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Abstract : Coronavirus disease (COVID) related confusion has transformed people’s behavior. At the same time, value
creation in the customer's lifeword has become more diverse, complex, and sophisticated. As a result, for firms engaged
in value co-creation with customers, the knowledge and skills demanded by customers are now beyond the scope of
individual firms. Based on this perspective, value co-creation marketing needs to respond in new ways to fulfill these
demands. Under such circumstances, firms that offer a large variety of knowledge and skills required by customers have
emerged through a new form of corporate system, which is called a local platform. Therefore, in this study, we discussed
a further reach point of value co-creation marketing research, clarified the theoretical and practical issues in today’s
coronavirus disaster, and demonstrated the characteristics of the new corporate system through a case study dealing
with concern of a local platform. Based on these discussions, we looked forward to new directions for marketing
research in the future.
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FMEAEDS A E 0% 7% 6, 1lidy &l 2 7 ARG i S CRiZs &
DOIENTWY A, ZhEFHREIRAMEE LTHR
Z5DIF, ALEEEMEDOOEDOE LTELZY— T4
VIS THMOTHRRZI L EWR b,

BWIRR D75, AEHATOE/ Hnidh—E20
FHIERZESH LW =T 1 v 7IlE»TC, au
THIC L > TH 725 N7 N2 DITEIOZALA, WHEO
K253, RSS2 B0 - EZENBO % E D
720THY, TOEKTHNICHEHERE ST 2 il LA~ —
T4 7R, GH, mAAmKRENTwAEE VWb, £
LT, 29 L7AfifEdkgl~—4 74 > 7 OBLE 2T
DI, Hi% & OEBNM A X 2 MlifE8TH % 25,
BEEMHEERZO DL, FLy Y - AFVOHEMZ
BRI AT —EZRMICL > THEEINLDOTH Y (Vargo
& Lusch, 2004), 1L, FL vy ¥ - AF ) Lwv) &
W LRI L > THRESINE 7TE L AT 5720,
CNEREMHISAL RS, FE L OTIRME N 1ZF)
FMEfE DA Z ED X HIATH 2, Fho, ZOH0Y
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AEDBHE ISR A, MEBIEITTEI Db DAL D &
JEAE L7z WR B, Ak L7z & 912, lifEALEIZ AT E
PHEDOF Ly Y - AFNEBEM L, Hi itz Ak
FTHIERZVIN, FLy Y AFRVHEAET LEAII,
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DT 7 & —=2OFELZTNE R LW d Lk,
SHIT, NS OBIENERZ AR et L
OB LNVTEIEIMEICRDEEZOND
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Vb X9, BEFRORMICEHD L EEIE, wo L 2
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LPFIZBWT, TAEZ - N — ZONBIEIHEO
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B E N, BT R U, BRERR AL, KB
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