o tasn 2 e 503l oald s 53,8 Gl 1 3 S (slaais
L Jpamme CokS gn) 355 Shide slasliis s 1 O (s pmr Jolad (g 5m 53 45 lad Jad | 3550 255 31 K5 e
LS edalis 5 oedged STl (S 10 gl (oslasm 5 s 5 oy Sl 5 e lp Sleds aS

A 5 N gl

e oSy s S, 5l ks db= o3 e 4 SLOLL e S, ‘fLGJ.‘ﬁ, 5 By Sl a4 sl 5 50 el
Ob s 41,855 lasli s 55 e (g miie LulL las Sy il 5 Lol ales 5 aid b o e (g 2is glas S,
ety o ege 5 (S T Gladams 53 oy 3len s 3 A Bl o Loy a5 (3T Gladame s
g ge oyl L L (YYY L 5T 5201 35 5 0 pmime Ll ans s Wyl 5 S 5 0L mée Ole bLS |
DL Sy e a3 5 e 4 S ity 0L nte 5 oS 3 Ol OG5 abaly G B L 1S e 3551 i ples
O W Gladae js elansl gaailw) e Jode bLII gadUE 51 Al Sl S 0Ll b
a3 |y L 5 Ok e Ols (BT wlse Ll g 4 badames ul 15 (V)4 0D 5 02m0) 235 0
03 ks Sl S s S Ll s OB A s sk 4 |y e glaco b i S pl 4 s S 1) 5 es e
53 bl 5 Ol iie Ol helas S e Slalal s 1 Ol e oS 3ls 0L (VYY) 0L Kan 5 ¢ 5 pallie e ol
b s dealyst 530 (6 VL b o Jlait b aylS 5 S 503 ol s (sl S0y 5 i Dl oAl s
Ales el 855 T Jasee 30 b 511 0L i

mes woold L aS | b 5 glot Sl e 5 2l e ATes (T8 0L 055 ) addllas y sne
5 alsls sl doely (8L Gl 0L nie Osls SS5Lhe psline 5 42ils L) 5 S 5 0L ke ST 5 201 b
S 3 Wl e sebs LB Ol Al e (T Bl SUE e ik S gamme (51 i (slastd
d.?Lp“)UdJ\;A_.i)')‘cl;,al,fi:6H}l)a%;ﬁw§ﬁikﬁm&}j1xﬁjsz:_.iﬂdiﬁ)'luiﬁf\i:}j«{ﬁgﬁj_w
SIS Jos Lol mie OEAS G pan o5 bl 51OV Y0 OL0n 57 alalS) das 13 oS 5 el 53 1 0L e
Ll Sledst 5 OV pams O Sits 555 QB AS pan ol ol S o Jos g Olanasiio 5550 51 DBl a8 5oy
Lol 5 SIS ol Sl glanins L3l oo (5 40 (bLo) wlse Bl s ST (b5 sl dUS 5 o3 S
L;,b,aw;\%g\f«{ASM_\,wj;\)d)lylrjs.u;lj:&,,@wiglﬂ)ls;\ vﬁjﬁtdmo\y@.,\;)ﬂﬁlg 1
563508 Ladly @ e 53 (63,8 Shilgity dame S pdins 425 Jds 4 0L s oS (pl L 5 ASL ol et
el gbailn, ot 4 T glalases Ol cpl 53 (Y14 OLKan 5V 2)) dole &1yl Jyams 5 0l
S ) ded S &Sl o s 4l o &1 0L 2 e Dl 55 L S el Gyl ¢l 1, ey slacs 3
Sl 1y Ol e (slho s Ol L5306 T (sladame 50355 o b (i Wl 4 536 i L5k oS 5 AS
S 5 a8 STila ) a5 Sl 0L riie o o cpl leslana L LYY Ssladi) anled ol 5 ole sl

5 Lorenzo I Wang

6 Casais 2 Cheung

7 Rashid 3 Anshu

8 Sindhav 4 AbdelAziz

yvo



12 05l 118 0598 / o 9 ot Jlo /1601 DLl 9 slg [adLh olRL10 /| B 53k (s pidly sode 4 4l
Business Strategies/ Journal of Shahed University/ 29th Year/ No.19/ Spring & Summer 2022

