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[Abstract] It's found in the literature research of Value Co-Creation that the active elements of con-
sumers are more and more valued. However, there is still a lack of research on the relationship be-
tween Value Co-Creation and social development. Nowadays, nevertheless, social problems such as
environment, poverty, disasters and diseases are growing geometrically. Enterprises should not only
pay attention to the economic benefits, but also pay attention to the solution of social problems in
their business activities. Besides, with the change of consumer consciousness, enterprises should
induce actively and give full play to the initiative of consumers. And enterprises can generate new
value by solving the social problems that consumers care about, and finally realize the Social Value
Co-Creation of between enterprises and consumers.
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1. fEfERIANO77TO—F

A H, MifEHANC T AR EAAT DR T WS, & 2 A, MELANCE T 28581k,
ERENTH Y, IREIC L > TIELAI~NO T 7o —F 2358 % 5% BlZIE, #II (2010)
W JEATSCER S ANC BT A F%E A KD 3 DI FE LD TV D, 1 DHIZ. RERFEON
Va—F = O3 TIEREMIBTELA 2R L) T2 [FOLA] WTHhHD, 1%
I ZFDORFEWMZRIFZSE LT, Payne et al,, (2007). Frow et al., (2010). von Hippel (1994 ;

1 K= —iF, 20114EIC [Hh—N—=F - ¥V F R LEa—] ICHL@BMEDAIE (Creating Shared
Value) LW EXOPTHRIBL T3, @M &3, AEIHEPEEZRRT LT LI
Lo Ty KAl & REFMEOR G ZBRKTHZ L TH b,

2 BENER (2010) [T HH =Y ZXhy 5 TE/HH—CAH ) ~] [fHFLEIARX - L 2]
58% 2 7. 160-1708, Z=8Mf - 4k (2013) [MiifEILgImrsedol SR e | [HentBfa Rmam k] 91
-96H,

3 Payne, A. F, K. Storbacka and P. Frow (2007), “Managing the Co-Creation of Value.” Journal of the
Academy of marketing Science, 36 (1), pp.83-96. Frow, P, A. Payne and K. Storbacka (2010), “A Con-
ceptual Model for Value Co-Creation:Desigining Collaboration within a Service System.” Proceedings
of the 39" European Marketing Academy Conference. Hippel, E. V. (1994), The Sources of Innovation.
Oxford, U.K.: Oxford University Press. Hippel, E. V. (2006) Democratizing Innovation. Cambridge,
MA: MIT Press. 4 I & - 4 ¥ —F 2 aF ik (2005) [RFEATZAM /I X—=2 3 yOR{—
A—=J—FEIPLORE] 77— FT LA, NI (2000) T4 2 X—2 3 v OFAEHG - A —
71— FEOMEARZRZ T) TaHE. MIE (2006) [FEemLEE - EHsntaosk] O
M. HEEE T (2002) [7F33a2a=74 -7 74 7)) BiHHEME HEEET
(2003) [7Fa3a=74 -x=F74 72 FEiE WHFHL. BEEET (2009 [T7%
UHRER] BHE RS T—BEHKO YT EA ATV TEFETHN?] ¥4 X E Y Ml Arnould,
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2006) /MIT (2000 ; 2006). H# (2002 ; 2003 5 2009). Arnould and Price (1991). Fournier
(1998). Fournier and Lee (2009). < L C Fournier and Mick (1999) 7% &% %IFCwb, 22
Hid, $EEFERTL—=X=202bh, EOXHITEREFRHRT 25 &) B ClifE LAl
Rk T A [VAT L] @Thbo Kk, ZofEMNLM%E LT Normann and Ramirez
(1993 ; 1994), Normann (2001). Moller and Rajala (2007). Vargo et al., (2008). =L T
Maglio et al., (2009) 7 &% ZEF T 5, 3DoH I, MBI T 5 720 ORI E- R 5
FMEMWOMILED T2 [EHE] @Thb, ZOMRENEMIE L LT Prahalad and Ramas-
wamy (2004). /I - &A1 (2001), & LT (2009) & EDBIFHN TV,

