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A Value Co-Creation Methodology for Business Innovation
Kenji BABA*!, Sasagu TAKEUCHI*!, and Chiaki HIRAT*!

Abstract— IoT promotes new connections of different industries and creates opportunities for busi-
ness innovation. However, business innovation cannot be realized with one company, and collab-
oration with many stakeholders is essential. So it is important to raise the capability of customer
co-creation to lead business innovation. In this paper, we introduce a methodology NEXPERIENCE
which improves the capability of customer co-creation. Then we discuss future issues and prospects

of this activity.
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Fig. 1: Overview of methodology “NEXPERIENCE”

Fig. 2: 25 Future Signs for 2025
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Fig. 4: Business Origami
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