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How to increase social welfare derived through co-creation activities
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This research aimed to demonstrate how to increase social welfare through
co-creation activities among firms and consumers. First, 1 examined how Apple achieves innovations
to change the education through co-creation with their lead users and found that the participants
take the advantages to connect with other members.

Furthermore, 1 compared the C to C business participants who utilize their own knowledge and skills
with ordinary people and found that the former group showed significantly higher level of

well-being. The results showed that co-creation activities increase social welfare in addition to
economical value.
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