KIZL Z - 4 (2013) 4&, AT SO SAEIEANCRI 5 2782 RD 3 DI2F DT VA, 1
SHIE, MELAIHFAEETH L ETHHDTH L, hdHix. ZoRENLHEEL LT Kam-
bil et al., (2012). Ramirez (1999) #ZF T35, 22oHIZ, ¥EIN)2a—Fxz—rDEFE
FRBEBICBWTHEE L ILIMEZAIN T2 WI B DTH B, 51, Lusch et al., (2008)
OWFROFIZ, MEHRAIOZZTREETNRTVWE I 2L ET, 2oRFEWLELE LT
% (2010) #ZIFCTw5b, 32HIE, Customer-dominant Logic DA 5, MG A F I
BEOWEES), HEFEE. €L OHBERBROBKBEICBNT, BIlEhsE 355D THb, €
DRFEM 252 L LT Heinonen et al., (2010) 232 F 5N TWwW5b,

R, ok (2016) & ¥ —7 T4 ¥ 7 OB S EE M EHET 2% LAl & L,
FRICELZDTRHMES, MELANCET 22 KkD 3212w TWw5% 12HIE, SD
OYy ORI THS, TbbH, Offifiz bl £ 721388ET2DHEETH L, QIHES
T HRCAlE A B E 72 I3RS T 2 2 EATERW L6, MlifEIZH IS ER Lo FHEIC

E.J. and L. L. Price (1993), “River Magic: Extraordinary Experience and the Extended Service En-
counter.” Journal of Consumer Research, 20 (1), pp.24-45. Fournier, S. (1998), “Consumers and Their
Brands: Developing Relationship Theory in Consumer Research.” Journal of Consumer Research, 24
(4), pp.343-373. Fournier, S. and D. G. Mick (1999), “Rediscovering Satisfaction.” Journal of market-
ing, 63 (4), pp.5-23. Fournier, S. and L. Lee (2009), “Getting Brand Communities Right.” Harvard
Business Review, 87 (4 ), pp.105-111.

4 Normann, R. and R. Ramirez (1993), “From Value Chain to Value Constellation: Designing Interactive
Strategy.” Harvard Business Review, 71 (4 ), pp.65-77. Normann, R. and R. Ramirez (1994), Designing
Interactive Strategy: From Value Chain to Value Constellaton. Chichester, U.K.: John Wiley & Sons. Nor-
mann, R. (2001), Reframing Business: When the Map Changes the Landscape. Chichester, U.K.: John
Wiley & Sons. Moller, K. and A. Rajala (2007), “Rise of Strategic Nets: New Modes of Value Creation.”
Industrial Marketing Management, 36 (7 ), pp.895-908. Vargo, S. L., P. P. Maglio. and M. A. Akaka
(2008), “On Value and Value Co-Creation: A Service Systems and Service Logic Perspective.” European
Management Journal, 26, pp.145-152. Spohrer, J., S. L., Vargo. N. Caswell and P. P. Maglio (2009),
“The Service System is the Basic Abstraction of Service Science.” Information Systems and e—Business
Management,7 (4 ), pp.395-406.

5 Prahalad, C. K. and V. Ramaswamy # ; A #13 (2004) [MliEILAIORFIZTNFT] ¥ 7o
R albigtte ANRATER , AT (2001) [WSEREA— A —13 [H—EA] 2585 - HWiEFEOHF - 2
FieknE] 54 v E 2 b, WHADL (2009) [FEMBSHNE - €A AT VoM L AlE] H
AHE G A

6 i (2016) [/INSRIEBHIC BT ZAEILRl~— 7 7 4 » 7 — (B L A O EAEH & iz - |
[Japan Marketing Academy] Vol.5. 287-298E.,
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Ko THAIS NG, OMEIANIY —CARHEAZBUCEIAINL L WV) 3HICTFLDLI LN
T&%, 22HIE, SuY Yy 7ORZTTHS, Tabb, HEEIFCMEOKAZTIER
{y WIMHMEDRIESZ TH ) . BEORRICBWT, M LlifEZ AT 23 TE S, 32
HiZ, CurY Yy 7082 FTHE. $abb, MiELAIHEEECL> THEHENLZDDOTH
D HBEAOBEXE IR S, BN EEHZRESE2 DO TIE R FIEE VD
JETHHINLEEDTH S,