Do w4 ls o Ol S Sl alis Sl 5wl S lsme b 5l i Sledt 5 Jsiaze Dol | 555
el 5 dms oo 1)l Sl s Sy IS a0 SN mes oy LB o 1 olal e 0L 2 LT (ladass o
5 s St 4 2 Ll B S 8 i e (VN D) S e uad; OLda S 51
Al >}>~wﬂd:)~)1¢u1.).s\ﬁwbwm i

5 S e pleal gladln, 5 i ml 5 Lol O s ) 555 ams g Sl gl i S slacS kel
S lesls 3 andlas 350 (gd ysb |y S 5 b gl Sl al a3ty gLl ol ans G s sl Sladlas
sl S Jalse 5 Jo s (a0l u 3len Jslie 4 S 3 (sl Gl s elenrl slawiln, (18 g s
so3p S b B o e 5,003 55 anw 5 5 ladla dle SIS 5 S 5 (620 Ol i Blas slazs
Sl an ml 55 Sy Slhdss Cao b aS Aas s OLes cpl oy o 5 @L:;)gu_f.uﬁﬁ 5 e ol Oladlas
el sbale; ot 4 Ul ko 5l eS8 sl J= 50 (Y O 5 ds) 5yl 52y O Kiass
S pin alasly (S5 T pde 5 S e IS e eslinal 23 L;'%fﬂp-’“ 53355 0L e &S5l (gl (ol gaaSS
4 s ditma Qlisen 3 g GUSI S 5 = (5 ntn o alaily 3 551 o 3len i s el g sl OS5 -
S1s s i s e e 0L e 4 baolsla i el g i (o515 gl demd i)l (gl balases ]
o par o Sl 13y 5 VU Sl el 3 alis ol (IS e STl |y 0Lz (2l 5 L e YU 1 O 2ie
e sl) ol Jloms anio sbs nl 03 5 00 Sl o3 4 355 (w p 3 SIS Jl s awes slis 45
5T Al om sy Vb Sl el 5l T Ol e b S e la s A58 (07 58 0355 S
5 oS Sl st bl slaces b il s lae ) 03530505 a5 5 T Lases 55l 51OV Y O
D30 5 B Sy se S a3 355 0l 5 b 0L it 3T 51 015 s L 3B B s el B s
Alas eslizal O 2 (g 0353

VB9 Gl (y9)

S eslial b T lame 53 (5550 gy 31 o sladaly 5 Ladglty plwls JLis w0 oSl s 51 sl Jtass,
)Jig_,:sj;\j.‘)&:.gjL:cd\mbutsd.\bﬁ&j)fw)eﬁydjd‘wbﬁbfaj)%)‘w‘wsﬁ‘ﬁbjgi))
)‘ﬁdwdu&ﬁjﬁojﬁjjbrilb\)\i.bwmwbQ‘M;Q)Hd%hjwmiwfﬂ,ﬁ&yww
ol adlae j3 Gags Gy Aol e e Gk Sl ael p st e 0o 58 e LE gea Bld 4 g ad s
S S Oladlas de> 53 Olge 4 50 Jags g,y el C}ij\)oaﬁwlﬁawbw L oldlas S 5
)b:ed__w)ﬂbjjﬁ(\“ Q__aw”)wl.lzaefy-oQ\#wu\fﬁjﬁdu&})fdjﬁk&b)b;wdb—&g
S sy d)u.b.gm)s =33 d‘lﬁir‘" da s oy et Vs axdlas ol g aesls gosls S Il s S
jL;;L.AL.m ﬁﬂl}'dpﬁjﬁd-jﬁwJJJ{Q);J\J})QJ&;fw[MQYL&A&::%W )Jj‘éjgi})u"l*’"f
Al o T damms 53 5500w ples ladely 5 Ladylig (sduanas

| 4B S 13 g 350 05 o 53 st Sl o Wb 15 S5 o 10 S et 3 S
c(&‘%‘d‘wﬁ&bﬁ)ww‘f)‘J.J)L.C«‘\Scﬁw‘L;LJ‘WE‘)LQ}“Q.L)\)JJ)JNM\J&Juwb&oﬁ\éduanbﬁ

5> Meta-Study ' Simon

¢ Meta-Analysis 2 Industry 4.0 and 5.0

7 Meta-Method 3 Aquilani

8 Meta-Theory 4 Meta-synthesis
AR



[vef F1535585 b (30T taomo 53 5ol (G ST o Slackely 9 il ]

