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Abstract A value creation is understood as important business strategy these days in both academics and industry.
But this phenomenon is not fully understood based on systematized framework. In this paper, we summarized value
research trend based on exploratory research and inductive reasoning by exploring both international and domestic
journals. And we built a research framework that can analyze value creation between supplier and customer.
Value research prior to 2004 is primarily divided into values of goods or services and relationship values. After 2004,
service-dominant (SD) logic has been outlined. There are other research trends to see the relationship value in terms
of relationship benefits and relationship in the network or supply chain.

4 critical resource types (financial resource, knowledge resource, efficiency resource, and intellectual resource) and
5 competence types (relational capability, collaboration capability, innovation capability, managing capability) are
constructed as principal factors for value creation from inductive reasoning based upon a resource-based view (RBV)
and a competence-based view (CBV). The research framework was built based on 4 resources and 4 competences.
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creation in terms of resource and competence
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Supplier resource

1. Financial resource
2. Knowledge resource
3. Efficiency resource

\ 4. Intellectual resource ~ /
Supplier competence

1. Relational capability
2. Collaboration capability
3. Innovation capability

4. Managing capability

Customer resource

1. Financial resource
2. Knowledge resource
3. Efficiency resource
4. Intellectual resource

Value
creation

Customer competence

1. Relational capability
2. Collaboration capability
3. Innovation capability
4. Managing capability

[Fig. 4] Extended research framework of value creation

in terms of resource and competence
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