ul

2. MIEDOME

ML B9 2 AT ge & 2 % & WFZEH I & - TlE AN 0§ 2 BfF AT 2 275, Zh
5 OMERUIHEILENC B 2B FEO B EREESEEHL I N TVwE I L THD, —H, i
HICBT 29826, S COMMEILANCE 2 BT OBEO I El ¢ 5, T%b
Ly i & 1E. ADSER L2 W ER ST RRETHY, UTO3ID2DLRXRVICEFLED LN
37 BABFEOLANVIE, ZOHEDOKIGDON 2P SHFEEN TV L UIETH ), L4aR
HHIZOWTOEZ HIZRMEINL, ZORDOPFLVOMifEIL, fEERT—EA L w723
DTH5bo wOEBYELNVOMiEIZ, HHMEQRBLEGA T T) —LHEDOHLHDOT
HY. HEEMENAT S LXK LM TH L, T2, MHEICIEHE KM OAMifHE & &
DA D V. HEEMOMAEDFEIZ H D720 ) D THBDITH LT, MEER O
EIZADZZDEN) BDTH Y, ZOHITIEIRBERKADTZDH L) LRV D LHIERBE D 720
EV)LNLVETH LY 4. HEH. F L CHERREIIHAMMEICE L, &IEV Lol
fiti CUbiifE) TH Y. MEEHOMMETD D5 MIEOIZ I L) BTIRAER OB RE Rl it
REHIOMMEINZ T H72 et SMEAERSNLE L) ICho TV A I EFFHINLTY
5% L AN, MiERANCET B BT O R T, HEMEOAIC OV TIRAZE SR TV
e\,
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1. CSRAD77O—F

A7 7 — (1980) 1. AL FESREM - EEEE) OUEEL I L7z BT,
I 2 ED T O & LT, MRS BRI 2 SO S EAk L 22 A%
HIRETHDLEBRTVEY, E2AH, K77 =12 X VIRE SN EREREE, BUCORE
HRIEIZBT S CSRICHIE L TWA RS, EDOXHITHAEMEZ R L TV 2EAKEZRLTS
Tdrorzls 2 LT, 19804EMALIRE, Bl #W. %W, R, 2L TRV F—7 LEEWY

7 TRFAV G (2% BEL FFUE-W- v U3 gEc0tER (1993) [RErs0
=T T4 YT —FOHIN LR ] FSCEBR. 47H,

8 MR - WRE— (2014) [—E R - £/ R=T 3] HEM., 46H,

9 J4Yv TS -abTI—, FA4Y)—-T—2rZburrs, BEEA (2014 [2+5—, 7T—2 A1
Y7 Bo~ =774 v 7 EE] BRI 394H,

10 Hofer, CW., E. A. Murray Jr. and R. A. Pitts (1980), Strategic management, West Publishing, p.11.

11 3 (2011) [CSR & &5 Hhg — BB BB 2 SR T — | RIEERFRE RS, #1248, %
277, 215232,
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(HiAT) Carroll, A. B. (1991) “The Pyramid of Corporate Social responsibility: Toward the Moral Management of Or-
ganizational Stakeholders” Business Horizons, July-August, p.42 % 25 25EAE ¥ o

GREEZRZTWDLH, RENIO L) RHAMEIZED X 5 I 2 I BEDEEZ JE
FTHETICEL TS, BIRIE, FA FIZI90FEALHT. A~ N4 7 O N LY Tirio
AEPEPINT L EHE SN, WML AHEGHOWE kol TOFMEZEoNIFELT,
FEOHZMTLED R L < b BRI 5 720
—i REOHEMFENOPHAIHE T 2085372 SAH LD, TOHTYH Carroll
(1991) OWFZEN L KDY EiFoNnzd, RELISRENS X912, Hid. f¥okawFiTE:
FREFI R NERRE] MaBR ] [HEENEE] © 402 A LT 72RO R T
EOET Iy FEZRBLTWS, E7 Iy FOMERIC [FHENHE] 2ES, o k2 &%
WML T [MHENEML] 2550, €93y Fo—F LI THSEI0EME] 25E8rh
2% Fhbb, BENITE (AR ST L, hoTXThE2HE] Th b, BN
[E2 8 & EHIEIHANHEEOER] Th o, MHMEMET [MEHWTHIN, ELLAF
RIERTHHEME] THAH, T L THEEMWIEIR [REIEFHTRTHN, BEHRIZL T
II2=TACEBRTAI L] THDH, T2 KRB (2004) X, KT3Iy FORIIHD [HENE
£l & TREFENFEE] OMEZ AR, HENEE] 2RKICE o TRIERESFHREZET
HDLHHAL TN,
EIAN, TOX) BHERIO CSRISHT 2MHADFH b H L. HlZIT, M LAZ O H
FRICIHEH L. CSR Z# EDMIEREB 7T Ut A D 5\ VI FERER L T\ 2 Mk & 13 MEEI1R & $2
Z. MBWNEROD LR B ONT RN R SERFNICERL2ZVEVWI bOTH LY, &
72v 2O XD D CSRANDRY AX, XAOFEL OBEIEIZZL < —RlR D DI
TET, MANICHELZ RS ZICES o2l b, B CSR="F) D CSR & &h
o EHITER—=%— (2008) 1E. ZHI CSRIZ2ODERNELHZILEHHLNIIL TS,
12 Carroll, A. B. (1991) “The Pyramid of Corporate Social responsibility: Toward the Moral Management
of Organizational Stakeholders” Business Horizons, July-August, pp.39-48.