Mf&d)jﬁ &Jlg)‘é\SCa_w\ Mj&ﬂlﬁésbﬁ}) LsLé‘U«)in) C\y‘ﬂu&i%sfﬂfe (&.U{;;‘ e LS‘):N
S Ogel M3 oS 3515 e i 4 (sobel St GLS S 3 5 S bl Al Gl e
# e b Sn Slalllas 51 al s Sl slaasily 5 oMbl S 515 s Sl 4 Llede ploil 4 ol o 55 e
M}ﬁQ)mewbw‘)‘ ol 6)}‘3456@5)‘34&.:4)'&\)5 'infgf)‘J;Jﬁij)ﬁ J)}ayua_}.]a.;f
b e Slalllas 51 slesls 5 a5l esls Lol 5 b o) pe S ol 4 )L 550 b S 513
Il el e Slalllas ool glaosls Sla s oS 5 oS 513 ke el lalllan ol slaanly il

ol Jod b a (T V) sl 5 (St i 51 oS 513 ol

r \
! g SYlges el |
______________ e
~. 5
(- TTTTTTT T M mmm e mmm - \
e 1
e St gt ;
th
. T |
! enlis Sletinghy Ol g g |
______________ r_l______________l
e o e Nl .
II \
- 1
______________ e
Nz
S \
: S sal oS 5 g o g 4y I
______________ T r_.l______________l
s N e e e e e m = \
! CodsS S :
L [m - ———— 7/
<
(-t TTTTTTTTE T T T T T \
. e S . )

S FIp el ul Y S

St o 55 Slanlllas Lesls (55158 oo e 5l 5635 (63,28 Slanllas Gus Bl 4 Sl adlllas
ladaly 5 badol iy o 53 a8 S s o ety Sladllae Laesls (55502 8 e 13 5 0L &8 6 S0len 3 5 0
SV JSE s esline | 350 S 515 5,055 o glaplS s Lo olenr) okl ) o 53 350 _;wﬂﬁ
e 5 aodE gb a5 S e it i 50 b S g glresls o 5 (95158 0 piamen el 0
bl ab s e Slosl (55 » (Sletaa o0 s SV o 5l o aallle nl s alein 500,
5 s Laesls (g5l 8 5kt 4 Vel e e b Vs 2058 51 e 5 48 50 Dy saseiios olaslas
SlaplS s S eslitad YO pende Jdos 5 S5 51 SVl (1SUS 5 o j5kie & Lol lassy 00 038 e 1SS
(YN S 5 03l 335 oo @l slsl 53 O pende Jbows g, S

3. Braun and Clarke I, Sandelowski &Barroso
2. Thematic analysis
YYv



12 05l 118 0598 / o 9 ot Jlo /1601 DLl 9 slg [adLh olRL10 /| B 53k (s pidly sode 4 4l
Business Strategies/ Journal of Shahed University/ 29th Year/ No.19/ Spring & Summer 2022

05503 pema 5 a-lias O gie )3 3 92 40 s S5 lawlis ¢ua>\>dwc\ﬁu\)#g(ﬂ) gl g lSus e
Sladaly 5 Loty (U1 Lo 53) (5551 (i 31 b gy a3 o | Slns 55 5 S slaay

L;L‘a‘(durj) JyLAAMJL.?MJ))JaMMeM C\J}e.';wl)b L;U:JSQEJW u}}lié.)wd&m.}j&.bj)cf o
Lo 53 550 Al e sladaly 5 ety (T Jammn 53) 550 o Bl on ey dla 55 R
‘u.i}’\j

03 s edas sl guelae 4 olaes jbe 4 il dﬁ.ﬂ‘&&‘&:ﬂhﬁé%d)}Lﬂdv\%@) o
(Ol Lamn 3 a0 o BT s gladely s baduliy (T Jamms 53) (3550 o 3T b ey aa

