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Abstract

The role of customer participation is an important area in service marketing
research. Increasingly more enterprises encourage customers to participate in the
service production and delivery processes, stimulate customers to share innovative
ideas, and promote a greater role for customers through participation. Although
some research has acknowledged the importance of customer participation in
creating knowledge and value for enterprises, it has ignored the uncertainty and
complexity that customer participation may bring. Most scholars study customer
participation only in a broad sense without examining how to effectively manage
customer participation. To address this existing research deficiency, this study uses
service-oriented logic, digital transformation theory, value co-creation theory, and
corporate performance theory to examine how enterprises can promote customer
participation in the process of digital transformation, co-create corporate value with
customers, improve and influence the company's digital transformation maturity, and
thus promote the company's performance growth (including environmental,
economic, and relationship performance). Specifically, this study makes the following

major contributions:

1. Based on the behaviour of customers participating in digital transformation,
customer participation is divided into four dimensions (information and knowledge
exchange, business collaboration, co-leading, and cost-effectiveness) to understand
the process of value co-creation, and to some extent, resolve the inconsistent views
of customer participation in existing research. Most extant studies explore customer
participation as a whole; such integrated research results in the loss of customer
participation’s rich connotation and leads to differing opinions about the impact of

customer participation.

2. Based on the theory of digital transformation and the theory of digital
maturity model, this study primarily examines how to effectively guide and manage

customers from the perspective of an operational management model and strategy.
2



The existing research on value co-creation largely focuses on how external
environmental factors influence value co-creation among enterprises. These factors

are difficult for enterprises to control and control.

3. This study focuses on the co-creation results of traditional enterprise
customers and Internet enterprise customers in the process of digital transformation,
analyses and compares the different concerns of traditional enterprise customers
and Internet enterprise customers on the value co-creation process, and provides
effective and positive aid for future strategic planning regarding these two types of

customers.

The information communication technology industry in China is taken as this
study’s research object; five representative enterprises are selected. First, 10
traditional enterprise customers, Internet enterprise customers, and industry experts
are interviewed in-depth, and the questionnaire is collected. Second, 506 matching
guestionnaires for traditional enterprise customers and Internet enterprise

customers were collected.

Using structural equation modelling, this study examines the relationship
between digital transformation and corporate value co-creation, as well as the
intermediate role of digital maturity on digital transformation and corporate value

co-creation. The empirical results support most of the assumptions, as follows:

1. Customer participation in digital transformation has a significantly positive

impact on value co-creation (economic, innovation, and relationship value).

2. Value co-creation (economic, innovation, and relationship value) has a

significantly positive impact on firm performance.

3. Digital transformation maturity has a significant moderating effect on the

influence of value co-creation on firm performance.

4. Value co-creation has a mediating effect on the relationship between

customer participation in digital transformation and firm performance.
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Chapter 1 - Introduction

1.1 Research Background

The digital economy is booming worldwide, and digital technology is rapidly
changing. New information technology is penetrating all aspects of traditional
industrial chains, as well as entire product life cycles. The use of information
technology to transform the products and processes of traditional industries has
become a common understanding of society as a whole, and has resulted in

remarkable achievements.

The rapid digital wave is influencing all aspects of China's economy, society, and
policy. The government's strong support for the digital economy has made it possible
for the digital transformation to continue to play an important role in China's
economy. The vast number of Internet users also constantly promotes the rapid and
large-scale commercialization of China's digital business model. China is already one
of the largest electricity supplier markets in the world and will become an important
global force in mobile payments. Although digitalization of China's consumer end is
at the forefront globally, the digitalized transformation of enterprises is relatively
backward; some enterprises have not yet taken the first step towards digital
transformation. These enterprises are not unaware that digital transformation is an
important opportunity for them to adapt to the wave of technological development
and seize the commanding heights of the digital economy, but lack a clear
understanding of the path to digital transformation, which leads to the initial stage of

digital capacity-building.