13 KEBME— (2004) [AF—27 kN5 —&EHD CSR] [CSR~ AT 2~ M OKRBME— - H AP ##)
A PR

14 #EH (2011). 215-232H,

15 Porter, M. E. and M. R. Kramer(2006), “Strategy and Society.” Harvard Business Review, December,
pp. 78-92 (K H-AFR (2008) [ #EFHENL > CSR ¥EME | [N —/N— F-E TV A X-L ¥ 2—] 1 H%5.36-52H).
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2. CSR »5#iEfifE (CSV) "DEE

Va3, S MEORRO -0 2 F I hHRA~NSFE LCENEZIIy bV M E
MOBEL Tz 4 H, 23T, HAMEORROI-DHIE T4 R LFEDD & DRI R AE
BENEXH %> Twd, A—F— (2006) X, ©EICEEEEZ5 25 300&ME (12H
1 HAMICIIEETOHEFH > S IIRELEEL T L 2 0 REORMMN 285112
W RITT I b RVHARE, 220HIE, @EOHEEFHICL > TO LS5 B L 2T 5
A, 3oH IR, JHBERRENO ) b, FERMT 2 ETOREF RS 2Bz 3T+
KE) ZIBR L7z LT BRIEN CSR L WIS ZIRIBL TW5, T4bhH, kI CSR DA
BlE, S SIEICERE L oS UGB 2@ U CHAOBRA I 2/ b9 284812,
REORFMED A % 5 FHAMED KV EL) 2L w) 2 THD'Y

WNT, A= —1320114E12 [)N—/N—=F - UV A R - LE a2—] T “Creating Shared Value”
(CSV) Ew)mXEREL., TOHRTIBMEORIEE V) SHELFRE L, +EaMih & %3
EOMN S ZBRTE L I ZRMEROERTEHRDOAR T RELHBLELHLETS, TD [CSR
(FEOHSWEM) | [T TRDOEF 722 E L LTRBE N7 [CSV (Creating Shared
Value = Bl O AlE) | 3k EROREETVE LT, WWRPTHEBSINTWS, LT, %
TR L OB E A B 5121E 3 2D KNS D LR L TWw5, bbb, O&ENEHY;
#HHET, QAN 2 —F 2 — v OAER L FERT L. OMFEIRWE 2 E < I E LT
HEEET TAY — (R) 22 %. F/20 CSRE CSVOEWIIHE2IRENS LI I,
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EE HLVIINEICE ST B LS o
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- DR CSR FHICHIE SN 5 - REOFHERO LA M

Bl: 727 FL— FTHATS Bl PERAEEZ AT L TIE L
HEmE

(Fr) <47V -E-K=¥—, <=2 -R- 7 7<—, @WEHBR (2011) [F@ffifEo#n ] [DIAMOND /»—
N—F-EYARRA - L¥a—] 29H,

16 =5 (2011), 215-232F,
17 %AImw (2015) [CSV AEE M HIFREFIAGL, 8 Ho
18 [ L#&F. 17-19H,
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(WA %fEnl (2015) TCSV #EE ki) SREEREEH ML, 13H,

CSR IEHidr R s L X EBLRICTFROBP CTITON L ET L VI RFETH LD LT, CSV
B 5 DEGEEITIB 2 5 720 Tld e < L B L CNREIC T — < 2 RO A1 2l & 7]
BEC FALOFIZRIC B RO B 2 L TH B,

E 512, &M (2015) &, PEROBEARTFRICB BHF:ZFEIER (Pure Pursuit of Profit) |
YT FA4T YA, CSR. €L TCSVOMBREMEIDL ) ICHAL TS, Thbb, itk
DBEARFFUNTMRARNIE 2T & B8R T 5720, RBFME LR DS, HAMHEI55 (G TOR Y
7 AZAD) o TMICH LT, MEEKICHY BLANTAEZLTRELZRL, IV TIAT VA
AW 72 E A ARMED A2 & FTRIFMAHED KD S L% b (ETDORY 7 RITAD),
T2, BUFERICT 20 TIEAR L, KVHGH L LWHAEBRE L2 e vy E 2 A Lo
CSRTH b, 4 H. AR¥EAEU THAMMED BFMHED O 5N b CSVAIARD HbMTWwb,