)gﬂjkﬁlﬁwuﬂg&w:)jﬁ;ﬂq;xi ClJ.&a..ule.,\;AaQLa}L.u gelas gdyal 2 Lo gluaia s @
Rl oSBT o 53 5500 2 3T e sladaly 5 badgloiy (T Jamme 53) (3550 u 3T b ey da
il e 1 der o b e e slaadl e 5 bt la Tl 5 IS sl 418

elae SE 4 as ISS e

o9 3 slaaidl
o L;uflsfj&ﬁg.bﬁf@uuqulﬁ el lec,.&.aaa.)d)lsﬂﬁ %;\}M‘u;bédﬁw

gty 933 s Vlgaw auldis
Siass e 5,8 e IS0 Saays Jol Gua 5 Jhass foo s lb 5 caale Lol Ll 5o fags SV
‘w‘gqsﬁ\féjgij)@j:e%d?fw\JJ&J}JN\)NUQAM‘J}JHS@U%LA‘)NUQAy\uﬁ)l@}“
bosas bt ol 525 b 55 aalllae gl 51 S o S 5l S a 5L 1 Kassy s a5l osdle [
Ss elol gz G SV ST 51 g el (i BB 85 5 Sl S xS UL Uler olel
a by bl s ol Sl s nl e e b Y e 255 o ST Oste dapllss s al o A B Ry,

Fasn Yl Y Joir

S Ylgan
anly
e wbwl
oL g3 ol 55 S o5, Web of Science , Scopus A AL 3 a5 5,50 ash el
Junijf 6‘5,{} JSJ,AJ 'S) L;?\)L;;;l 6\.;ML<.5L3 48 gase
Emerald insight- Springer Link- Science Direct- Taylor & Francis Online- SAGE journals-
Wiley Online Library WHO
Sl psle ol JU 5 (A slex ode UMbl S 0 oSl 5 o b SV we 3 05Dl &
S35l s s
g5 M5 a5l e lap il 5 pOUT Lamms 53 3500 o 3 s g tass sl s L
WHEN
(5'JJY'YY GYe\o L;!l.ﬁ) o)L; gk;.;.ﬁsjﬁ &Lﬁswb u‘j;‘)‘i"\"fjsj“’;)}]a”‘ o wﬁc;)}.p Sldlas stl.:

YYA



51935593 b 30T Luzmn 33 (D31 (2 T o8 Slakely 9 ki ]

\.

38 5 e eyl OV gl V) BAYA0 Sl o3l s oY VU

L3S oo e s O gm0 CLRE] 5 gt i 03 SVEe 25 2 5 3005 sl HOW

Glal e 5 SAS SlalS w0l S Olge 53) Jold S Vs 53 gt 03 5doms
- “value co-creation” + “online”
- “value co-creation” + “digital”
- “value co-creation” + “virtual”

- “value co-creation” + “social media” WHAT

JALJ J.UU Yle DS ol 03 g

AT+ 350l o A oa =

el by + 550 o 3 ea -

D93y Sl SdepUls () 2

DB e g 5,50 K1 LB lash Gomimar Sla)5se 5 e lagh Sl jome Vs Sl b gl o
e 5 e dSr copslie 3 gt b laoSloulS s eslina | alie laoSlsddS S sk Oge sl ol 23S
o Lo i @51 5 Waus sdoms aan 033 LS (gl Sole 4 dd S 513 ) 5,50 0l Gifct»mja <Yl
oKl 3,8 o5 aide 0T L Jas e sl sy 5 ndUT i Blas dlas 53 Slo3 o3l cp Sdidr B s 8 500
Sl GlelL a5 gaze oL 95 opl 45 45 635 Web of Science s Scopus A L 53 a5 5y00 Lhash
3,5 ey S5 05

Emerald insight- Springer Link- Science Direct- Taylor & Francis Online- SAGE journals- Wiley Online
Library

&j))ﬁuﬂﬂni\ r}L&CBJLﬁj&KﬂMJbJLpA;«L&QLPW‘;f ali;l.:ﬁw)lﬁu‘yu.n Loy > GJWQ
.w(amd\)lé‘)ﬁdj&)bﬁjﬁijjﬂ LSLA°)“UJ":1§C“3)§)U§

uwlio LR 9 Ly g jy DRIl 9 92 giama
e b ol ol g OVl eu Lol je-)g;m;-o‘}fu»\ifcxs;).i osls c.ﬂlidlj.w gl Ll ds el 5o
Sd)\ﬁ\w.ﬁywbd&&ﬁi,ajkij ) R TR - w)b)bw&euyw L').:JJJE\AL"H‘JU.
Lo o2t Olgs ol cpl i 1 e S Sl ol sy b esline | Ll sla st cuidS L5l ol 5
DLz 1y e Vle Sler e Bl sl U il o (2L 1 odile 3L 3,150 O ot s bl 33