1.1.1 Digital Transformation and Application Diffusion Enable Realizing
of Value Co-creation at a Historic Moment

With the rapid development of science, technology, and networks, many

enterprises are paying increasingly more attention to satisfying customers’ unique

17



needs and maximizing their experiences. Digital transformation has become the main

means for improving enterprises performance, as well as a source for competitive
advantage; it has been referred to as the arrival of the new revolution era (Fitzgerald

et al., 2014; Hess et al., 2016; Singh and Hess, 2017).

Customers want a more personalized experience when obtaining desired
products and services. To keep abreast of this new ‘need to keep in touch’ customer,
enterprises must adopt advanced technology to provide unparalleled customer
experiences. Putting customers first is the centre of many corporate strategies.

To reduce costs, enterprises need to extend their existing applications to realize
and welcome the arrival of the digital era. Leading concepts such as big data, new
generation communication technology, and artificial intelligence have resulted in
new blueprints for diverse industries. In many countries, digital transformation has
become the only way for enterprises to realize sustainable management.

Digital transformation is the integration of information technology into all areas
of an enterprise, radically changing how the way the enterprise operates and the
value it provides to customers. Simply put, the purpose of digital transformation is to
change how enterprises interact with customers to provide customers with excellent

experiences while simultaneously improving company performance.

1.1.2 The Importance and Necessity of Value Co-Creation in Digital

Transformation

Frequent interactions with customers and the exchange of professional
knowledge and skills are important features of digital transformation. The process of
digital transformation is usually regarded as an information technology and
knowledge-intensive process. In many cases, it is difficult for enterprises to
understand customers’ individual needs. At the same time, it is often difficult for
customers to express themselves to enterprises, as they use different languages to

transfer knowledge. In the digital transformation process, it is indispensable for

18



customers to participate with enterprises in creating value because personal
participation is a kind of social practice. In this process, tacit knowledge and explicit
knowledge (Brown and Duguid, 2001) can be effectively transformed. Brown and
Duguid, 2001 found out that practice can creates epistemic differences among the
communities within a firm, and the firm's advantage over the market lies in
dynamically coordinating the knowledge produced by these communities despite
such differences, Enterprises can identify unexpressed needs and gather knowledge
by observing customers.

Similarly, Lewis and Brown (2012) point out that service providers and
customers can deeply interact in digital transformation, allowing providers to
understand customers and meet their personalized needs. Enterprises specializing in
providing overall solutions for digital transformation in the information
communication technology industry (ICT) comprise the research background of this
study. The ICT industry is a knowledge-intensive; interaction with customers and
their perception of digital maturity play important roles in implementing and

developing systems (Weitzel and Graen, 2010).

1.1.3 Enterprises and Customers Create Value Together in Practice

Increasing Popularity and Importance

Many enterprises realize it is exceptionally difficult for a single party to have a
long-term foothold in a market. With intensifying competition and the continuous
opening of the market, increasingly more enterprises make use of their partners’
knowledge to gain competitive advantage. For example, Xiaomi Technology develops
extended innovation capabilities through fans; the company grew rapidly by
cultivating a group of motivated fans and soliciting their opinions. They have built an
online community to foster communal relationships with their fans, assigned
different types of fans different roles, and organized internal operations around fans
(Kuo et al., 2017). More enterprises are also aware of the importance of external

partners, who can help them not only by providing external knowledge, but also by
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participating in strengthening their recognition (Corsten et al., 2011; Noordhoff et al.,
2011).

It has become more common and more important to encourage customer
participation, which can bring new knowledge and promote enterprise innovation
(Zhou et al.,, 2014). At the same time, it can help enterprises better meet their
customers’ needs and gain customer loyalty or dependence. Cooperation between
customers and enterprises is becoming more common and necessary. For example,
Huawei cooperates with customer enterprises (such as China Mobile) to develop
chips, professional mobile phones, servers, and more, as well as to learn various

technologies and become competitive.

1.1.4 Digital Transformation Brings New Growth to Enterprises

and Becomes a Key Driver for Improving Firm Performance.

