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Abstract

The present research has evaluated the effects of service innovation, social media marketing and
social support on value co-creation in Iran Khodro Company.This research is based on the
achievement of the development-applicative type and based on the objectives of the descriptive
type of the case that the necessary data has been collected by the survey method. The statistical
population of the research consisted of two sections, in the first section, all the customers of Iran
Khodro Company in the 5 districts of Tehran, and in the second section, the employees of the
agencies in the mentioned areas were included. 384 people and 50 people were selected based on
available random sampling in the customer section using non-probability quota sampling
method. Regarding the theoretical foundations and background of the research, using library
resources and in the field part, the tool for collecting information is a standard questionnaire. The
data were analyzed by structural equation modeling using Smart PLS software. The results of
research hypotheses indicate that social media marketing, service innovation has an effect on
value co-creation from both customers and employees, and the effect of social support on value
co-creation is confirmed by employees but not by customers. Not approved. Therefore, focusing
on innovation in services, organizations should try to strengthen value co-creation through social
media marketing and social support from both the perspective of employees and customers.
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Introduction

e Problem statement

This is important to create a serious competitive environment among such organizations in the country
(especially Iran Khodro in a competitive environment with Saipa Company) in order to attract the opinion
of customers and buyers of self-service services with the aim of consolidating the infrastructure in the
field of competitive advantage and differentiation in providing services and It has been innovated.
Therefore, what explains the necessity of research is the issue of lack of co-creation in value and
production of quality and desirable services in Iran Khodro Company from the basis of innovation in
services, social support and media marketing. Regarding the negative side (necessity) of the research, it
can be said that the lack of such research causes the neglect of the constructive and practical attitude to
the development of value-creating and innovative products and services in the automotive industry, and
finally, from the aspect of the importance of loyalty in buyers, the level of dissatisfaction decreases. It
will lead to the customers and ultimately the lowering of costs and the development of new products and
services in Iran Khodro Company. In today's competitive conditions and the prediction of its compression
in the future, value creation in the customer-oriented mission, value co-creation (company and customer
interaction in creating value and innovation in products and services) and gaining continuous customer
satisfaction are of increasing importance. Therefore, it seems that Iran Khodro company should fill the
void of creating a value-creating and transformative point of view in the production of products and
services, through the channel of social support, social media marketing and innovation in services.For this
reason, the researcher believes that the interaction of social media marketing with value co-creation is one
of the best tools for conducting this research, in order to witness the growth and development of this
industry by developing the knowledge of value creation and consumption behavior and innovation in the
services of Iran Khodro Company. Finally, it is hoped that the research results can be used by researchers,
researchers, professors and students in the field of marketing and automotive industry.

e Purpose

Therefore, the purpose of this research is to evaluate the effects of service innovation, social media
marketing and social support on value co-creation .

e Questions

the researcher seeks to answer the question whether service innovation, social media marketing and
social support on value co-creation in Iran Khodro company has a significant impact or not.

e Background

Social media marketing

The geographical areas of the customer, the media arising from the thoughts of the society and the
community have made it appear big among the customers (Yadav and Rahman, 2017). Social media in a
developed way are based on the content created by the customer (Rasouli and Moradi, 2013). Social
media marketing activities are a subset of online marketing activities that complement promotional
programs (Khaleqi et al., 2018).

social support

Social support is the exchange of resources between at least two people, which is understood by the
provider or the recipient with the intention of improving the well-being of the recipient (Hamdi, 2017).
Social support is a multidimensional construct and is the perception or experience of people caring,
responding and helping people in a social group. According to Hus (1981), social support includes
emotional, instrumental, informational and evaluation support (Dashti et al., 2016). Social support is
usually considered as a multidimensional construct (Zi, 2008).

Service innovation

Innovation has been identified as one of the most important issues in the path to the success of societies.
One of the indicators of development is achieving a desirable level of innovation in all fields, and it has
caused innovation to be considered as one of the most important and key issues in the success of
organizations (Shafaei et al., 1402). Types of innovation include product innovation, process innovation,
fundamental innovation, incremental innovation, market innovation, behavioral innovation, strategic
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innovation, exploratory innovation, exploitative innovation, architectural innovation, contract innovation,
location innovation and innovation in the dominant perspective (Basir et al., 2015). ).

value co-creation

The concept of value co-creation was used in articles for the first time in 1990, and among the new
marketing books, it considers the customer as an important and vital element in the implementation of
marketing strategies (Javashi Javed et al., 2019). In the field of service excellence, which is the most
important output in attracting customers, buyers are vital in the organization's value creation (Ranjabar
Fard and Heydari, 2018) and for this process, they share and exchange their scientific and experimental
knowledge with producers. (Brody et al., 2013) and one-way interactions become bilateral and
collaborative interactions (Holbeek et al., 2018).

3- Methodology

This research is based on the achievement of the developmental-applicative type and based on the
objectives of the descriptive type of the case that the necessary data has been collected by the survey
method. The statistical population of the current research is divided into two categories. The first category
is all the customers of Iran Khodro company in Tehran and the second category is the employees of Iran
Khodro company agencies in the number of 50 people. Non-probability quota sampling method was used
for sampling in the customer sector. In non-probability quota sampling, the method of accessing customer
samples is that the statistical population is divided into several strata, then a quota is assigned to each
stratum and then the samples are selected at will. In this research, 2 agencies (total 10 agencies) were
selected from each after-sales service agency in the north, east, west, south and center of Tehran, and
based on the geographical distribution and the number of clients, a total of 384 customers were selected.
Regarding the determination of the sample of employees, 10 people and a total of 50 people (managers
and experienced employees) were randomly selected from the representative offices of each region
(shown in Table 1). In the theoretical foundations and research background section, library sources
including books, magazines, publications of research and research centers, educational theses and Latin
articles were used. In the field section, the data collection tool was a standard questionnaire, with 384
guestionnaires distributed according to Table 1 among the 5 regions of Tehran (selecting two after-sales
service agencies from each region)

4- Findings

The results of research hypotheses indicate that social media marketing, service innovation has an effect
on value co-creation from both customers and employees, and the effect of social support on value co-
creation is confirmed by employees but not by customers. Not approved. Therefore, focusing on
innovation in services, organizations should try to strengthen value co-creation through social media
marketing and social support from both the perspective of employees and customers.

5-Conclusion

Organizations should accept the concept of social media marketing along with innovation in services and
as the main marketing strategy with the aim of interacting with consumers of goods and services in order
to co-create value. With the development of technology and digital media, especially social media,
tremendous effects have been created on the behavior of buyers. The findings of this research help
organizations to benefit from the impact of social media marketing efforts, social support and service
innovation on value co-creation. In sum, the factors extracted in this research in this study can be
guidelines for analyzing the effects of innovation, social media marketing and social support on value co-
creation in strengthening the structure of value creation and entrepreneurship in the automotive industry
and finding automotive managers with the aim of The current conditions and arranging the conditions of
the research variables in the company will be helpful. Organization managers look at innovation and
value creation in the automotive industry from the point of view of cost, time, place and geographical
requirements, or in terms of technological fluctuations. Therefore, the managerial applications of the
research include managers' exploitation of the role of social media marketing in using attractive and
creative methods to attract customers.Also, this research will enable managers to analyze the diverse
needs of customers in order to create value for them while understanding the effect of social media
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marketing and social support. Another managerial application is to improve the strategy of retaining
customers through social media and integrating their needs and demands under the banner of social
support, which will lead to customer loyalty, improving customer attitudes, and increasing customer value
for the group managers.
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