Z.LAJL;A
odub Bia Vi 0dudb B3a wVlie odub WBia wWVlie 0dub LH3a Vi Js
CASP sl )luso y3 (Sidae bsi 30U slgizo by buipobiodusa b b jobs Ylgic b P PRERV FS
(035LoaSL VL) (035Loadl VL) (035LoaSl VL) (035LoaBL VL) OBY osub
QDA 1 (¢Y)0 (EV)A 01
ol \_9.12- UYLEA L« IS g_eJ;- C)YU.A La IS g_e.l;- CJYU.A l; ol AJJ} uYUM Js

I Critical Appraisal Skills Program (CASP)
Yy4



( 12 05l 118 0598 / o 9 ot Jlo /1601 DLl 9 slg [adLh olRL10 /| B 53k (s pidly sode 4 4l
(Business Strategies/ Journal of Shahed University/ 29th Year/ No.19/ Spring & Summer 2022

CASP slajbae e | VD) Lo ol glyime | VD) ol oS | Vi) Lai ol Olge | il oYl
(GJU'LQ.:.;L:‘ CJYLEA) (a.,\.':La.:.;L_ (a.,\.':La.:.;L_ (oJ}L«.:BLf Jﬂ)b o

V) O OV (\o)v A

S 2l sl lee anl sl eslana | Jagy o i bl sols 35 5 (gl oKl olg S J S Emy s
wdlie ;o 4S5 b oSV L.gT_MSJ'Lj)\iL;L:}&lij)\duc)}@ouljﬂjlmuu«lp.wl&fduﬁj};%}jl
o3ls e ass 0 B o sslael dal i ol 5E G e il Ve 1SS e w8 513 bl s s oS Ll
RS po b dlie g s My (A b3 Ve sk el e L LS Ve nl g (pl s 050
Glaaasls Cgr il 50 S e SVl Lo 5 LT (sl 5 Laesls L e 5 035 &Vl Sedbl (sl yiea
DA Slzal Bl a8 s 503 550 2l 2o 5 &Yw})w\j\ Hibe o L}jgwéuméu T.efp s> by sl
Sl ASske (hass el 53 S iy @l edd B S L s Ll 5 s sed S
o o dlie mst O3y 54 @
w)ﬁ})}aduﬁjéemcj}axésw o
w)jb)jﬁdjw)b‘;;&}ﬁuﬂw}xW))JG\)L}M}‘Q&JQLQ)G}W}Q\JCA LJ
o 203 e glaasl Ll 5o Oly ~ 505
o 2o e JS S50 e
3 I g sy bl s 08 5l 5 g DL G sl e (sl 3 A8 Oy oS €S0
s g Ml dlie VE QL:AJ'\’LU"L@J‘J._J:L!daaMuA&GVaJMJ)&JJS&QW&JJ}@Lﬁﬁ&@
)J.g;.w‘e.,\.j: Ajb‘&..:_wﬁjé(f)bjdl}lb)gbywuilwnjk%};dwﬁ;duﬁvz Y8 v C\fuw(
CM\GMOJ)}‘QKFQWW}:%J@

wlindxs g oy jidg 5 )l ‘blcll.blcl).zam' Kol
f}sj";'“fgu'.’.‘ ML&MQ}JA)J 6)\.)5.’5)_512..04;‘)_5:& C\fa_wl)o.bl.ngo'ﬁl.&aﬂf JwLu‘\.l}f U'l‘
\g3 4.17')#‘0{‘)2 .LS:L:L;OQ‘J{,&A)}! &L@ 65&@)&9}5)5\.&@)?w\ﬂw;h@)ﬁj@bju@
wb@yw)‘&u&w&ﬁjf}e.ks‘ﬂg))ﬂ 4.’4.:.‘)‘fﬂ)f)jlzwbje,bb;MAXQDA)\]é‘tj2)‘)4.5&&
g,.;)_v“ wks)ﬁy.}f}aduaél.}b@jﬁ LS"L_&TAJ\:-JAUM;CJ)H o.\..s‘ﬁjoﬁ.}l_.,@“ L;Lﬁéj‘ﬁﬁj

yaidl ash)l 9 us slaaidl plgic &y Ygio Julxi 9 4y jxs
MAXQDA 13l o 3 53 Sl lame 53 (5550 a3 o sladaly 5 Loty aha 53 8153 (el 5 otins Olejla
d}fw\)).b%);dﬁw‘ﬁd‘ywuuj‘aw &L@JJLLY'ifJJM)LL;LAJwa 4.«.:#) w\)).l:m) rl}u\tu
@ﬁiﬁéuwgi (T Lamen 53 255l 3T ea SIS 1 Jelse IG5 YA Sll3 L L as Vg g o 3