Digital transformation has brought new growth to enterprises, and has become
a major objective. Value co-creation through digitalization can accrue in various ways,
such as decreased costs, higher revenues, or the capture of new revenue streams. To
secure the business model’s profitability over time, it is important to establish an
appropriate risk management system where financial gains more than match any
negative consequences, such as high delivery costs.

Digital transformation can improve internal processes, enabling improved cost
efficiency and leading to a positive effect on performance (Sjodin et al., 2016 & 2018).
Other efficiency benefits can be achieved by capitalizing on product data flow to
streamline the delivery process and stressing the requirements that relate to
improved customer interaction (Cenamor et al., 2017). These efficiency advances are
among the main drivers of digital business model development (Gauthier et al.,
2018). When aiming for cost efficiency, it is also important to continuously review
co-creation initiatives so the extra costs incurred from joint digitalization efforts are
weighed in the balance (Miiller et al., 2018; Zancul et al., 2016). However, the most

significant costs come from product development and IT infrastructure, which
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require very substantial upfront investment and continuous updating over time (Kiel

et al., 2017).

1.2 Research Significance

1.2.1 Theoretical Significance

Research based on customer value co-creation theories studies the behaviour of
traditional enterprise customers and Internet enterprise customers participating in
digital transformation and the mechanism through which value co-creation impacts
firm performance. This research is based on study of customer participation, value
co-creation and firm performance using service-oriented logic. Based on the research
content, this study’s theoretical significance is mainly embodied in the following
aspects:

1. Theoretical Significance of Research on Behaviour Dimension Change in
Traditional and Internet Enterprise Customers Participating in Digital Transition
under Value Co-Creation

The characteristics of digital transformation differ depending on the method of
value creation. In the traditional method of value creation, enterprises are the only
creators of value, while suppliers and customers are passive receivers of value.
Enterprises dominate in the process of supplier and customer participation, and the
participation behaviours of suppliers and customers are oriented around enterprise
objectives and serve enterprise output. Under jointly creation of value, enterprises
and customers, as equal value creators, jointly invest resources and through mutual
interaction, create value for the other party as well as for themselves. In this method,
supplier and customer participation changes from passive stylized behaviour to
active participation. Under value co-creation, the characteristics of the participation
behaviours of suppliers and customers differ from those of suppliers and customers
in traditional services marketing. If suppliers and customers engage in the value
creation system as manipulative resources rather than manipulated resources, their
rights and scope in participation increase. Using the background of value co-creation,

this study comprehensively examines the behaviour of traditional enterprises and
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Internet enterprises that participate in digital transformation, and finds that the
changes in the participation behaviours of traditional enterprise customers and
Internet enterprise customers develop and supplement traditional customer
participation theory.

2. The Theoretical Significance of Exploratory Research on Customers and
Co-creating Customer Value Under the Background of Digital Transformation

Customer participation in value co-creation is a new research field that is still in
the theoretical exploration stage. Theoretical and empirical studies are limited in
number; consequently, there are few research results related to value co-creation.
There are especially few studies on the value co-creation mechanism in the digital
transformation process from the perspective of traditional and Internet enterprise
customers. Payne (2008) proposes a conceptual model of value co-creation from the
perspective of management, but this model does not reveal the internal mechanism
of customer participation in value co-creation. At present, there are studies on the
motivation for and influencing factors of customer participation in value co-creation
(Meuter et al.,, 2005; Etgar, 2008; Hoyer et al., 2010), but not on customer
participation in the process or the behaviour and results of value co-creation. Based
on the theory of digital transformation, this study constructs a process model of
value co-creation, conducts exploratory research on the process of customer value
co-creation, and attempts to reveal the processes of customer resource input,
customer-enterprise interaction, customer value co-creation output, enterprise value
propositions, value co-creation systems, customer learning and enterprise learning
and their effects on building the internal relationships of a customer value
co-creation system. This exploratory research takes value co-creation as the research
angle, enriches customer value theory and develops value co-creation theory.

