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Progress and prospect of value co-creation in the context of sports service
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Abstract: In order to better understand specific sports phenomena and properly solve sports management problems,
both the academic and business communities have increasingly realized the importance of value co-creation in the
context of sports service. The research summarized the value co-creation in the context of sport service from two
aspects of ornamental sports and participatory sports. In terms of ornamental sports, the existing literature mainly
studied the value co-creation of sports events from 3 layers namely micro, medium and macro perspectives; in terms
of participatory sports the previous research mainly focused on 3 aspects of the antecedents, processes and results of
the value co-creation of fitness and leisure activities. Finally, the paper reviewed the research on value co-creation in
the context of sport service, and expected the future research direction, so as to provide relevant research ideas and
practical experience for China's sports market and sports enterprises or organizations.
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