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ABSTRACT 

The crisis currently affecting the firms, joined to the technological development and more intense global competition have 
transformed the current competitive environment for most firms. Firm‘s competitive advantage is now more dependent on 
continuous knowledge development and enhancement, so knowledge becomes a central theme in strategic management. 
Furthermore, the competitiveness of a company and the health of the communities around it are closely intertwined. The 
business needs a successful community, both to create demand for its products and to provide critical assets and a 
supportive environment and, also, community needs successful businesses to provide wealth creation opportunities. This 
scenario calls for a broader definition of business success which includes customer engagement methods and shifts the 
central goal of companies into creating shared value. This aim becomes more influential especially for those companies 
who operate in a new market space through electronic means that enable electronic marketing relationships from the 
perspective of non-conventional marketing and social-media marketing. Social Media (SM) and ICT enable the interaction 
with the market that allows spreading development burden amongst companies and individuals. Firms increasingly have 
needs of gathering ideas for innovations and providing solutions to existing problems and/or for maintaining the 
competitive advantage. More and more companies apply the wisdom of crowds to certain tasks and challenges, making 
the crowdsourcing a recognized mechanism for problem-solving. While both phenomena are not new, their overlapping 
requires considerable attention in practice, related to the crowdsourcing opportunities and benefits that have been enabled 
by new web 2.0 technologies. Crowdsourcing presents a number of potential applications, open to future developments 
and seem to provide new channels and ways to enable this in practice and to create new shared value and firm value. 
Based on theoretical conceptualization, combined with empirical evidence, we develop an analysis framework for 
approaching crowdsourcing in a SME context. In particular, we aim to highlight the influence of customer-social 
engagement through new technologies on shared value creation and stress the role of crowdsourcing process in 
knowledge-building process. Finally, authors analyze if those instances are able to contribute to build and develop the 
firm‘s performance. 
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SUBJECT  CLASSIFICATION 
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TYPE (METHOD/APPROACH) 

The paper focuses on the crowdsourcing practices that occurred within a case study. In accordance with qualitative 
research [1] the paper explores in depth picture of a web site, as a case study  [2]. The case study  [3] is bounded by time 
and activity, and researchers collect detailed information using a variety of data collection procedures  over a sustained 
period of time  [2] The research data include preliminary studies of the web-based context, naturalistic observations of the 
community and the activities of its members, and direct interactions with the members of the innovating community across 
interview.  
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INTRODUCTION  

Recently, a wide range of organisations, including enterprises, governments, academic institutions and charities, have 
turned to a new emerging issue that often use the internet to solve many problem. The outsourcing of tasks to the general 
internet public, is today an usual behavior that takes place when a subject or a firm want to solve problems that are not 
able to manage individually or that can be solved better with the general public (the crowd) in the form of an open call over 
the internet. This is called crowdsourcing promises considerable flexibility,as it quickly connects employers and workers 
across the globe without large difficult. Although isolated examples for crowdsourcing approaches can be found 
throughout the centuries [4] the development of the Internet and ‗Web 2.0‘ technologies has drastically leveraged the 
reach and the efficiency of connecting with large groups of people  [5]. Moreover, companies are increasingly overcoming 
the ―not invented here‖ syndrome by opening their boundaries [6]. Extend firm boundaries is a key element to be 
innovative and competitive. The business needs a successful community, both to create demand for its products and to 
provide critical assets and a supportive environment and, also, community needs successful businesses to provide wealth 
creation opportunities. This scenario calls for a broader definition of business success which includes customer 
engagement methods and shifts the central goal of companies into creating shared value. Infact, in a dynamic 
environment, building knowledge may be more important than protecting it. This behaviors shift scholars attention to study 
the involvement of customers [7] [8][9][10][11]. In the last yeats many studies confirmed the strategic role of customer, 
considered either individually or in community context, can play in enhancing innovation and business performance [12] 
[13] [14] [15]. The customers involvement represent an essential issue and also a common practice for developing new 
original knowledge and create shared value. Creating Shared Value [11] [16] [17] [18] is essential for the firm value 
creation in a co-innovation view, as wevv as value creation for all stakeholders.  

The core of co-innovation includes engagement, co-creation, and compelling experience for value creation [19]. In this 
new collaborative - "crowd" scenario, the shared value became a widespread strategy for organization oriented to develop 
profitable business strategies that involve customers and other new forces for innovation an value creation. According with 
[20] consider the relationship with clients, funders, and community managers, oriented to meet the needs of all 
stakeholders is the basis to understand the mechanisms of firm value creation. 

When firms add to economic and competitive success the environmental objectives and social legitimacy, they enhance its 
intangibles as knowledge and confidence with stakeholders, creating shared value that in a co- creation context boost firm 
performance in different way. These new perspectives provide a multifaceted conceptualisation of knowledge sharing 
which presents a number of potential applications, open to future developments and seem to provide new channels and 
ways to enable this in practice and to create new shared value and firm value. 

By drawing from recent studies we analyze crowdsoursincg and shared value concept to present some preliminary 
answers to these research questions: which are the opportunities and benefits deriving from web technologies? Which is 
the value of crowdsourcing? Can shared value really compete in generating value? what are the potential benefits of their  
overlapping? First, we draw from the literature review to define a deep declinations and a clear classification of ―crowd‖. 
Second we propose and conceptualise the flexible value chain as key to understand the crowd" into the co-creation social 
value shared. The contribution of the paper is also to empirically evaluate the proposed answers to our research questions 
and to highlight the influence of customer-social engagement in knowledge-building process and in performance creation 
ability. The paper is structured as follows. First, we review three main research streams of co-creation, crowdsoursing and 
shared value. Second, we briefly introduce the research framework based on the practice-based approach. Third, we 
clarify the research design and present the findings and discussion. Finally, we provide the conclusions and address their 
implications for managers and scholars 

LICTERATURE REVIEW 

The adopted perspective 

The prerequisite to the creation of value through the sharing-virtual environments, is today related to the open electronic 
relationships. The strong bond between the competitiveness of a company and the health of the communities around it, 
has boosted the studies aimed to understand how this links can be optimized. As the business needs a successful 
community as the community needs successful businesses to provide wealth creation opportunities. In this context, many 
scholars enriched the research concern the involvement of customers, other on the role of the wisdom of crowds to certain 
tasks and challenges, other on the crowdsourcing as mechanism for problem-solving. Others researchers highlighted the 
role of this elements linked to the opportunities enabled by new web 2.0 technologies and to create new shared value and 
firm value. In the following, we briefly introduce these perspectives and highlight the main differences and overlaps 
between them. 

