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Abstract

Different theories have examined the motivation of individuals to participate in the value co-creation, and all these studies
agree on the importance and usefulness of the value co-creation by customers. Despite agreement on the importance and
usefulness of the value co-creation by customers, but there is still a lack of knowledge about the nature and quality of
people's participation, their motives for creating a common value in organizations, and the existence of different theories to
explain this process. The purpose of the current research is to provide an appropriate model for explaining the motivation of
consumers to participate in value co-creation. In this regard, we examined the initial motivations of consumer participation
in creating a common value based on different perspectives and identifying common models for attracting customer
participation and value co-creation. To achieve the model in this study, the meta-synthesis method has been used to identify
and review related articles in the period from 2006 to 2017. After extracting the concepts and issues related to participation
in the value co-creation, 66 selective codes and 13 indicators were identified. These indicators included behavioral,
emotional, financial interests, social interests, perceived risk, technical, collectivism, perceived performance, social learning,
and information factors, personal intentions, psychological intentions, and financial expectations. Also, using the Interpretive
Structural Modeling, these factors were classified into four levels. The results showed that psychological, social and
emotional motivations have the most impact on other motives, so that all ten other motivations are directly or indirectly
influenced by these attributes.

Keywords: Value Co-creation, Motivation, Participation, Meta-synthesis.
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