Yo



[vef 183,595k (T L 55 35l (o AT b Saeksly 9 ooy ]

5 b saS fpldm e 53 s S ol s (T o 3) 350 a3 -l LT Lo 3 35
ki e Tl s eas (S s plesl a3 1S5 350sm 5 eds G i el 3)l3e oS s s ks S L
sde YO¥ LSS 5 sl b ol Osaie 81 Tile 5 odis S ol s 5b SladS «iassy 55 odiS oS Lis o, 0
Ll 5 e Lol (giaies 5035 Ogaze ko 3,55 55 ool 5 Jool fuelias Olse 0 g a5 AT ol s S Ll
QT@&WJQG:;»Q’YLLMASM:& OLid ams cpl 35 8 aadl o Olea b sdias Oljlo yalian 4 oas |5
5 badely dbadulig LB 55 515 alian 5l s slml 4 e 0T SIS 5 (svatns S 03 8 ale L el
WA (gl OF) by Lty 0 Lo o O gan OF ccpmolian pl Ol 51y 8 00T oo 53 (2500 g 3T o iyl
Sbul o tage 31 F o aslsl 53 55 (g 23 Y0) Loyl o by o Osa20 YO 5 (Walg YA) Lol a6 b gy 0 05020
RS sy s Sl gladS Ol AL lls Ve ol L5 8 o e s = slasliis 5 el (1A S
S 680k wy pl 55055 ool e o 515l dS s O samae ot ass Sl edls B me glaplS

s S o e\ 50 b ol 53 a8 GIsls n 5VL sls SV Sl 2 s eSSl S s S Ol i

(Yo¥0) 01, Ken 5 Bl Gags 4 by e odd g 10808 sbiul & ged & J g

Slass BIRVV-SRY

SIS | e ys

S ol ol (prolidie bosi o (yie Aslad

Value co-creation in terms of

L ks e sl sl customer participation and
C motivation in product design helps
Obe Goos Lol (513 NS L0/ organizations to establish deep 214 0.15

relationships and strong bonds with
the peer platform community
(Payne et al., 2008).

Value co-creation allows an
organization to be more creative
and attractive, and to develop
valuable ideas from the
stakeholders in the value chain, not

Olesle Colir 5 5 \S L3/ 0 only about thefproducts but also
or
the raw materials, product
5 Ll packaging, and distribution
RNt channels (Payne et al., 2008)
Value co-creation allows an
(Y+YY) organization to be more creative
and attractive, and to develop
valuable ideas from the
stakeholders in the value chain, not
Olosles SN 3 5\ S L5/ s only about thefproducts but also
or
the raw materials, product
packaging, and distribution
channels (Payne et al., 2008)
Value co-creation allows an
L das e sl \sal, organization to be more creative
and attractive, and to develop
Son S e anw S\ES L3/ valuable ideas from the 278 0.20
stakeholders in the value chain, not
only about the products but also
for

L olelasl 5 o852

L b e cbaalo\laaly
278 0.20

L Lo e sladel\aaly
278 0.20

Loyl gl o]
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the raw materials, product
packaging, and distribution
channels (Payne
et al., 2008)

L Lo e sbaalo\laal,

Co-creation behavior can influence
customers’ motivation to interact
more in the community, which