Shared Value licterature review  

The crisis currently affecting the firms, joined to the technological development and intense global competition have 
transformed the current competitive environment for most firms. The firm‘s competitive advantage depends increasingly on 
knowledge development and stakeholders enhancement. Additionally, the competitiveness of a company and the health of 
the communities around it are closely intertwined. These circumstances generate a new type of business entity that has 
recently emerged, commonly referred to as social enterprises  [21. Social enterprises, as an innovative means of solving 
social problems and social inequalities, calls for a broader definition of business success which includes customer 
engagement methods and shift the central goal of companies into creating Shared Value (SV). Porter and Kramer [22] first 
wrote about SV in their seminal article, in which they have proposed the SV principle as a way chosen by the for-profit 
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companies engaging in strategic CSR to implement new hybrid business models [23]. SV describes the creation of both 
economic and social value when attempting to solve social problems, which is equivalent to increasing total economic and 
social value  [18]. The notion of creating social value explains a deeper relationship between business and society and 
provides great impetus to developing social enterprises [24]  [25]  [26] . Wood and Leighton [27]defined social value as 
referring to the wider non-financial impacts of programs, organizations and interventions, including the wellbeing of 
individuals and communities, promotion of social capital and protection of the surrounding environment. 

Other authors analyze the concept of SV [28] [16] [17]. Even Porter and Kramer expanded the idea in an article in which 
they stressed this concept in relation to that of social responsibility. This in a time when companies‘ responses to the CSR 
concept have been thoroughly tested and sometimes were found severely inadequate. Porter and Kramer suggest the 
idea that SV ensures that what is good for business is also good for others. The concept of SV «focuses on the connection 
between societal and economic progress - has the power to unleash the next wave of global growth» [18] . They define SV 
as «policies and operating practice that enhance the competitiveness of a company while simultaneously advancing the 
economic and social conditions in the communities in which it operates» (2011:6). It can be considered as a principle 
applicable to both profit and non- profit firms as well as to others type of organizations. The social purpose of SV, 
represents an higher form of capitalism able to create a positive cycle of prosperity.  

As Porter and Kramer explains in their work companies can pursue SV opportunities on three levels: reconceiving 
products and markets, redefining productivity in the value chain and enabling cluster development. The first one represent 
a company way to meet social needs by serving existing markets/developing innovative products. Redefining productivity 
in the value chain, instead, represents the way by which firms can improve the quality, the quantity, the cost, and reliability 
of inputs production-distribution processes. Thus acting simultaneously in the economic and social development. The last 
one is the way by which companies operate in non-isolation from context. To compete and thrive, firms need a strong 
competitive context that includes reliable  suppliers, functioning infrastructure, access to talent and an effective and 
predictable legal system [29]. The SV opportunities at each level will differ by industry, company and geography, 
depending on how a company‘s particular business and strategy intersect with social issues [30]. 

Contextually, authors stress the importance of the strategy in reason of the crisis currently affecting firms, joined to the 
technological development and intense global competition that have transformed the current competitive environment. 
Thus, firm‘s competitive advantage is now more dependent on continuous knowledge development and enhancement, 
and so, knowledge became a central theme for firm's strategic management. From this viewpoint, the notion of SV is 
related to that of alignment with market (i.e. common beliefs about behaviors, goals and policies) and customers (i.e, 
common beliefs on critical values like ethics, security, and privacy).  

Porter and Kramer are also heavily indebted to a considerable body of theory on values, culture and its patterning and 
social integration (among all: [31] [32] [33]). Among all, the social theory strongly emphasizes the crucial importance of a 
shared system of ultimate values as an element in any society. Linked to this view Porter and Kramer argue that create SV 
can give rise to the next major transformation of business thinking, «drive the next wave of innovation and productivity 
growth in the global economy» and «reshape capitalism and its relationship to society». In other words, the concept of SV 
makes significant progress towards enhancing the social dimensions of business and moreover proposes to transform 
social problems relevant to the corporation into business opportunities. 

Thus, the concept of SV is an indispensable element for the firm value creation in a co-innovation view. In today's 
turbulent global market, innovation became an imperative for organizational survival, and firms' strategies have to take 
new insights for maintain the competitive vantage. The evolution of innovation in fact, due to new technologies, modified 
the relations from the closed to collaborative, open, and so it have dramatically changed the dynamic nature of the global 
market place and also several new forces that have made innovation imperative for firm value creation. The innovation 
represents the results of revolution in collaboration' modality, so co-creation with consumer, that has became a worker. As 
a consequence the SV concept and creating SV for all stakeholders became indispensable for firms and should be a 
widespread strategy for every organization.  

SV allow the generation of innovation in a co-making view. New ideas and approaches from various internal and external 
sources are integrated in a platform to generate new organizational and SVs. The core of co-innovation includes 
engagement, co-creation, and compelling experience for value creation [34]. The practices of co-innovative organizations 
are difficult to imitate by competition. Thence, it becomes more influential especially for those companies who operate in a 
the new market space through electronic means. These e-tools enable electronic relationships in the perspective of non-
conventional marketing and social-media marketing. Social Media and ICT enable the interaction with the market that 
allow to spread development amongst companies and individuals. Especially in this years, firms increasingly have needs 
of gathering ideas for innovations and for providing solutions to existing problems or for maintaining the competitive 
advantage. Consequently, developing profitable business strategies that deliver tangible social value represents the roots 
to major opportunity for profit and competitive advantage and at the same time remains a benefits for society. Finally, 
although are increasing the reasons against creating SV [35] [36, the SV may well contribute to the emergence of socially 
beneficial business practices. 

The crowd-creation of value  

As the company is an institute with economic and social functions as the economic production of goods and services, that 
has as ultimate goal the wealth creation and of value. The value based management (VBM) is an approach to business 
management that has the objective of pursuing the maximization of the value of production, as well as by to define the 
best methods for prediction, measurement and explanation of the value. The traditional doctrine considers the creation of 



ISSN 2278-5612                                                           

2066 | P a g e                                                    N o v e m b e r  2 4 ,  2 0 1 4  

value is design and implementation of responses to the needs expressed by the market, through an appropriate use of 
resources. In this overview, the value is evaluated through indicators derived from accounting, such as ROE, ROA, ROI, 
others [37] [38]. Subsequently, the intervention of the intangible components and the emergence of new risk profiles, 
showed evidence of the limits of traditional models generating the need to rethink the valuation methodologies, adopting 
new ones, such as total shareholder value (TRS), the Market Value Added (MVA), the Economic Value Added (EVA) [39]. 
On the other hand, recently, the social and economic changes have led businesses to new model of capitalism and then 
towards new paradigms of value creation. Under these conditions the profit for the period cannot be considered 
representative of the long-term capacity of enterprises to create value. So, it cannot be considered representative of the 
long-term capacity of enterprises to create value. Enterprises must overcome the utilitarian vision and market 
fundamentals, placing greater attention to external variables, such as the institutional framework, the context and the 
collective benefits [40]. In the present day, to understand the mechanisms of firm value creation, it is necessary to 
consider the relationship with clients, funders, and community managers [41]; it means that firm have to meet the needs of 
all stakeholders. 