LIAD, CSYNDORGZBIT 5L, KELRD 3OV H B, H—I12, 3 €7 bAKS
HLVDbOTEARVEVIIHDH L, bbb, HEHICH)HA TV RMEETR T4 T
YYBE—LLTOHOCSRICEEEL T, F¥LBL CTHARELMI LA EZH VL, H
W2y RSl & RR AL 2 WA S % DA CSV 2 HIE A S5 Tl s A LEF R
WI)DBDTH b, H=IT, CSVEEATRORFEFIHAHL TWD LI K Thbd, T4b
B BOHMIREFMETH ) A MEOB] 25588k C e 2 Flit R oh i L LTokdl
ERITENILDTH D,

PRz <. g8k, ifEalofarH5as L. CSVof&liEokallcB v, HE
BZORHEZY ANTORVHELIART G THELEZ D, TDD, RETIEILREICBWT,
HBEFHEROZALITE N, RSEAHRE OB 2 38 - FH L, HEHE L oBICH i % 3t
BldhZLEERT D,

V. HfEEHEIORRICEIT T

1. HEERHOZ
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o MEDE, ZLTHLZZE L VIFASER S, [ 2 [Lo&ErS] 2RKDD XIS
ot BIZIE, REF Y a N IVFTT T4y s L FERERAARE S -7 2% %
¥ HFEME L 2R D182 EPIZ B 1000 A F O DM B H 2 R L3 274 (20104, 20124,
20144F) 12X B L, TANF—/ BT X b, BEIHEG KGG KEZAL /gL, &/ 7
O, RKREFEARL., ABEROILD D IO & FOHBRE OFY RN LAT 255 5 (£
4)o F7oy TANF—FIH & HIFRI, CBFEOEIR, LMOEH, BREDIGE G & 7ER R
ORI O, BREEE AT ) 74 BEREEEZBIET L2 &R CERMALZ T 5 2
&) AT AL, ZF L THREMEICHT AU EOEEDPORDHEEE T ) — 0Ty 7 AN
REINTWDY, 20144E12, BB LM L - Hm e Rl B 232 (7)) -7y 7 215
HIPZBWT, A Y FD6LANE B VRS TH o720 RWTHE (57.508), w@E (55.700). 7
YN (5558), TIVEYF ¥ (5548), A% (55.004) E#Hid. HAIZ4845 T, 187%:H

M4 HFRIBHPEICH T ZHEENR D EHFOBBEDLLE (20104 - 201245 - 20145F)

80% — =
75% X//;M
70%
i ’ — »
§ 65% —
60% ® —
55%
50%
45% - - -
2010 4 2012 4 2014 4¢
—— T A F— PR b 71% 78% 79%
— Il ZE R Y 67% 64% 74%
K% % 66% 65% 73%
—H— R 75% 75% 72%
L2 R 64% 60% 68%
—0—ik% 7 u 59% 58% 68%
PAKBIRA L 58% 57% 65%
{ZYIHE DI 53% 50% 63%

(W) National Geographic and GlobeScan®Greendex2014:Consumer Choice and the Environment A worldwide
Tracking Survey”p.18.“Greendex2012:Consumer Choice and the Environment A worldwide Tracking Survey”’p.2
2.“Greendex2010:Consumer Choice and the Environment A worldwide Tracking Survey’p.23. 12350 &, £#(E
o

19 M (2011). 215-232HE,

20 20104F. 20124FIEXKE., 7hVEYF ¥, A=A FUT, TIIN AFY A, A+, HE, 7
FUVA, RAD NYIT) =, AR, vy 7, HE A¥Fva, @E, AXSM ¥, Avz—TV
DITPETH 5720 2014457 7 ) A &BM L, 189 o720 B EOFEHMETH S,

21 WEHZ)—r Ty 28, WRISHEICE T 5, BAEOHLETEE X 4G o W E I
AR IR R THEATEIE R TH %,

22 National Geographic and GlobeScan“Greendex2014:Consumer Choice and the Environment A world-
wide Tracking Survey”p.35.
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