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Abstract

Current knowledge of the marketing has
continuously development to respond changes in
market environments and consumer behavior,
especially in the era of the online social network
where consumers have increasingly formed online
communites. The marketers in international level
have been aware of these changes and have developed
strategies to respond to these circumstances. On the
other hand, the marketers in Thailand still emphasize
the traditional marketing paradigm that focuses on
developing the marketing mix and tangible goods,
and on making maximum profit. This paper provides
a new paradigm that focuses on value co-creation
process by offering a new perspective on the consumer
value and the process of value co-creation in the era
of online social networking. It is worth noting that
marketers are not able to create consumer value, but
consumers are the one who can co-create value from
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the use or possession of the goods or services;
namely, Value-in-Use. Furthermore, value is not
attached within a tangible product but it is co-created
through the process of using goods or services to
co-create the symbolic meaning of its customers.
This article suggests that businesses have to adapt
and apply social networking to create a competitive
advantage and co-create consumer value.

Keywords: consumer empowerment, consumer value,
modern marketing, online social network,

value co-creation, value-in-use
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