In this perspective, the value creation ensures the development and survival of the enterprise in long-lasting, making it 
possible to meet the needs of the stakeholders who for various reasons add important resources for business 
management. Therefore, it is a long-term goal that should orient all business activities. Accordingly, the firm creates value 
when it directs its management towards the goal of sustainability over time, or when pursuing a development that 
reconciles economic, social and environmental. Economic and competitive success, social legitimacy and efficient use of 
resources are interconnected according to a conception of teleology and synergetic and circular business. By pursuing 
contemporarily social and environmental objectives, the company  enhances its intangibles as knowledge and confidence 
with stakeholders (shareholders, employees, customers, public administration, community, others) that support the 
processes of value creation. The wealth thus generated (stakeholder value) is used to remunerate different social 
partners, who contribute with miscellaneous resources. Sustainability becomes a strategic objective related to both socio-
economic systems and businesses, to achieve sustainable economic development. This idea of creating value is in line 
with the other two concepts: the crowd computing and Shared Value (SV). In the next paragraphs we propose a definition 
of e-crowdsourcing into new perspective of SV. 

Knowledge production regimes declinations to a clear classification of “crowd”  

A growing amount of scientific research is focused on  the analysis of  new concept of collaborative fashion and other 
regimes of knowledge pro-duction. A consistent field of studies referred to crowd science‖, ―citizen science‖, ―networked 
science‖, or ―massively-collaborative science‖  [42] [43] [44].  While it si impossible to found a unique term for these 
projects due to the countless configurations that can assume, we can affirm that they are characterized by important 
features: openness in project participation and openness with respect to the disclosure of intermediate inputs such as data 
or problem solving approaches  [45].  This section of the paper seeks to gain a more organized understanding of "crowd " 
terms and its declinations to provide scholars with a conceptual framework and an agenda for future research.  

We take for granted that the ―Knowledge production regimes‖ represent the macro group in which other kind of crowd 
projects are enclosed. Among all, the crowd science is marked by the following feature: participation in projects is open to 
a large number of potential contributors that are normally unknown to each other [46] [47] [48]. Whosoever interested and 
qualified in a project can ―entry‖ in it without restrictions. Generally the participation is open and based on self-selection in 
response to a general call for participation. Another feature that seems to be typical of crowd science project is the open 
disclosure of intermediate inputs used in the knowledge production, such as data sets or problem solving approaches. 
Generally, the inputs are part of process-related knowledge, as the possibility for project participants to discuss, develop 
and evaluate problem solving strategies which represent a key force of crowd science projects. 

Therefore, one of the emelents that helps in differentiating the projects in regimes of knowledge pro-duction is the degree 
in which the features are shared. These dimensions tend to distinguish crowd science from other organizational forms, 
while also having important implications for opportunities and challenges crowd projects may face. The crowd projects, 
infact, can sketch on the effort and knowledge inputs provided by a large and assorted base of contributors, potentially 
increasing the range of problems that can be addressed at moderately low cost, while too increasing the speed at which 
they can be solved. Accordingly with Franzoni and Sauermann [45], the knowledge production regimes are defined on the 
basis of the degrees of openness (see Figure 1). 
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Fig. 1 - Knowledge production regimes with different degrees of openness [45].   

The crowd science represents the most open knowledge production regimes and generally it is typical of sophisticated 
issue, such as knowledge engenders (i.e. open source software, OSS as well as production of scientific knowledge).  

The traditional ―Mertorian‖ Science, represent the classical features of the way science has been done, in which only the 
final results of a project is openly and publically disclosed, merely in order to obtain a reward [49] [50]. It enclosed the 
project in which the generation of contributes is limintated and in general closed [51] [52] [53] [54] [55], i.e.  the academic 
or medical/laboratory research. In this  area fall the project for which build a competitive advantage over rivals, represent a 
main concern at the expense of the progress of science. Although, the increasing use of the web and the related changing 
attitude to content sharing, has led many projects to move in quadrant to the ―Traditional Science with disclosure of data 
and logs‖, which are characherized by a little more opened disclosure of intermediate inputs. Finally, authors define the 
―Innovarion contests Crowd Sourcing‖ in the fourth quadrant, as all projects characterized by a wide range of participants 
but do no publicly disclose intermediate inputs (i.e. Start up of new project or innovation contest platforms such as 
Kaggle). Althouth this classification help to understand the different degrees of openness in a knowledge production 
regimes, it do not enclose the different goal of the projects as well as the reason why the final project results is open 
disclosed ore not.   

Hence, in our view, is important to underline another element of knowledge production regimes, that is the goal of the 
projects as another attribute. According to this we can distinguish between:  

 Crowd - Sourcing 

 Crowd - Funding 

 Crowd - Knowledge 

The term ―crowdsourcing‖ [56] [57] [58] [59] has since attracted a lot of attention, even if its exact understanding still varies 
[60]. The crowdsourcing – that is crowd (mass, multitude) plus ―sourcing‖, has a large  reference literature  [61] and, 
among all research in different field, exist an increasing interest even in management field  [62] [63]. Generally, 
crowdsourcing is the umbrella term for approaches that harness the diverse potential of large groups of people via an 
open call for contribution over the Web  [64]. The market contribution, thanks to its vast potential with various 
backgrounds, have recently gained attractiveness for many issues such as problem solving, knowledge aggregation, 
content generation, and large-scale data processing, The common principle is the market/indivifdual involvement and the 
freely choise to contribute to a task proposed by subjects or firms. This involvement create a process of co-creations, that 
has been ananlyzed from different perspective. It encompasses many aspects, like social and economic activities that are 
not associated with research objectives (e.g. crowd science). Generally the crowdsourcing is registered by offers oriented 
to knowledge and to information spread (e.g. Yahoo! answers, wikipedia), open collections of images, videos, texts (e.g. 
shutterstocks, Openculture, etc.), assessments and decisions through questioning the crowd, industrial and/or social 
innovation projects and competitions, etc. There are also crowdsourcing activities that are orientated primarily to experts 
and particular targets (e.g. to academics - Researchgate). Tipically, these are Internet platforms within the scope of ideas 
and innovation competitions often address precisely those participants that have expert knowledge and special abilities, in 
order to solve industrial development problems [65].  

