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Abstract

This study explores the determinants in creating value in the cultural
and creative industry by case study research. Originality of artistry, customer
relationship, and value creating networks, and the information flow of the
products are critical factors in the value creating actions. The superior
customers, like connoisseurs, can play the initiator of information cascades
to change the customer-desired value and the customer-received value, and
they can attract more collectors to follow up. Moreover, superior customers
can support the enabling extrinsic motivations to push the artists though the
advanced artistries creating. In this study, we firstly proposed a value
co-creating cycle to describe the value co-creating action in cultural and
creative industry. Secondly, we mentioned that ration addiction, ration
herding, and herd behaviors are the main value drivers of culture and creative
products. This study also explored the interactions between the enterprises in
this industry, and finds that the more competitive actions were focused on
getting the recognition of connoisseurs. Finally, we attributed the value
creating of the culture and creative industry to three types of wvalue

configurations.

Keywords: Customer capital, Information cascade, Value co-creating, Customer

value
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