3. Theoretical Significance of New Exploration on the Formation Mechanism of

Firm Performance from the Perspective of Value Co-Creation

In marketing management theory, firm performance is a relatively mature
concept. There are many mechanisms for firm performance improvement and

growth, such as increasing the development of and investment in new products,
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opening up new market users, and introducing new production and manufacturing
equipment to improve productivity. From the perspective of value co-creation,
customers participate in value co-creation, form personalized experiences in the
process of interacting with enterprises, and jointly create customer value. The
biggest difference between this process and customer value from the product
perspective is that customer value is not created and delivered to customers by
enterprises, but is acquired by customer experience. Customers participate in the
process of customer value co-creation; that is, customer participation contributes to
creating customer value. Customer value is the product of customer and enterprise
co-creation. Therefore, under value co-creation, customer value under
product-oriented logic is transformed into co-creation of customer value under
service-oriented logic. Placing the influence of customer participation on customer
satisfaction into the new context of value co-creation, taking customer value
co-creation as the intermediate variable between the two relationships, and
discussing the content and dimensions of customer value co-creation further develop
research on the relationship between customer participation and customer

satisfaction.

4. From the Perspective of Digital Transformation, the Theoretical Significance of

Value Co-Creation for Forming Digital Transformation Maturity

The re-division of labour between people and machines in digital transformation
generates new value creation points, which can stimulate innovation and change
enterprise business models. By establishing a digital project platform for integrated
design, procurement and construction, data accumulation, and interconnection,
intelligent projects can be delivered to customers, helping them optimize operational
and maintenance efficiency after the project is deployed, extending enterprise
service value chains, and broadening revenue sources. Customer participation in
digital transformation can create new value for enterprises. Our exploratory research

regards digital transformation maturity as an influencing factor in studying the
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relationship between value co-creation and company performance. To a certain
extent, this has formed a new theoretical exploration for value co-creation and is

helpful for developing theory.

1.2.2 Practical Significance

At present, most research on value co-creation focuses on the impact consumer
participation in value co-creation has on enterprises, such as the impact of consumer
participation in new product innovation and the speed at which new products enter
the market (Fang, 2008), or study of consumer participation in value co-creation
from the perspective of corporate strategy (Prahalad and Ramaswamy, 2004). This
study considers the perspective of corporate customers. There are few studies on
how value co-creation impacts corporate performance. Participation in value
co-creation is a specific decision made by enterprise customers. These customers
must have a mechanism for developing a decision-making process that can reflect
their economic value, including environmental performance, economic performance,
and social performance.

Under service-dominate logic, the value-generating process of ‘manufacture,
sales, and service’ in the traditional industrial economy has been thoroughly
subverted and transformed into ‘listening, customizing, and creating value together’
(Payne et al., 2008). This transformation requires enterprises to re-orient their roles
and make adaptable adjustments to the change in their value-creation mode. The
change in customer and enterprise roles means their cooperative behaviour and
rules will be redefined; however, the change in customer participation behaviour will
also bring about an adjustment in enterprise behaviour. The internal structure of the
original value creation system will change, and the interaction interface between
customer and enterprise subsystems will face new coupling. Therefore, an in-depth
understanding of the mechanism through which cooperation and interaction impact
corporate performance and environmental, economic, and social performance, the
specific dimensions of co-creating customer value, and the impact and importance of
these value dimensions on digital maturity are of great importance to enterprises.

We already know the important influence of customer value on digital
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transformation, but it is not clear how the internal structure of customer value
co-creation (each dimension) plays a specific role in corporate performance and
environmental, economic, and social performance; how the internal structure of
customer value affects the evaluation of digital maturity; or the impact on corporate
performance and co-creation in specific situations. The effect of customer value
dimensions on this relationship may be strong or weak. Research on these issues is
an important way to study customer value to provide in-depth guidance for
enterprise digital strategy. It has practical guidance significance for enterprises in
formulating their corresponding digital strategy and creating excellent customer
value jointly with customers. At the same time, in the context of value creation, it is
helpful for enterprises to clarify their role and position in value creation by analysing
the internal relationships between customer participation in digital transformation,
customer value creation, digital maturity, and company performance under certain
circumstances. It is also helpful for enterprises to formulate a digital strategy,
improve their digital marketing ability, and design, improve, and control their
enterprises. Relevant customer participation contextual factors provide practical

guidance.