Into the broader concept of crowdsourcing, which refers to using the crowd to obtain ideas, feedback, and solutions to 
develop corporate activities, it is possible to insert the concept of crowdfunding, that have a unique objective of collecting 
money for investment, generally by using web or online social networks [66] [67]. With ―crowdfunding‖, tipiccaly, 
researches refers to raising external financing from a large audience (the ―crowd‖), in which each individual provides a 
very small amount, instead of soliciting a small group of sophisticated investors [68]. Crowdfunding projects can range 
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greatly in both goal and magnitude, from small artistic projects to entrepreneurs seeking hundreds of thousands of dollars 
in seed capital as an alternative to traditional venture capital investment [69] [70]. Who invest money in an initiative can 
take different forms of benefits, ranging from an equity-based model, profit-sharing scheme, and lending to outright 
donations [71] [72] [73] and can receive monetary or non-monetary reward (i.e.donation, future product, voting rights, or 
other forms of reward). The two dominant forms of crowdfunding initiatives encompasses the pre-ordering and profit 
sharing [74]. The crowdfunding practices (and also crowdsourcing), differs from the crowdsourcing for the unique objective 
and likewise from the crowd science (i.e. open source) because the resource ultimately belongs to a firm or a subject, 
which is the only entity that can use it. Therefore, capital is not a public good. This form of crowd are incresing in recent 
years and is becoming very important (i.e. the US-based projects on Kickstarter, the largest crowdfunding site, cover over 
$237 million in funding pledged to 48,526 projects.) as novel way for entrepreneurial ventures to secure funds without 
having to seek out venture capital or other traditional sources of venture investment [70].

 

Finally, the Crowdknowledge represent the knowlege and information of the virtual environment. It differs from the crowd 
beliefs that describe the internal status of groups and individuals and of crowd intention that represents the goals of the 
crowd and groups of agents [75]. Therefore, the Crowdknowledge should be interpreted as the memory of groups related 
to the past experiences as well as perception related to agents and groups. The specific goal of this type of crowd is 
related to the possibility to save in the time group memory of what happen, to create new developped knowledge in the 
furure. (i.e. is Yahoo answer)  [76] [77]. 

Many studies analyzed each of the previous concept, but in view of the aim of this paper we present below a brief review 
of main classification of crowdsourcing. The leading reference is the classification made by Howe [56] [63] who classified 
the crowdsoursing in the following four categories: 1)Collective intelligence (or wisdom of the crowd), in which people (in a 
crowd) solving problems and providing new intuitions and ideas leading to process, product, or service innovations (e.g., 
Amazon‘s Mechanical Turk ); 2) Crowd creation (or user-generated content), in which people generating countless forms 
of content and sharing it with others for free or for a small fee.3) Crowd voting, characterized by the ratings process (by 
crowd) on ideas, products or services; 4) Crowdfunding, in which people can raise financial resourse for investment, 
donations, or for micro-lending of funds [78].  

In recent years, other scholars have also intended to identify different types of crowdsourcing research. Among all, Yuen 
[79] showed a literature review adopting the perspective of crowdsourcing applications (voting systems, information 
sharing systems, games, or creative systems), algorithms, performances (user participation, quality management, and 
cheating detection) and datasets. Successively, Saxton[80] built a taxonomy of nine distinct types of crowdsourcing 
models, basing the research on the empirical analysisi of 100 crowdsourcing organizations, that highliths three salient 
issues and point of differentiation of crowdsourcing firms: 1) the product or service that is being outsourced; 2) the level of 
collaboration 3)managerial control system. His contribution is on the identification of the role of managerial control 
systems, and it is deemed to be one of the most important research topics related to crowdsourcing. 

A more detailed classification is that oriented to the individuation of a comprehensive characteristic able to differentiate 
between crowdsourcing systems along their organizational function. As Geriger suggests [64] the product or service that is 
provided by crowdsourcing is essentially determined by contributions from the crowd. Is therefore how they make use of 
contributions from the crowd to deliver the aspired result. These authors distinguish two dimensions that effectively by 
different contributions from the crowd determines the  archetypes of crowdsourcing (see Figure 2). The first is the typology 
of contributions: homogeneous (when contributions have all value equally, and are qualitatively identica) vs 
heterogeneous (when contributions values these contributions differently according to their individual qualities). The 
second dimension is the value deriving from contributions: nonemergent vs. an emergent value. A value is non-emergent 
value when derives directly from all or some of the individual contributions in isolation, as a fixed value and independent of 
other contributions. In contrast, an emergent value is that deriving from the collective of contributions and the relationships 
between them (do not exist individual contributions. Combining these dimensions they defines the first archetype of 
crowdsoursing as ―Crowd Processing‖, where the non-emergent value derives directly from large quantities of 
homogeneous contributions. In this case the crowd help to find a quick and efficient solution to a problem (e.g. Galaxy 
Zoo, or Recaptcha). The as ―Crowd Solving‖, instead, highlights the alternative isolated values of heterogeneous 
contributions to resolve problems (e.g. 99designs, eYeka, Hatchwise, DesignCrowd, Zooppa, etc.). The ―Crowd Rating‖, 
instead by aggregating a sufficient number of these votes, allows to these systems accurately deduce a collective 
response that reflects the ―wisdom of crowds‖  (e.g. TripAdvisor). Finally, ―Crowd Creation‖  derives from the accumulation 
of a mixture of heterogeneous contributions and their interaction. In this archetype the crowd/users are able to creates 
contents (e.g., app stores) or knowledge aggregation (e.g.,Wikipedia). 

https://it.eyeka.com/
http://www.hatchwise.com/
http://www.designcrowd.com/
http://www.nomadidigitali.it/risorsa/zooppa/
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Fig. 2 – The four archetypes of crowdsourcing information system. [64] 

All those distinctions of typologies provide structures to organize the body of knowledge and to study relationships among 
otherwise disorderly concepts [81]. In our view, the last presented helps to understand the importance of the bidirectional 
relation between firms and market or stakeholders as the via to create shared value. Accordigly, in the follow section we 
discuss the Importance of customers, labor and management of collective intelligence to achieve explicit business goal. 