St S SN s e underpins customer involvement in 196 0.14
8 certain types of firm activity and
product and firm support
In essence, outstanding peer value
L Lo e sbaalo\laal, co-creation behavior will certainly
lead to peer satisfaction, peer 157 0.11
OIS o Ll 50\ S/ 25| motivation, and relationships in the
peer community
L Lol e slasly\laasly Additionally, customers can
el o improve their social status by
ol Sond s 2S5 e taking part in value co-creation 104 0.07
S8 activities.
L ks e sbael\aaal, when a customer actively joins in
the procedure of value co-creation
ol Candy 55 )/ 6 ke behavior, peer consumers or 171 0.12
recognize them as stakeholders can
A5 ; ; ;
an invaluable source of information
Co-creation is a “desirable goal as
it can assist firms in highlighting
. . customer’s or consumer’s point the
(eer) Payne etah s \s of view and in improving the front- 199 0.14
end process of identifying
customers’ needs and wants”
participation involves personalized
experiences, goods and services, by
being involved in the design
procedure through their
Ramaswamy and \ci L participation in the brand
. community. Value-co-creation is 344 0.25
(¥+1+) Gouillart considered as the practice of
emerging systems and products via
an association with stakeholders,
for instance customers, employees,
suppliers, and managers
Responsible personal interaction
=28 Jalas \SIIS 1 Jal e refers to the “interpersonal relations
S e\ s be tween the customers and
S 5258 oy SHASNS 2 employees, which are necessary for 195 0.14
<l pds successful value co-creation” (Yi
and Gong, 2013, p.1280).
S el \1IS 31 el The literature has emphasized the
role of customers’ resources and
5 S (o SOl V-?v-\cﬁfi business/customer interaction in 189 0.13
P value co-creation (Etgar, 2008; Pra
BLNERS halad and Ramaswamy, 2004)
=8 Lalas \HIIS 31 Ll 5o claimed that customer interaction in
a virtual environment is a 291 0.21

determinant of value co-creation.
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The resources shared in the
community influence value co-
creation behavior among the
members and the firm. Based on
the social identity theory
(Elbedweihy et al., 2016; Lam et
al., 2012)

S ol VIS Al
3eS e gl el cule oS L2

S (S5

For successful value co-creation
between themselves and
employees, customers need
to be cooperative, observe the rules
and policies and accept the di-
rections from the employees” (Yi
and Gong, 2013, p.1280).

211

0.15

=8 Lals\ S 31 el se

Srin ) a5 L))\ 8

In the context of value co-creation,
advocacy indicates allegiance to the
firm and promotion of
the firm’s interests beyond the
individual customer’s interests”
(Foroudi et al., 2019; Yi and Gong,
2013, p.1280).

214

0.15

Identification helps customers to
engage more with other customers,
and the degree of their identifi-
cation helps them to be involved in
value co-creation behavior.

168

0.12

Besides, the subjective norm for
value co-creation is the degree of
identification held by peer value
towards co-creation (Foroudi et
al.,
2019).

150

0.11

=8 Lals\ S 31 el se

Consequently, the extent to which
customers are willing to identify
themselves as value co-creators in a
firm will have an effect on their
willingness to show value co-
creation
behavior,

190

0.14

Jel s\ IS I el 5o
P g;s)m\@g/w

&

For successful value co-creation
between themselves and
employees, customers need
to be cooperative, observe the rules
and policies and accept the di-
rections from the employees” (Yi
and Gong, 2013, p.1280).

211

0.15

4 b Jal s ISl e
SIS Szl 4 Ol e\ /S L

L G 31 el

Information sharing is key to the
success of value co-creation. For
successful value co-creation,
“customers should provide
resources such as information for
use in value co-creation processes”
(Yiand Gong, 2013, p.1280).

227

0.16
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OMles 5 s i VIS 3 el g
mlize

Thus, when a customer takes part in
value co-creation behavior with a
behavior can reflect company, this
their level of satisfaction with the
service company. In the main, this
is because value co-creation
behavior offers customers an
opportunity to co-create their own
products/services, to fulfil their
own personal needs (Franke and
Piller, 2004).

362

0.26

Ml 5 s i KNS S el g

Thus, when a customer takes part in
value co-creation behavior with a
behavior can reflect company, this
their level of satisfaction with the
service company. In the main, this
is because value co-creation
behavior offers customers an
opportunity to co-create their own
products/services, to fulfil their
own personal needs (Franke and
Piller, 2004).

362

0.26
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L L e cbatalo\bael,
Ol 5 plubid\es u/u
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Value co-creation is generally
considered a desirable goal for both
brands and consumers as it can
assist organizations in
understanding the needs and
preferences of consumers (Lusch
and Vargo, 2006).