1.2.3 Existing Problem in the Research

Existing research shows customer participation is influenced by various internal
and external motivations, and most of them participate in exploration based on the
transaction level in co-creation. At the same time, they play different roles. Customer
participation may lead to more power transfer, which is not always beneficial for
value creation (Chang et al., 2009; Yim et al., 2012). In addition, there are various
external factors. The factors and relationships between enterprises will influence the
effect of customer participation. However, from the enterprise level, research on
how to effectively guide and manage customer participation is still relatively lacking.
Finally, in cooperation with enterprises, customer participation is more desirable for
customized products. Involving customers outside organizational boundaries can lead
to additional costs for businesses (Bstieler and Hemmert, 2010). However, if the
projects produced by customers can be spread out, efficiency and market
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responsiveness can be improved, reducing future development costs, Specifically the

existing problems in customer participation research are as follows:

1. Existing studies have paid attention to how customer practice affects the
co-creation process, but there are inconsistent research results. For example,
some studies have pointed out that when customers actually participate in the
process, they not only provide knowledge related to their own needs, but also
participate in enterprise innovation as co-producers (Fang, 2008). However, some
studies have pointed out that customers are not enterprise employees, and their
participation may lead to problems such as intellectual property rights and
information disclosure, which are not conducive for the company as a whole.
Coordination in collaboration (Sobrero and Roberts, 2001) and customer
involvement can lead to transferring power to customers, giving them a larger
voice, and bringing more uncertainty to the co-creation process (Chan et al.,
2010). Other studies have pointed out that customer knowledge and skills are
limited, and customer cannot effectively grasp the latest technological trends,
which is also not conducive to developing new products or services (Alam, 2006).

2. Previous studies have pointed out that internal and external factors affect the
process of customer participation, and most of these factors are difficult to
control. Examples include relevant factors (such as ambiguity and environmental
turbulence), relationship factors (such as the degree of customer network
relationships) (Fang, 2008), project factors (such as the complexity and process
dependence of the project process), and normative participation (Fang, 2008;
Fang et al., 2008). If factors cannot be manipulated, it is difficult to provide
effective guidance and suggestions for enterprises. Therefore, how to manage
customer participation from the operational point of view becomes more urgent
and important.

3. Existing studies have explored short-term and supplier performance, but
neglected the value most pursued by customers. For example, previous
researchers pay more attention to the speed of new product listing, product

innovation, the market performance of new products, customer satisfaction, and
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6.

so on. These are short-term supplier values (Athaide and Zhang, 2011; Koufteros
et al., 2005). Developing new products is a high-risk activity, and the failure rate is
as high as 50% (Fuller et al., 2009). New products co-exist with customers outside
the enterprise boundary, and there are more uncertainties in production, so it is
not enough to focus only on short-term corporate performance. When customers
participate in developing new products, they engage not only at the transaction
level, but also at the level of long-term relationships and common development
to promote long-term interests.

Regarding who leads value co-creation, many scholars believe customers play a
leading role in value co-creation and enterprises should play a supporting role.
Prahalad and Ramaswamy, (2004) suggest this is only way to create value
together. However, in practice, how to define the dominant role of consumers
and the supportive role of enterprises are their real manifestations.