Crowdsourcing: the role of web customers for sharing value 

The changing environment condition have bring companies to employing new models and toos to make rapid decision and 
solve problems [78]. In this context, the customer involvements has became an essential success key  [82] . Therefore, it 
is important  to underline the role of consumer in organizational desingn. The crowdsourcing by means of customer 
engagement, is also known as open-innovation [83]. It is an emerging paradigm that is changing the way business is done 
and represents an emerging problem-solving and co-production model  [84]. Companies can and should use external 
ideas, in addition to internal ones, to facilitate innovations, share risks, and improve productivity and competitiveness [11]. 
Several other methods and tools have been developed to render similar concepts: co-creation, that differs from 
crowdsourcing by the depth and richness of the relationship between the producers and consumers [10] [85].  user 
innovation [7], collective intelligence (is considered a common type of crowdsourcing and harness the collective 
intelligence of people as a computer-based crowdsourcing) [61]. By the way, some scholars suggest that customer 
engagement is necessary for positive word of mounth [86], customers loyalty and commitment to the brand [87]. So, the 
consumers involvment is strategic issue for companies that increasingly outsource activities to volunteers that they 
approach via an open call on the internet. 

In this regards, the crowdsourcing become a process of work that is based on web. So, the crowdsourcing requires that 
the user propose an idea to employers, which realizes that. In this sense, they create a firm's value creation process. 
Clearly, the user may be an employee, a loyal or potential consumer, but it is important sharing of the idea, that becomes 
a product and then value for the company, for the worker or/and consumer. The importance of digital technology was often 
noted as a precondition for many new forms of self-service, as in the example of observations of services offered by 
mobile telecommunications companies. A «new type of prosumer» was discovered among cell phone service users, 
whose activities and skills are very similar to those of the information technology professionals who nominally provide 
those services [88]. 

Thanks to the web 2.0, the potential of the environments in which individuals (consumers and labor) can create value was  
expanded, by amplifying the opportunities for contact and interaction of the physical environments. Currently, the 
consumer has a voluntary role, although its role can be decisive in the actions of impulse to certain actions to improve the 
performance of process or product [89]. Unlike outsourcing process, into crowdsourcing the project is outsourced to an 
indeterminate group of people and not to a specific individual. In the literature, there are different guidelines on the roles of 
those involved in the project, the debate is whether to consider them: workers or volunteers.  

Considering the crowdsourcing as a way in which the partners involvement is symmetrical, to find solutions and ways to 
improve processes and products, and consequently organizational efficiency and consumer satisfaction. Therefore the 
consumer-firms relationship have the aim of create value with consumer, thus it is possible to define hybrid figure: that of 
the worker-consumer [90]. Three characteristics of worker-consumer are central to an ideal-typical definition: a) working 
consumers are active in the production process and can be utilized as value-adding workers; b) the capacities they 
possess are valuable economic assets; and c) they are systematically integrated into corporate structures, where their 
actions can be monitored and manipulated by corporate managers as if they were employees.  
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Accordingly, the definition of voluntary (free labor) - unpaid worker or voluntary - provides by the ILO (International Labor 
Organization) could include these individuals in this category. If there isn't the payment, however, there may be the 
interest to ultimate objective: to create value non-economic for themselves. The creation of value can arise from two 
possible modes: 1. participate in the project, 2. consume the final product resulting from the project. Reichwald and Piller 
[91] differentiate between two forms of crowdsourcing: mass customization and open innovation [92]. «The problematic 
possibility that firms may be able to manipulate individuals' cost-benefit calculations falls outside of the paradigm. Yet, 
corporate consultants openly discuss crowdsourcing as a model in which participating consumers get absolutely no benefit 
from their participation. Customers who submit their ideas rarely receive adequate financial compensation for the work 
involved in doing so» [66]. 

Therefore, crowdsourcing provides for the involvement of a community in the development of an idea [93], and this can 
generate social innovation  [94]. Societal changes have induced a paradigm shift from product-driven to service-dominated 
value creation. The multiple theories that encompass the consumer in the product‘s creation describe a new division of 
labour between firms and consumers such that consumers become active contributors in the creation of value.  

Finally, although research on consumer has paid little attention to fundamental changes in corporate-consumer relations 
[95] [96], other researches began to draw attention to these phenomena.  Thus, there is a new empowerment for 
stakeholders, thanks to the increasing of web and e-environmental. Co-create value for enterprise  [97] across to the 
increasing of co-participation, interaction and value fulfillment is very strategic in the organizational policies [98]. For this 
reason, it can be adopted that participatory tools (i.e. Social Network, Platform, Wiki) can boost relationship drawing on the 
wealth of knowledge generated by customers. This could be able to influence the enterprises' ability to identify new 
patterns of value co-creation.  

Participatory tools to value creation 

The evolution of the digital era, which allows to define the concept of space-action, pushes the corporate organizations to 
pursue emerging strategies in able to share the value chain (VC) along the orientation of the company. The use of web-
based tools is necessary because it allows: 1. flexibility, advantage of having a greater space-time; 2. collaboration, 
sharing opportunities and interaction 3. accessibility/opening, this opportunities lets to consumer and to any external 
individuals – that can bring added value to the value chain – for be included in the organization model. The variable on 
which you want to act is the individual (human resource and consumer) and as the individuals who make up the crowd 
contribute to the value chain [30], so creating shared value [99]. As traced in the introduction, we want to provide a 
possible definition of e-crowdsourcing, starting from definition of Interaktive Wertschöpfung [91]. The authors define the 
interactive value creation in the same way wherewith they define the crowdsourcing. In fact, the definition is «the act of 
taking a job traditionally performed by a designated agent (usually an employee) and outsourcing it to an undefined, 
generally large group of people in the form of an open call»  [100:87]. 

In the transition from the crowdsourcing at the e-crowdsourcing, the crucial role is that of the space-action (physical 
environment + virtual environment), since in the proposed definition, the company is facilitated in the creation of interactive 
value across new places. The physical environment and the virtual, therefore, can become the places where the human 
resources can to actively interact with the consumer without being on several fronts, but on the same line, to cooperate to 
achieve the same goal: to create value.The considerations now outlined, lead to reflect on the fact that, in order to define 
the e-crowdsourcing, you must define the virtual environment as a virtual place where the company meets the crowd and, 
with it, builds the product, the brand, the processes. In this case, the "e-" indicates the virtual space in which stakeholders 
can interact actively. In any case, for Kleemann, Günter Voß and Rieder [66], the act of the creating value is modified from 
the firm-dominant process at the process of co-production or co-creation with the active participation of customers and 
other Internet users. 