202

0.32

L b e cbaalo\bael,

0L jzie gl plabid\es o/,

Value co-creation is generally
considered a desirable goal for both
brands and consumers as it can
assist organizations in
understanding the needs and
preferences of consumers (Lusch
and Vargo, 2006).

202

0.32

L Lo e glatslo\ael,

28

Moreover, Nyadzayo et al. (2020)

examined the effects of value co-

creation as an antecedent that can
engender positive WOM

124

0.20

(Y++¢) Vaego and Lush\ ,ls

Co-creation is defined as “the
process where two or more parties
come together to create value

95

0.15

=8 Jalas LIS 3l 5o
Lol (il e Lalg NS L5

28

Moreover, customization or
personalized content encourages
value co-creation by sparking
customer interest in brand- related
information, fostering their
intention to interact with the brand,
and referring to their personal
preferences (Cheung et al., 2021)

260

0.42
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In the context of social media,
previous studies used the social
identity theory to explain that when

i customers identify with a brand, 221 0.36
L Loy Slesles 2 they are more likely to engage in in-
role behaviors, including co-
creation processes
Kennedy and Guzman (2016)
R showed that brand commitment and
S Jala LIS 31 Jalyo brand identification that a 165 0.27
L Loy liea\es o consumer has with a brand are '
) brand identity co- directly related to
creation
For instance, a positive electronic
word-of-mouth (eWOM) improves
— S JelS\ LIS 3 el 5o customer—brand relationship, thus
. T enhancing value co-creation
sl S9N it D18 practices, because it involves 250 0.40
Ol customers’ communications about
their own experiences and opinions
(Cheung et al., 2021)
These constructs refer to the quality
_ of information that members could
Jel s\ IS 31 Ll e gain from
. L. the social media platforms, whereby
oo 53 oS\ ol S a higher perceived informational 228 0.37
565 Sl quality resulted in
greater participation in the value co-
creation process.
) s Jalp\ NS S Lelse | Zadeh et al. (2019) indicated prior
e .. RV experience as a substantive
St ety o Sl (A predictor of future value co-creation 121 0.20
Lot behavior in social media
Frempong et al. (2020) explained
— ) s Jal\ IS S Lelse | that past experience of virtual value
e .. RV creation is relevant and forms the
St ety o Sl (A basis for effective customer 173 0.28
Lot engagement and co-creation
behavior.
B The fifth category advances the
— ) s eSS Lelse | notion that if individuals interact or
o N use social media platforms more
Ak SIS ealial Ol (505 actively and intensely, they are 203 0.33
Jlezws sla more likely to seek co-creation
value with brands in this context
Cheung et al. (2020) and France et
al. (2018) found that brand
interactivity becomes an enabler for
@ by Jal g\ IS 3 el ge customers to co-create with the
brand, because the interactive 286 0.46

features of the brand demonstrate
whether brands are willing to listen
to what they are saying in two-way
communication
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whether brands provide an effective
o and convenient means for direct,
4 bye ol IS S ol e bilateral brand-consumer 179 0.29
Ly 05 s Jalo\ti/es 2 communicatioqs,_wh!ch encourage ‘
consumer participation in brand-
related activities.
Entertainment results from the fun
and interest
Dzl 35 g0 3L\ IS S fal o acquired from activities and content
_ uploaded by marketers on social 206 0.33
Jolas D351 0 S\ )8 media (Cheung et al.,
2020), which drives co-creation
participation in social networks.
i T Previous studies identified that
S 5 e AU Jul e brand image triggers consumer 102 0.16
Crin 55 L s s\ S engagement \_Ni_tr_l co-creation '
activities
i ooy Foroudi et al. (2020) are concerned
Seled 5 s SUMEA Jelse | it the role of the logo as a visual 141 0.3
Cin 55 L s s\ S component of brand image to create '
value co-creation in branding
a well-designed corporate logo
Oles 5 s i VIS 3 Jel g might elicit an emotional response
and convey a positive reaction, 168 0.27
e 35 dip e\ IS which directs positive impacts on
stakeholders’ co-creation behavior.
Kennedy and Guzman (2016)
ol 5 b 3 K\IS 3 sl | showed that brand commitment and
brand identification that a consumer 165 0.27
L4 8 e A\l has with a brand are directly related
to brand identity co-creation
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