Driven by unique service and experience needs, customers actively participate in
R&D, design, service, and other enterprise aspects, jointly creating value with the
enterprise. Although this study proposes a theoretical basis for the mechanism of
value co-creation from the perspectives of traditional and Internet enterprise
customers involved in digital transformation, in the existing literature, research
on the connotation, antecedent variables, and outcome variables of value
co-creation remain at the theoretical level, lacking in-depth empirical research.
There have been empirical studies on value co-creation, mainly in
service-oriented industries such as consumption and education, although some
involve financial and software services. At present, there is no relevant empirical
study on value co-creation that involves digital transformation service providers
in the ICT industry. This study extends the scope of empirical research on value

co-creation and provides new evidence for the theory.
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1.3 Research Contents and Contributions

1.3.1 Research Contents

Based on the search review in subsection 1.2.3, we can summarize the main
contents of this study as follows:
1. Explores the Behavioural Dimension of Customer Participation in Digital

Transition under Value Co-Creation

Developments in science and technology have enabled customers to obtain
more information at low cost than in the past. Customers have more rights in their
relationships with enterprises and have changed from a ‘passive audience’ to ‘active
performance’ (Prahalad and Ramaswamy, 2004). Consumers have become more
active, creative, and motivated by participating. This change can be reflected in this
study through the consumer participation behaviour dimension. Therefore, in the
context of value co-creation, the consumer participation dimension should be
different from that of consumers who are passive recipients of value under
product-led logic. Based on the literature review and combining the characteristics of
customer participation in digital transformation in the context of value co-creation,
this research divides the customer participation dimensions using theory-driven and
in-depth interviews, and verifies the dimensions quantitatively through survey data.
2. Discusses the Dimensions of Value Co-Creation and Customer Value Co-Creation

by Traditional and Internet Enterprises in the Process of Digital Transformation

The behavioural basis of co-creating customer value is interaction and
experience. For customers, the value co-created is essentially experience value
(Prahalad and Ramaswamy, 2004). In the process of the interaction between
customers and enterprises, customers jointly create personalized experiences and
form unique customer value. At present, there are many customer value studies, but
there is little research on co-creation of customer value, and even less on the causes
and effects of co-creating customer value. This study examines how customers and
enterprises jointly create customer value through interaction, the roles enterprises

and customers play in the process of jointly creating value, and the value customers
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create for themselves in the process of interacting with enterprises. Applying digital
transformation theory, digital maturity theory, and benefit growth theory, this study
constructs a model of customer participation in digital transformation. The process
model of value co-creation based on existing customer value research is combined
with in-depth customer interviews to explore the dimensions of value co-creation,
and testing through empirical research.

3. Explores the Influence Mechanism of Customer Participation in Digital
Transformation on Enterprise Performance and Environmental, Economic, and
Social Performance from the Perspective of Value Co-Creation

Several research questions are addressed in this study. Under value co-creation,
will customer participation in digital transformation bring new growth performance
to enterprises? Through what type of transmission mechanism does customer
participation in digital transformation affect firm performance, and environmental,
economic, and social performance Can value co-creation become a bridge between
customer participation in digital transformation and firm performance, as well as
environmental, economic, and social performance? If these relationships exist, how
do the internal dimensions of variables interact with each other for
multi-dimensional customer participation and co-creation of customer value? What
customer values do different dimensions of participation create? How does each
dimension of jointly created customer value affect firm performance and
environmental, economic, and social performance? Is the inherent logical
relationship between the five variables of customer participation in digital
transformation, value co-creation, firm performance and environmental, economic,
and social performance established? These are the main problems to be solved in
this study. This study takes the ICT industry as the research object, collects data
through questionnaires, and uses quantitative analysis to test the hypotheses of the
above problems and obtain the study’s main conclusions.

4. Discusses the Influence Mechanism between Digital Transformation Maturity
and Firm Performance in Co-Creating Value and Aiding in the Success of Digital
Transformation.

In the process of digital transformation, digital transformation maturity is the

basis for value creation between service providers and customers (Andreas Hein et
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al., 2019). Enterprises play three roles in value co-creation: they provide a value
proposition, create the environment and support for customers’ interactive
experiences, and interact with customers to help them achieve value co-creation
(Prahalad and Ramaswamy, 2004). The most intuitive expression of
customer-enterprise interaction is the interaction between customers and service
providers. Service providers’ support and concern for customer psychology and
behaviour will affect customer experiences and value perception. In this study, digital
maturity is introduced into the model as a variable that marks the interactive quality
of digital transformation. The impact of digital transformation maturity on customer
participation in digital transformation and the value co-creation relationship is
investigated, and the moderating effect of digital maturity on co-creation of

customer value and enterprise performance is empirically tested.

