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Abstract

The present study aimed to identify and explain the indicators of organizational co-creation in Bank Saderat
Iran through a qualitative approach and to provide a comprehensive framework for developing co-creative
culture, structure, and processes within the banking system. This study was descriptive—analytical in terms
of data collection and employed an inductive—deductive research approach. The participants consisted of
15 experts, managers, executives, and specialists from Bank Saderat Iran in the fields of public
management and human resources, selected through purposive sampling. Data were collected using
semi-structured interviews, and the interview process continued until theoretical saturation was achieved
at the twelfth interview. Data analysis was conducted using Braun and Clarke’s (2006) thematic analysis
method with the assistance of MAXQDA software. During the analysis process, initial codes were extracted
and subsequently categorized into basic, organizing, and overarching themes. The findings revealed that
132 initial codes were extracted from the interviews, which were subsequently categorized into 35 basic
themes and 17 organizing themes. Ultimately, five overarching themes were identified, including
organizational co-creation culture, co-creative organizational structure, co-creation processes and
methods, co-creation technologies and tools, and customer value creation. In the dimension of
organizational co-creation culture, indicators such as mutual trust and respect, creativity, innovation, and
knowledge sharing were emphasized. In the organizational structure dimension, collaborative teams, agile
processes, and open communication emerged as critical components. Furthermore, talent identification,
performance evaluation, and opportunity and challenge analysis played significant roles within co-creation
processes and methods. The findings also demonstrated that modern technologies, online collaboration
platforms, and knowledge management systems facilitate organizational co-creation. Finally, customer
value creation through enhanced interactions, personalized services, and customer feedback utilization
was recognized as one of the most important dimensions of co-creation.
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Extended Abstract
Introduction
In today’s highly competitive and knowledge-based economy, organizations are increasingly
required to move beyond traditional value creation models and adopt collaborative approaches that
actively involve stakeholders in organizational processes. One of the most influential concepts
emerging in this context is value co-creation, which emphasizes the joint participation of
organizations, customers, employees, and stakeholders in generating mutual value. Unlike
traditional approaches in which organizations independently create value and deliver it to customers,
the co-creation paradigm views value as an outcome of dynamic interactions, shared experiences,
and collaborative engagement among actors within a service ecosystem (Oklevik et al., 2024; Saha
et al., 2025). This shift has become especially important in service-oriented industries such as
banking, where customer experience, trust, interaction quality, and relational engagement
significantly influence organizational performance and competitiveness.
The banking industry has undergone substantial transformations due to technological innovation,
digitalization, changing customer expectations, and intensified competition. Modern banking
systems are no longer solely transaction-oriented institutions; instead, they are interactive service
platforms in which customers expect personalized experiences, participatory communication, and
innovative solutions. Consequently, banks increasingly rely on value co-creation mechanisms to
improve customer satisfaction, loyalty, innovation capability, and long-term relationships (Malik &
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Ahsan, 2019; Wang & Yang, 2025). Studies have shown that customer participation in service design
and delivery can significantly enhance perceived value and emotional commitment toward banking
institutions (Wulandari & Nasution, 2019). Furthermore, social media platforms, online banking
technologies, and digital communication tools have expanded opportunities for collaborative
interactions between banks and customers, thereby strengthening co-creation processes (Ferm &
Thaichon, 2021; Zuhri, 2025).

Beyond customers, employees also play a crucial role in organizational co-creation. Frontline
employees, in particular, directly shape customer experiences and facilitate collaborative
interactions within organizations. Employee adaptability, communication competence, and teamwork
contribute significantly to successful co-creation practices (Le et al., 2022). Organizational culture
also serves as a foundational element in promoting co-creation. A culture characterized by trust,
openness, collaboration, knowledge sharing, and transformational leadership creates an
environment where employees feel empowered to contribute ideas and engage in innovation
processes (Harandi et al., 2021; Taherpour, 2021). Similarly, organizational structures that support
flexibility, agility, and participatory decision-making enhance the effectiveness of collaborative
initiatives (Parvari, 2022).

Previous research has examined co-creation from various perspectives. Rahman Seresht et al.
identified communication skills, organizational culture, and customer interaction as central
dimensions of strategic value co-creation in the Iranian banking industry (Rahman Seresht et al.,
2018). Rahman Seresht and Sheikhi further emphasized the importance of internal banking
conditions and stakeholder interactions in creating shared value (Rahman Seresht & Sheikhi, 2019).
Kooshki et al. highlighted the significance of knowledge management, customer experience
management, and human resource management in promoting customer value co-creation in banking
(Kooshki et al., 2022, 2023). In tourism and service sectors, researchers have similarly demonstrated
that organizational participation, collaborative strategies, and customer engagement positively affect
value creation processes (Hassanzadeh et al., 2021; Javashi Jadid et al., 2020; Rahmati, 2020).
Recent international studies have expanded the theoretical understanding of co-creation. Roy et al.
identified intrinsic and extrinsic motivations as major drivers of customer participation in smart
service interactions (Roy et al., 2023). Abror et al. demonstrated the influence of religiosity, perceived
value, and behavioral factors on customer value co-creation in Islamic banking (Abror et al., 2023).
Wang and Yang showed that value co-creation practices within brand communities strengthen
affective commitment and psychological ownership, thereby enhancing brand loyalty (Wang & Yang,
2025). Likewise, Shaikh and Gummerum argued that symbolic and social motivations significantly
influence co-creation behavior in emerging markets (Shaikh & Gummerum, 2025). Despite the
growing body of literature, limited research has focused specifically on identifying organizational co-
creation indicators within the Iranian banking system. Therefore, the present study aimed to identify
the indicators of organizational co-creation in Bank Saderat Iran using a qualitative approach.
Methods and Materials

