Modern Management JLAVE#, 2021, 11(4), 400-406 Hans iXJ
Published Online April 2021 in Hans. http://www.hanspub.org/journal/mm
https://doi.org/10.12677/mm.2021.114051

anhf 1t B

£ #, RO

677 Tl k2, bt
Email: 542193467@qq.com

FIRVER AR RE

e

Weks H . 20214F3H30H; FHER: 2021454200 KA HM: 20214F4H27H

=

AL R R TR SR AR SCE 2 [FIEN BRI ANEMEREE, MARMVAIRE. HREWSIZEZHRT
. AICRACERERNE, RS AIMES R e, £F. BmEZRMERSRIATENERSME
O RRRHAT T RARREN AT RRFTFSL S TE MRS . NEZEHEAT IRt el
K mERMERZE, DS REILRIRBT TS KRR A R R .

XA
spESLel, E3, AENME

Brand Co-Creation Research Review and
Future Prospects

Wenjing Jiang, Jianbo Tu

North China University of Technology, Beijing
Email: 542193467@qq.com

Received: Mar. 30“’, 2021; accepted: Apr. ZO‘h, 2021; published: Apr. 27th, 2021

Abstract

Brand co-creation refers to the process of creating value through interaction among stakeholders,
rather than a one-way process of enterprise creation and passive acceptance by consumers. This
paper adopts the method of literature, and systematically sorts out and reviews the main research
results at home and abroad from four aspects of the concept definition, dimension, influence fac-
tors and effect results of brand co-creation. Future research should continue to improve the con-
cept of brand co-creation, and study the influencing factors and outcome variables of brand
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co-creation from more aspects, so as to promote the research and practical application develop-
ment of brand co-creation.
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Bt W 2 RS S HT BOR AN BT A R, B BRI 22 3 22 5 21 i R T A B R, JRRIIL Y 55
KRIEIES, O BASI8E . QEE MEEH . HIE T MERA R L L G 3T s, 3t
[l G AR 70 = P AL 2, IR % 38 AN A PR A e s S, T A2 RERE R S 5 i AR 562 (1 1)
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TA[5]. Migle %(2013) B 414> dh A (B ) G138 A SUB R T MV AN TS (155 7, SEHGR -7 938 it iR
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T I AU E R MR LA, BEANEA 23 G5 R FEE SO ILEN, YO IL R
I S NFIES, TR el i BRI R AR T, B 2N i RS IR16], RS B A e 2 A SRR T B
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3. Mkt eI4EE
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Table 1. Dimensions of brand co-creation
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ViR 5 4(2019) dll B HERIEE A ERIL A 23]
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Hb, THBREFIE VR T MBS 5 M EILE], A B NSLONES) T 3RAG— @ AL, AFE AR IR 2
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PENSEFERT SRR, T A S0 i — AR SR [34]
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FEHTF RIGIAFERR BT, BONET T RA R RO, Bl #R T G828 KN 5, Bt
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FEARAA T, IESE TR E S S MBI GIRENS XHH 938 10 RO B P AE AR R [2] . IS
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HR, AR, BHIRAT A AR ol #A BE g H ) kRS, Bendapudi AT Leone (2003) 42 1 2%
R AL ZA ) ik — A i R B[40 o At LA 2> fle A5 i b DR A e, /7™ it TR it R P4 L
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