This approach, again for the three German authors, is identical to the concept of consumer-worker of Voss e Rieder [90], 
which describes a new division of labor between firms and consumers so that consumers become active participants in 
the creation of value. The additional step, however that Reichwald and Piller [91] make, through analysis of issues relating 
to the cost-benefit of crowdsourcing, is that this new concept is only possible when the costs are low and the necessary 
interplay brings benefits to all participants. In this case, the two perspectives are different and the action of sharing and 
interaction business-consumer is different. The cost-benefit analysis can  become the central point of this difference. This 
means that there is crowdsourced if there is interaction in virtual space, generating lower costs for the company, the 
sacrifices are minimal for consumers and the benefits are for all participants.  

Clearly, at the basic of e-crowdsourcing, there are also services that are basic ICT platform, which must be the container 
of data and information back-office organizations in the supply chain, facilitating the sharing of information and ensuring 
the safety of data. Reichwald and Piller [91], also consider, that there are two different forms of crowdsourcing: mass 
customization (mass personalization) and open innovation. The first type refers to the valuation of transactions in order to 
allow individual buyers to purchase a custom product just for them. The open innovation, on the other hand, refers to the 
cooperation between a company and its customers in the development of a new product for the benefit of a mass of 
potential buyers. For Kleemann et al., [66] only cooperations with the crowd (mass) may fall within the definition of 
crowdsourcing, therefore, in this context will be considered only the open innovation that, through this work, we consider 
open innovation in the e-space. The cooperation for innovation, in this case, takes place in the web 2.0, where users do 
not need to be mere recipients of media content, but they can actively participate in its creation through activities such as 
blogs, forums, social, etc. The technical assumption needed for these activities is social software, or applications that 
allow you to communicate, interact and collaborate in virtual space  [101]. 



ISSN 2278-5612                                                           

2071 | P a g e                                                    N o v e m b e r  2 4 ,  2 0 1 4  

In this perspective, it is important focusing the analysis on the role of social technology. The crowdsourcing, through the 
New Technologies (NTs) web-based, have facilitated value creation and organizational efficiency. In this perspective, the 
NTs have supported the diffusion of crowdsourcing, and they involve different tools and individuals [102]. Reichwald and 
Piller[91], who place the phenomenon in an economics framework, have proposed the use of the term Interaktive 
Wertschöpfung (interactive value creation) as a synonym for crowdsourcing [103]. Accordingly, people are overcome 
resistance phase. The main barriers to the use of this modality have been overcome. For example, a particular 
organization as Publishing Houses are considering the opportunity to create environments in which the researcher, in the 
role of author, can freely sharing his knowledge with his colleagues, and vice versa. In start-up phase they wonder if: «is 
crowdsourcing a win-win for workers, as well as for employers?» or «is the customer a worker no-pay?», actually it is a 
necessity by consider: twhether here are benefits for consumers in the role of workers. In the context of this research, we 
consider the opportunity to be key player of organizational processes, participating in the creation of shared value. The 
speed with which the issue is affecting employers, workers and customers, asks to provide the paths on which the 
literature has developed, through a reconnaissance (see Table 1). 

Table 1. Crowdsourcing: perspective and literature review [99]:4613. 

 

The web 2.0 initially seemed harmful for companies, since it has allowed the spread of open sourcing. Subsequently, the 
open-sourcing has permission to the organizational process of  crowdsourcing to be able to become more efficient. Today 
we can say that the environments virtual open involves benefits for both parties that used it (as consumers, firms). In this 
perspective, the crowdsourcing is «the clearest example of how firms can mobilize internet users to make a direct 
contribution to its processes of value creation» [66]. In effect, «Firms are shifting a wide array of previously internal 
capacities and functions onto their own customers, consumers in general, and other non-employees. This trend is 
affecting an increasing number of areas and is being conducted increasingly systematically» [66]. The integration of 
strategic and organizational theories, from the perspective of the firm and the consumer, in the range of web 2.0, permits 
to reflect on the role of the value chain (CV), thus no organization can achieve its mission if it not define the model of 
contribution of value. 

FLEXIBLE VALUE CHAIN AND ROLE OF THE “CROWD” INTO THE CO-CREATION OF 
SOCIAL SHARED VALUE 

Kaplinsky and Morris [104] , have analyzed the question of one or more value chain, after more than 10 years the question 
on value chain evolved. The Twenty-first Century is been mark out from a very evolution of value chain, through New 
Technologies [105]. 
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Thus, the strategic topics are the flexibility's role [106]  and the co-creation of value chain [107]. Thus, they can assert that 
in the value chain is possible that the traditional parts (workers, managers, suppliers, clients), can invert the position [105] 
[108] [109.] In licterature, the authors consider «Knowledge creation and diffusion is a process happening within the value 
chain of firms is of great importance» [110:1116]. In a first analysis they can consider that the flexibility is affected «from 
geographic proximity of the various elements of the value chains seems to be a main reason for the concentration of 
innovations (…) The knowledge economy is undergoing a process of differentiation and spatial segregation leading to a 
constant rearrangement of the value chain of knowledgeintensive businesses» [110:1117]. 

The research question is the proposition of the crowd as facilitator to co-creation social value shared. The co-creation, 
amplified by innovation, allows you to renew the existing models of the value chain [107], this allows to have input from 
users and, therefore, an active role of all actors of the value chain. The consumers and the suppliers, which were static 
subjects of the process, are now active subjects. This depends that general views on value creation are evolving toward a 
service-dominant logic (SDL) view, which focuses more intently on collaborations aimed at the sharing of specialized 
competencies among actors functioning in a network. The contemporary view of value creation based on competencies 
and SDL [111] [112] and DART (dialogue, access, transparency, and understanding of risk-benefits) SCM (Supply Chain 
Management) practices  [113] as enablers of value co-creation [114] (see figure 3). Greenberg [115], affirms that hrough 
an SDL lens, co-creation is not a temporally bound phenomenon, but rather can take place in a time-shifted or even place-
shifted way. Lusch, Vargo [116],  have analized the notion of value co-creation through the exchange of specialized 
knowledge and abilities.  

 

Fig 3: Conceptual model of the competency – capability transformation during value co-creation in SCM practices 

Chakraborty, S., Dobrzykowski, D., 2014: 182 

Along the value chain, horizontally or vertically, between different subjects there is sharing information and knowledge that 
impact on value creation. Thus, we can affirm that there is a link between SCM practices and value co-creation 
exchanges; the competency - transformation capability [114], Into value chain that they have considered there is shows a 
value co-creation between internal competencies and exernal capabilities in DART SCM practies. 