1.3.2 Research Method

1. Literature Review and Normative Research

Customer participation and co-creation of customer value are part of a relatively
new research field. The domestic and international literature on the research
variables of customer participation in digital transformation, co-creation of value,
maturity of digital transformation, and firm performance has been carefully reviewed.
This process helped identify the research trend and provided a theoretical basis for

establishing the research framework and proposing the research hypotheses.

2. In-depth Interview Research Method

In the context of value co-creation, the dimension of customer participation in
digital transformation is different from that in a traditional service industry. In
addition to the support in the existing literature, further in-depth interviews are
needed to discover the dimension of practical significance. At the same time,
co-creation of customer value is a relatively new field, with little research or
literature. The dimension of creating customer value also needs in-depth interviews

to provide a basic foundation. At present, there is no unified scale for measuring
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customer participation in digital transformation and value co-creation. Based on the
characteristics of the industry studied, the scale used in this research is formed
through in-depth interviews and references to existing literature. In-depth interviews
are performed with three different groups: customers of traditional enterprises,
customers of Internet enterprises, and experts. The in-depth interviews with
traditional and Internet enterprises customers establish basic information about the
current situation. The in-depth interviews with experts determine the logic and
comprehensiveness of the research, and the scientific nature of the interview results

is guaranteed from different angles.

3. Questionnaire Survey

This study’s quantitative research is based on a questionnaire survey. The final
guestionnaire is developed through a preliminary design, interviews, a small sample
prediction test, and questionnaire modification. Qualitative analysis is applied in
each step to ensure scientific and objective measurement. After data is acquired
through a large-scale survey, the theoretical hypothesis is improved using structural
equation modelling, followed by an examination of the results. The software used for

guantitative analysis is SPSS Statistics R23.0.0.0 and AMOS 24.0.0.

1.3.3 Research Contribution

Compared with existing research, the main contributions of this study include
the following:

1. To better understand the process of customer participation in value creation, the
degree of customer participation in digital transformation is divided into four
dimensions: information and knowledge interaction, business cooperation,
co-leadership, and cost efficiency. To a certain extent, this approach solves the
problem of the inconsistent impact of customer participation found in existing
studies. There are only a few empirical studies in the extant literature on
customer participation, most of which regard customer participation as a whole.

For example, Carson et al. (2012) point out that customer involvement makes it
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difficult for enterprises to reach a consensus and hinders the performance of new
product development, while Smets et al. (2013) find customer involvement in
new product development provides enterprises with knowledge about customer
demand and the market. On one hand, integrating participation into a dimension
of research results in the loss of rich content and connotation regarding customer
participation; on the other hand, it generates different opinions. This study
explores the impact of customer participation on the process of cooperation from
four dimensions: information and knowledge interaction, business cooperation,

co-leadership, and cost efficiency.

To explore how to more effectively promote customer participation based on the
viewpoint of digital transformation, this study introduces information and
knowledge interaction, business cooperation, co-leadership, and cost efficiency
between service providers and traditional and Internet enterprise customers into
customer participation. It studies how to deal with information and knowledge
needs, business cooperation needs, co-leadership needs, and cost effectiveness,
which are better matched to maximize value creation and performance creation.
This study primarily addresses how to effectively manage customers from the
perspective of enterprise operability. Research on value creation has focused on
the impact mechanism of external environmental contingency factors or the
relationship in customer engagement (Noordhoff et al., 2011). These factors are
difficult for enterprises to control and regulate. The interaction between
information and knowledge, business cooperation, co-leadership, and cost
efficiency considered in this study can allow enterprises to better regulate and
manage these factors. Research on how to manage customer participation from
an operational point of view is still quite limited (Coviello and Joseph, 2012;
Hauser et al., 2006); this study makes an effective contribution to it.

