2
Discussion Response for Jeffrey
Good job, Jeffrey. Your illustrations of the three concepts and their examples are very well. There is little I can critic but only add that when value creation aims to empower both the company and satisfaction of the customer, it also sets innovation standards that mark out competing forces in the market. The milestones achieved by a company are typified by its ability to innovate and sail above competitions, as discussed by Bruce & Packard (2016). On the same note, value co-creation can be illustrated through activities of companies such Samsung, Nokia and Microsoft windows. A common characteristic of these companies is that they re-innovate their products time after time as customized for the consumer needs. Value co-creation can equally stem from rewarding loyal customers with appreciation labeling of their names on products just like Coca Cola did a few years back. Finally, value innovation is an efficient and convenient approach to handling previously difficult business concepts (Gries et al., 2017). Replacing PCs with mobile smartphone applications is a great example. Your illustrations are largely comprehensible, but for further discussion, how would you describe an innovation that takes place in a company that has more annual employee turnover and yet file impeccable financial reports?
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