The study of "crowd" theory requires the DART SCM approach, because it is cross-functional and involves several actors, 
they have different competencies and different relationships (involving supplier, customer, institutions, others). In 
according to Lambert from the SDL this involvment and thus, the co-creation value chain affect on capacity to create adds 
value for customer and other stakeholders [117]. Certainly then this convergence towards integration and value creation 
links SCM processes by SDL. Thus, the "crowd-theory" has to allows the dialogue, the access, the transparency, and the 
understanding of risk-benefits between all parts involved. Since, the DART can create confidence and social identity.  The 
SCM (Supply Chain Management) practices is foundamental because the logic to based of the "crowd-theory", that we 
proposed through this work, is supply of knowledge/sourcing/funds/others be-directional between the persons 
involved.The role of crowd on value co-creation is on based of this research, [114] on verify that value co-creation requires 
a multipronged approach. An interation network how "crowd" allows access to information, a willing dialogue among 
actors, transparency, and the ability to make risk-benefit assessments regarding participation in the network. 

The "crowd" stimulates the co-creation and involves more persons that, in different conditions, not would be connected; 
this opportunity is the base of shared-value co-creation approach that we propose through this work. The authors consider 
that through "crowd" they can obtain the quality improvement using consumer knowledge, «In the context of integrating 
customers into productive processes, companies can make use of customers' expertise – in the use of company products, 
for example. In this way, customers can contribute to the betterment of product quality» [66:20].  

Cachon, G. P., and Fisher, M. [118] argues a link between SCM and SV, since the «implementing information technology 
to accelerate and smooth the physical flow of goods through a supply chain is significantly more valuable than using 
information technology to expand the flow of information» (1032-1048). The crowd-theory supports the opportunity to 
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create Shared Value (SV), in line with this paper the future for entrepreneurs is the innovation, as crowd e-platform, and 
relationship to society, as interactive with crowd. Thus, all parts of SC can transform social problems relevant to the 
corporation into business opportunities. Two conditions support this perspective: 1. Social needs are fragment and 
crumble; 2. Virtual environment builds on homogeneity can draw more individuals that have similar needs. This two point 
foster the opportunity to create new idea, so value creation [18] , in advanced sense value co-create from and for society. 

RESEARCH METHODOLOGY, DATA COLLECTION AND ANALYSIS 

This study adopts the qualitative method of case studies, according with the nature of the subject investigated. As 
numerous researchers suggest [3] the qualitative methods are useful for obtaining a new understanding of existing 
phenomena. In this view, data and methods are strategic for an exploratory empirical study. 

The goal of this paper is to develop initial evidence about the nature of platforme "crowd" and its role in entrepreneurship 
research and co-creation. This method is appropriate for an evolving topic in the evolving field of entrepreneurship [119] 
[120], as this initial data can serve as a useful base for future theory-building [121]. Thus, rather than formal hypothesis 
testing, the remainder of the paper will examine the key issues around "crowd" from the perspective of entrepreneurship: 
its links to existing theory, the perception and expectation of entrepreneur on platforme crowd. 

As the goal of this paper is to provide the widest possible perspective on platform "crowd", we used data extracted from a 
survey administer to members of an e-commerce platform. This choice depends from needs to investigate the 
perceptions, expectation and opportunity of crowd-platform for the entrepreneurs, that utilize the internet and web-
platform.The case study was organized by in-depth interview with e-commerce platform manager also, non participant 
observation of the investigated platform. The case study, that follows, is structured in coherence with Yin [3] infact, the 
components of research designs are, in according to study, the questions, study propositions, unit of analysis the case, 
linking data to propositions, criteria for interpreting a case study‘s findings [3]. 

The questions are: the entrepreners have the need to co-create?; the platform and web is a percepited as an environment 
where make co-creation?; what is the perception of platform crowd from entreprener?The study propositions are the 
proposition of the crowd platform as facilitator to co-creation social value shared. The unit of analysis the case is the all 
entrepreneurs that are affiliated to platform Lux Made In. Linking data to propositions is inspect to development potential of 
crowd platform for co-creation in line with flexible value chain and social value shared (co-creation with consumers, 
competitor, others). Criteria for interpreting a case study‘s findings is data and informations analysis. 

The steps doing case study research require a linear but iterative process, thus plan, design, prepare, collect analyze and 
share. The plan of research involves identify the relevant situation for doing a case study, compared to other research 
methods; understand the two-fold definition of a case study inquiry; address the traditional concerns over case study 
research; decide whether to do a case study; the tools is a survey. We preferred this method because the main research 
questions are ―how‖ or ―why‖  questions, the researcher has little control over behavioral events, the focus of study is a 
contemporary phenomenon [3:2]. The case study shows the explanatory and not just descriptive or exploratory functions 
of single-case studies. Researcher [122], forcefully demonstrates how a single case study can be the basis for significant 
generalizations. Survey must be respond to questions that follow: who, what, where, how many, how much?. This case 
study, in line with mains authors on topic, not requires control of behavioral events, and it is focused on contemporary 
events. 

The case study is utilized because we present an exploratory research through case study within a survey. The questions 
of the survey are those the most pressing on the topic, as well as to gain some precision in formulation these questions, 
as required from the main litterature [123]. Some questions are "frequency usage Internet and platforms", "expectations 
and motivation of respondents to adhere to "platform"" and "the need to co-creation".  

Since the question research on shared value, crowdsourcing and firm performances is be at an early stage we have 
considered that the survey must been building on perceptions and acspectative of utilizers of web-platform (i.e. e-
commerce platforme). The scope is verify the attitude and needs of this individuals on co-creation and crowd platforms. 

We chose the companies through an internet search by keywords (e.g. e-commerce, crowdsourcing and co-creation) to 
find wealthy case studies [124]. Based on previous research approaches who state that due to limited time and poor 
resources and also thanks to the assumptions of Stake [2] [125], we have chose "Lux Made In" case study in a limited 
period of 6 months. This choise depend from need to analise how the web users perceive and what they await from the 
web-platform and the crowd-platform. 

Case Study: Lux Made In 

The platform Lux Made In is a project of the association Young Jewelers in Italy. The association is independent and the 
its target is the new generation of Artisans and Professionals of Micro, Small and Medium-sized enterprises Jewellery 
made in Italy. It ia an online sharing platform, where involved subjects ezperiments with new way to relate itself with peers 
and customers. 