This study primarily addresses long-term value for service providers and
traditional and Internet enterprise customers. At the same time, based on the
special industry of digital transformation service in the ICT industry, this research
especially studies how to spread the interaction of enterprise information and
knowledge, business collaboration, co-leadership, and cost-efficiency to other
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customers or projects.

4. Using paired data, this study explores how to achieve the best cooperation
between service providers and traditional and Internet business customers to
promote performance on both sides. Most existing studies unilaterally focus on
the perspective of either customers or suppliers, and there is no comparative

study of customer segmentation in the industry.

5. The digital transformation maturity index is used in this study as a mediator
between value co-creation and company performance to explore the impact of
digital maturity on company performance in the process of digital

transformation.

1.3.4 Thesis Structure

This research paper is divided into eight chapters; the specific contents of each
chapter are as follows:

Chapter 1: Introduction. This chapter describes the study’s research background,
research significance, main research contents, research contributions, and
innovations.

Chapter 2: Theoretical Background and Literature Review. This chapter reviews
the relevant literature, including that on the main study variables, and determines
the study’s research direction and perspective.

Chapter 3: Research Framework and Theoretical Hypothesis. According to the
theoretical basis found in previous research, the logical relationship between the
main variables in this study is deduced, and the corresponding theoretical
assumptions are proposed.

Chapter 4: Scale Development and Data Collection. Based on the study’s
hypothesis, a scale is compiled and formed to measure the research variables. Taking
the ICT industry as the research context, data collection and collation, data analysis
and discussion, and preliminary research results are completed.

Chapter 5: Digital Transformation of Traditional Enterprise Customer. Based on
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the theoretical model, statistical software is used to analyse and collect the data of
traditional enterprise customers, test the theoretical assumptions, and analyse and
discuss the research results.

Chapter 6: Digital Transformation of Internet Enterprise Customer. Based on the
theoretical model, statistical software is used to analyse the Internet enterprise data,
test the theoretical hypotheses, and analyse and discuss the research results.

Chapter 7: Research Conclusions and Contributions. This chapter presents a
comparative analysis of Chapters 5 and 6, summarizes the research conclusions,
identifies the study’s research contribution and the implications for business
management practice, and summarizes the research results.

Chapter 8: Research Limitations and Future Prospects. This chapter presents an

analysis of the study’s shortcomings and future research directions.

1.3.5 Research Methodology and Technical Structure

The research methodology and technical structure of this study are shown in
Figure 1.1. First, the relevant literature on digital transformation, value co-creation,
digital transformation maturity, firm performance, and environmental, economic,
and social performance is scrutinized and summarized. The content of the research is
defined; qualitative analysis methods such as in-depth interviews are used to
determine the dimensions of customer participation in digital transformation and
value co-creation, a corresponding scale for quantitative empirical research is
developed to verify the hypotheses proposed, and the corresponding theoretical
explanation is offered. Finally, the research results are further analysed, and their
application value and practical significance for enterprise management and company

operational strategies are discussed.
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Figure 1.1 Research Methodology and Technical Structure
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1.4 Conclusion

This chapter introduces the study’s practical and theoretical background,
discusses the importance and urgency of digital transformation in current economic
activities and its relevance to customer participation in value co-creation; briefly
describes the specific contributions of the research in theory and practice, and points
out the existing and urgent problems in research. The chapter also summarizes the

research content, methods, contributions, structure, and technical route.
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Chapter 2 - Theoretical Background and Literature

Review

2.1 Digital Transformation Theory

Globally, business managers have begun to focus on digital transformation
(Fitzgerald et al., 2014; Hess et al., 2016; Singh and Hess, 2017). The essence of
digital transformation is realizing enterprise performance and competitiveness
through a series of fundamental changes using digital technology-based and
data-based product or service transformation, and process optimization and

reconstruction (Hess et al., 2016).

2.1.1 Understanding Dig