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ABSTRACT

The chapter analyses the literature on Industry 4.0 to understand the effect that Industry 4.0 has on cus-
tomer co-creation process. The chapter is conceptual and is based on a literature analysis—conducted 
through ISI-Thompson Web of Science—that answers two research question: (RQ1) if and (RQ2) how 
the Industry 4.0 changes the customer value co-creation process. The results are summarized into a 
conceptual framework that shows how Industry 4.0 transforms the creation of value for customers, of 
customers, and with customers. The implications encourage managers and policymakers to implement 
a wider range of enabling technologies along the various phases of the supply chain and to adopt a new 
way to manage the company itself and the relations with customers involving them in the co-creation 
of products.

INTRODUCTION

The Fourth Industrial Revolution or Industry 4.0 (Kagerman, Helbig & Wahlster, 2013), has profoundly 
modified the factory by transforming it into a smart factory. The new scenario comes from the conver-
gence of different emerging technologies that allow the transition to a digitalized era that introduces in 
the factories a smart environment in which machines, devices and products are interconnected to adapt, 
be flexible and respond quickly to market changes (Wei et al, 2017). Industry 4.0 has received increas-
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ing attention from policy makers, managers and academics. Current researches are mainly focused on 
technological development (more than 50% of existing studies are of engineering), while are still limited 
studies on how the changes in technical and production developments transform the factory, the man-
agement, the relations with stakeholders and the way value is created. Management research explores 
the phenomenon almost exclusively through conceptual studies or case studies that verify the effects of 
Industry 4.0 on individual and isolated aspects of the value creation such as the customer relationship 
management (Dukić, Dugandžić & Dukić, 2017), the business model innovation (Müller et al., 2018) and 
the service dominant logic (Bullinger et al., 2017). Industry 4.0 modifies genetic heritage and strategic 
design of the factory creating new opportunities and threats that need to be managed. Early studies show 
that these changes have a significant impact on relationships with several stakeholders. For instance, 
Industry 4.0 introduces controversial changes in the relationships with internal stakeholders reducing low 
skill occupations and introducing new high skill occupations. However, since the 90-95% of the value of 
a company is made by customers (Gupta & Lehmann, 2006), the paper aims to fill the gap investigating 
the potential changes that Industry 4.0 brings to the customer value co-creation process.

The paper has two research questions:

Research Question One: Does the Industry 4.0 changes the customer value co-creation process?
Research Question Two: How does the Industry 4.0 changes the customer value co-creation process?

The paper is conceptual and is based on a literature analysis conducted through ISI-Thompson Web 
of Science database to identify two research objects: (1) to analyze opportunities and threats of the 
single enabling technologies; (2) to identify if and how the Industry 4.0 modifies the customer value 
co-creation process.

The research is based on a critical review because there are only few studies that analyze the topic 
and the most of them are based on specific case studies. In addition, the studies identified analyze how 
Industry 4.0 changes individual aspects of the value creation, of the business model innovation, or of the 
supply chain. However, there are no studies that analyze, with a holistic approach, the specific implica-
tions of the Industry 4.0 in the customer value co-creation process.

The contribution to scholarship of the paper is to create an abstracting description of the Industry 
4.0 phenomenon (finding its definitions and its main characteristics and mapping its opportunities and 
threats) and to re-conceptualize the existing theory on customer value co-creation process in the light 
of the Industry 4.0.

The originality of the paper is that it has reconstruct a conceptual framework, with a holistic approach, 
on opportunities and threats that Industry 4.0 has on customer value co-creation process.

Figure 1. Conceptual framework



 

 

14 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/how-industry-40-changes-the-value-co-creation-

process/276813

Related Content

Process Excellence and Industry 4.0
Felipe Martinez (2021). Research Anthology on Cross-Industry Challenges of Industry 4.0 (pp. 53-75).

www.irma-international.org/chapter/process-excellence-and-industry-40/276811

Connectivity
Mahtab Hosseininiaand Faraz Dadgostari (2013). Graph Theory for Operations Research and

Management: Applications in Industrial Engineering  (pp. 37-47).

www.irma-international.org/chapter/connectivity/73149

Critical Evaluation of Continuous Improvement and Its Implementation in SMEs
Pritesh Ratilal Pateland Darshak A. Desai (2020). International Journal of Applied Industrial Engineering

(pp. 28-51).

www.irma-international.org/article/critical-evaluation-of-continuous-improvement-and-its-implementation-in-smes/263794

Two-Decision-Maker Conflict Resolution with Fuzzy Preferences
Mubarak S. Al-Mutairi (2014). International Journal of Applied Industrial Engineering (pp. 40-59).

www.irma-international.org/article/two-decision-maker-conflict-resolution-with-fuzzy-preferences/138308

Intelligent Product Design: Intelligent CAD
Zude Zhou, Huaiqing Wangand Ping Lou (2010). Manufacturing Intelligence for Industrial Engineering:

Methods for System Self-Organization, Learning, and Adaptation  (pp. 245-272).

www.irma-international.org/chapter/intelligent-product-design/42628

http://www.igi-global.com/chapter/how-industry-40-changes-the-value-co-creation-process/276813
http://www.igi-global.com/chapter/how-industry-40-changes-the-value-co-creation-process/276813
http://www.irma-international.org/chapter/process-excellence-and-industry-40/276811
http://www.irma-international.org/chapter/connectivity/73149
http://www.irma-international.org/article/critical-evaluation-of-continuous-improvement-and-its-implementation-in-smes/263794
http://www.irma-international.org/article/two-decision-maker-conflict-resolution-with-fuzzy-preferences/138308
http://www.irma-international.org/chapter/intelligent-product-design/42628

