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Value Creation
Value creation is performing activities that increase the worth of goods and services in organizations. Several commercial operators over the past few decades have shifted their focus on value creation in either value for customers purchasing or in products and services they create themselves as described by Tantalo & Priem (2016). Real-life examples of organizations that have had value creation are in optical companies. The cost of physician-prescribed optical glasses is usually higher than that of ordinary sunglasses.  This is an example of value creation where a company would manufacture eyeglasses with durable frames and efficient lenses whose market value is higher than the labor and materials costs used in its production. Durability and efficiency in frames and lenses are the value that clients require and for this they are all willing to pay higher prices.
Secondly, value creation happened in a packaging company I worked for. There had been numerous customer complaints about the way the company packaged its products in a manner that made a product look too expensive without considering its actual price. These complaints came at the time when the company was not efficient in its financial dealings. The management created a customer support team to look into the complaints by using modern technology tools. Soon after, the issue was resolved and towards the end of the second quarter, the business was back on track. This illustration was value created to meet customer satisfaction which led to value increase for the company as well.
Value Co-Creation
When consumers begin to possess a company’s brand through their participation in the creation of its product, we call this value co-creation. In summary, value co-creation is product worthiness that is resulted by collaborating efforts of customers and the company, as shown by Hein et al. (2019). Value co-creation endorses and inspires an active involvement of consumers in merchandise production designs. In the year 2010, BMW, a high-end motor vehicle brand, broadcasted its open innovation challenge titled ‘Tomorrow’s Urban Mobility Services.’ The company launched this competition to allow its customers to take part in sharing their ideas on what needed to be done to improve on the company’s vehicle model. The concept was a prestigious business approach for the company, but it was most prestigious for ardent fans and consumers of this product. The company verified and evaluated the ideas before putting most of them into practice.
In another example, in the year 2012, Heineken, one among the leading beer producing brands in the United States, invited some of its product consumers to participate in a challenge called ‘Heineken Open Design Explorations Edition 1: The Club’. The company meant to invite its consumer base in giving ideas and insights on what the company needed to do to improve its beer production value. It also was a demonstration of how a customer co-creation can bring huge public and media attention for reputable worldwide brands (Hein et al., 2019).
Value Innovation
Choosing to practice new things despite structural consideration in a company in order to increase value for the same company and for its customers is what value innovation is (Leavy, 2018).  Understanding this concept of the company-customer innovation relationship is well brought out by Yellow Tail Beer Company. Unlike what other giant beer producing companies did, Yellow Tail dropped using the traditional prestigious vineyards and aging systems. They equally abolished the use of frequent complex user instructions because they had proven intimidating for likely customers (Leavy, 2018). In summary, after dropping all the mentioned elements Yellow Tail produced a drink that appealed to the masses without inclining it to traditional prescriptions.
On the same note, Nintendo Wii is a video game company that practiced value innovation principles to effect its tremendous success. The company used a blue ocean approach which sees low cost and differentiation in designing productions simultaneously as elaborated by Leavy (2018). Nintendo got rid of the hard disk and DVD model found in most games in order to reduce client purchasing costs. To improve on value, they innovated a similar concept that uses a wireless motion control stick. This became the differentiation that distinguished the company game applications from the market offers by other companies. In the end, their innovation propelled their product value more than had been seen before in that sector. This is what value innovation is in the height of technology.
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