The network includes the entire chain of Jewelry and Accessories area, artisans of Luxury Made in Italy, goldsmiths, 
designers oiovani, second Generations of Jewelers, new entrepreneurs in the industry, retailers of jewelery, watches and 
accessories, and Micro, Small and Medium Enterprises. The mission is the development and promotion of creative 
excellence, artistic craftsmanship and the production of Made in Italy luxury, encouraging the sharing of experiences, 
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know-how, market information and innovative proposals among the young actors in the sectors Jewelry, Watches and 
Accessories , favoring bonds of friendship and cooperation. 

The Lux Made In is the first digital district of the districts of jewelery made in Italy in line with the mission of the association 
to encourage the sharing of experiences. The case study is positioned between a digital platform integrated of Social 
Network and crowd-platform. The choise of case is that the research question is verify the ―Feelings of belonging and the 
expected benefits from the Social Commerce Platform‖ and if the social commerce platform can be able to a platform 
crowd.  

The methodology of case study is been supported from questionnaire administered to members of social commerce 
platform; the feedback is 100% of interwies. The quetionaire is elaborated on three parts: 1. member of platforming profile; 
2. expectations platforms crowd; 3. perception of the platform Lux Made In; 4 expectations platform Lux Made In. The 
results of the poll is presented into the graphs and into the informations elaborated to following. The questionnaire was 
administered in October 2014 at all the participants of the ecommerce platform Lux Made In with a response rate of 100%. 

The first part of the questionnaire has aimed to profiling the members of the platform. The figure number four, "graph-
cake" points out how often they use the Internet and web-platforms; the "chart cones" makes the profiles the respondents 
by gender and the frequency. 

 

Fig 4: Profile of respondents: frequency usage Internet and platforms for gender. 

The figure 4, shows that respondents are active on the web, and an important note it is that the women (meide-week) are 
more active on the web than men (biweely and monthly and other). 

In the followng figure (see figure 5) we can consider the expectations and motivation of respondents at adhere to web-
platform, the respondents are all member of e-commerce platforme we want verify the motif that encourages a person to 
participate to web-platform. 

 

Fig 5: Expectations and motivation of respondents to adhere to "platform" 
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The 83% of respondents affirme that the courtesy and values of the participants are key to choose taking part in a 
platform. The 67% of respondents deem that before taking part in a project or making an investment/major purchase, I 
collect a lot of information. The 50% of respondends consider that attend a platform increases the perceived value of my 
products and that the expertise of the participants to the platform facilitates my choices and a sense of belonging to the 
group when they are undecided. The results of the questionnaire reveal that the platforme are perceived to present the 
products and compare prices, but also, significant element, to need to exchange ideas with others, such as peers and 
clients.With respect to the technical features of the platform, almost all of the respondents believe that a platform should 
have a help desk and a real-time assistance. An important result is that the respondents claim that the tradition of the 
sign/shop and participants and confidence in colleagues who sell the same platform are among the main reasons in 
choosing to become a member of a platform.  

The 100% respondents consider that the platform "Lux Made In" could to be Able to a platform crowd, despite only 10% of 
respondents said they knew what a platform crowd. This means that you need a more tacit and unspoken but need to 
share in order to grow and to create value has emerged from this study. Thus emerged the need to co-create: 

1. the jewel with the consumer; 

2. with the designers who are in different physical locations; 

3. co-branding with the other participants to the platform; 

4. collections with competitors.  

The results of this first step of survey take off the link between the need of co-creation and value creation. The 
entrepreneurs want the "crowd" and they perceive that this impacts on value creation. In according to this overview tha 
90% of sample consider that appartenere alla piattaforma Made Lux In in improved performance and results of its own and 
other participants.The shared value became a widespread strategy for organization oriented to develop profitable business 
strategies that involve customers and other new forces for innovation an value creation. Thus the respondents want a 
relationship with clients, funders, and community managers, oriented to meet the needs of all stakeholders is the basis to 
understand the mechanisms of firm value creation. 

DISCUSSION AND IMPLICATIONS OF THE MAIN FINDINGS 

The results of case study demonstrate that the firms add to economic and competitive success the environmental 
objectives and the social legitimacy, they enhance its intangibles as knowledge and confidence with stakeholders, creating 
shared value that in a co- creation context boost firm performance in different way. These new perspectives provide a 
multifaceted conceptualisation of knowledge sharing which presents a number of potential applications, open to future 
developments and seem to provide new channels and ways to enable this in practice and to create new shared value and 
firm value. 

The opportunities and the benefits deriving from web technologies are in growth, they allow new opportunities to interact 
and create value. Thus, the members of Lux Made In have declared these needs. In them perspective, the new 
opportunities of web-platform is the value of platform-crowd  through co-creating, and this can be shared value really 
compete in generating value. They perceive the potential benefits of their overlapping, and they meet and create new 
needs that can increase the profits. Since the "Lux Made In" has affected on the increase of profits, the members consider 
the potential of crowd-platform. This is put in evidence from the request of co-creation with new individuals through the 
platform "Lux Made In (LMI)". All members of platforme (100% of sample) require to administrator of LMI to strenghten the 
opportunities of interactions and involvment of more parts (competitors, consumers, others individuals). 

The limit of this work is that the case study not is on platform crowd but on the e-commerce platform and perception and 
expectation of its users on platform crowd, becouse this study is into embrional step. In future research we will propose, in 
accordance with Kozines [14] the netnography research will include studies of the platform crowd. In detail, through 
observation of the community and the activities of its members and direct interactions with the members of the co-creation. 
The observation of interacions between all participant and a multiple valid sources ―each of which helps us to gain a better 
understanding‖ of the investigated phenomenon [126]  Since, Richardson (2000) suggests that is fundamental the data 
collected from these web contexts with data from various documents, reported cases and other related materials. We 
initially analysed the data on an intra-case basis to investigate the phenomena. Subsequently, a cross-case analysis was 
performed to develop an overall view of the matters under investigation and to compare the cases. 

The paper presents the first results of an ongoing research that need to be depended to cover other kind of organizations 
and business sectors. Despite these limitations, some conclusions and managerial implications can be derived at this 
stage of research. Seeing as, crowdsourcing is an emerging area that is mainly driven by participatory social media 
technologies, and it has yet to draw much attention from researchers [80] the managerial implications are in building. At 
this state of art, the implications for managers and scholars is to highlight the influence of customer-social engagement in 
knowledge-building process and in performance creation products, services and abilities. 
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