The present study employed a descriptive-analytical design with an inductive-deductive qualitative
approach. The research population consisted of experts, senior managers, and specialists in Bank
Saderat Iran with academic backgrounds related to public management and human resources and
with professional experience in the banking industry. Fifteen participants were selected through
purposive sampling based on their expertise, managerial experience, and familiarity with
organizational collaboration and innovation processes.
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Data collection was conducted through semi-structured interviews. Initial interview questions were
designed based on extensive document analysis, including books, journal articles, and previous
studies related to organizational co-creation. Interviews continued until theoretical saturation was
achieved, which occurred after the twelfth interview; however, three additional interviews were
conducted to ensure data stability and conceptual completeness.

After transcribing the interviews, thematic analysis based on the Braun and Clarke approach was
employed to analyze the data. MAXQDA software was used to facilitate coding, categorization, and
theme development. The analysis process involved identifying initial codes, grouping similar
concepts into basic themes, organizing them into broader organizing themes, and finally extracting
overarching themes representing the core dimensions of organizational co-creation.

To ensure the trustworthiness of the findings, several qualitative validation techniques were
employed, including member checking, expert review, continuous comparison of codes, and iterative
analysis throughout the coding process. The researchers also attempted to maintain analytical rigor
by carefully documenting coding decisions and maintaining consistency in theme interpretation.
Findings

The demographic findings indicated that among the 15 participants, eight were male and seven were
female. Participants ranged in age from 29 to 55 years and had between 8 and 29 years of
professional experience in the banking sector. Eleven participants held master’s degrees and four
held doctoral degrees.

The thematic analysis resulted in the extraction of 132 initial codes from the interview transcripts.
These codes were subsequently categorized into 35 basic themes and 17 organizing themes.
Finally, five overarching themes were identified as the primary indicators of organizational co-
creation in Bank Saderat Iran.

The first overarching theme was organizational co-creation culture, which included organizing
themes such as co-creation values and principles, knowledge and idea sharing, co-creation
education, and co-creative leadership. Key indicators within this dimension included mutual trust and
respect, encouragement of creativity and innovation, collaborative spirit, knowledge-sharing culture,
and transformational leadership practices.

The second overarching theme was co-creative organizational structure. This dimension involved
collaborative teams, agile organizational processes, and reciprocal communication environments.
Findings showed that organizations supporting teamwork, flexible decision-making, and transparent
communication were more capable of fostering collaborative interactions and innovation.

The third overarching theme consisted of co-creation processes and methods. This category
included talent identification and development, performance evaluation systems, collaborative work
processes, and opportunity and challenge analysis. Participants emphasized the importance of
continuous feedback systems, participatory evaluation mechanisms, and multidisciplinary teamwork
in improving organizational co-creation.

The fourth overarching theme was co-creation technologies and tools. This dimension highlighted
the role of virtual communication tools, online collaboration platforms, and knowledge management
systems in facilitating interaction, information exchange, and collaborative problem-solving.
Participants considered digital technologies essential for enabling organizational flexibility and
strengthening internal and external collaboration.

The fifth overarching theme was customer value creation. This dimension included customer
experience enhancement, continuous performance improvement, understanding customer needs,
and designing customer-oriented services. Findings demonstrated that customer feedback systems,
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market analysis, and personalized service development significantly contributed to organizational
co-creation effectiveness.

Discussion and Conclusion

The findings of the present study demonstrated that organizational co-creation in Bank Saderat Iran
is a multidimensional phenomenon requiring simultaneous attention to cultural, structural,
procedural, technological, and customer-centered dimensions. The results revealed that
organizational culture plays a fundamental role in enabling collaborative interactions. Trust,
openness, respect, and knowledge sharing were identified as key drivers of successful co-creation.
Organizations lacking such cultural foundations may encounter barriers to employee participation,
innovation, and collaborative problem-solving.

The study further showed that traditional hierarchical structures are not compatible with effective co-
creation processes. Agile teams, participatory decision-making systems, and flexible organizational
structures were found to facilitate collaboration and shared value generation. Moreover, continuous
learning, employee development, and participatory performance evaluation systems were identified
as essential organizational mechanisms supporting sustainable co-creation practices.

Technology emerged as another critical dimension of organizational co-creation. Digital
communication platforms, knowledge management systems, and online collaboration tools
significantly enhanced interaction quality, organizational learning, and customer engagement. In the
context of digital banking transformation, technological infrastructure appears indispensable for
developing effective co-creation ecosystems.

Customer value creation was identified as the ultimate outcome of organizational co-creation.
Organizations capable of understanding customer needs, utilizing customer feedback, and designing
personalized services were more successful in creating meaningful customer experiences and
strengthening customer loyalty. Therefore, organizational co-creation should not merely be viewed
as an internal management strategy but rather as a comprehensive organizational philosophy
focused on collaborative value generation.

Overall, the findings suggest that Bank Saderat Iran can enhance its organizational effectiveness
and competitive advantage by strengthening participatory culture, developing agile structures,
investing in collaborative technologies, and involving customers and employees in value creation
processes. Organizational co-creation can ultimately contribute to innovation development, service
guality improvement, employee engagement, customer satisfaction, and sustainable organizational
growth within the banking industry.
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