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Abstract—The e-learning platform is a technology used in 

most academic institutions. The e-learning platform provides 

services as an alternative to conventional methods. Previous 

studies have primarily focused on using and accepting e-learning 

among consumers and developing tangible attributes on the 

platform. Platform attributes should be available to engage with 

all users, leading to innovative ideas and improvement in the 

value offerings to users if well used. Therefore, this study 

explores the service science perspective in terms of co-creation 

for an e-learning platform. The concept of Service-Dominant 

Logic and value co-creation is adopted to explore and extract the 

elements and factors that are collectively applied to the model. 

The concepts illustrate how user value is co-created through the 

value propositions on the platform and value drivers for the 

users. The findings help identify the components for value 

proposition on the platform: enrichment, interaction, 

personalization, and environment. Meanwhile, the components of 

value drivers for actors are engagement, resources, experience, 

and goals. Then, the proposed components are used to develop an 

e-learning conceptual model. A service-driven model of e-

learning will be a significant input to develop an effective 

platform that provides co-creation opportunities to its users. 

Future research is to identify the critical features available on the 

e-learning platform from the users’ view. 

Keywords—e-Learning; co-creation; S-D Logic; value 

propositions; value drivers; actors 

I. INTRODUCTION 

Recently, e-learning technology has been in high demand 
since the Covid pandemic hit the world. It is widespread 
recognition that E-learning plays a decisive role in supporting 
and engaging teaching and learning among its users. Students 
and teachers initially perceived face-to-face learning as the 
ultimate way of teaching and learning, but they have to find 
alternatives since the restriction order is applied. The objective 
of e-learning systems is to improve the educational system, 
enhance students‘ and teachers‘ learning, boost the education 
system, and improve students‘ performance. Teachers and 
students, as primary users of the education system, need to 
adapt to survive in the ever-changing technology environment. 
They need to be agile to adjust, respond, and be resourceful in 
working together and find practical learning for the 
institutions. By collaborating to develop information, users 
promote to transform information into knowledge and 
eventually get values. 

Since its introduction, e-learning has gone through various 
adaptation processes to strengthen the implementation process 
and technology evolving from time to time. Users can access 

learning materials, search for information, collaboration, and 
experience irrespective of physical location limitations to 
deliver knowledge. Besides, technology and computing help 
educators prepare students for 21st-century life lessons. 

Most developers focus on tangible items to develop e-
learning platforms or websites, such as technology [1] and 
internationalization [2], while value to the user and institutions 
is less considered [3]. Although online platforms are vastly 
rising, yet insufficient active contributors and continuous input 
of material or information [4]. A different perspective of the e-
learning model from the value view can be considered so that 
e-learning feature development meets the implied value. It is 
reported that students stated e-learning did not have the 
desired features and was also harder to use compared to 
Facebook [5]. Thus, services are only valuable if used and not 
based on what is offered, and hence user involvement in 
system development may accomplish a successful system. The 
value of the system exists in the stakeholders‘ cognitive space. 
Values are unique among individuals but can influence the 
user‘s behaviour in using e-learning. 

In Service-Dominant Logic (S-D Logic), creating value 
co-creation (VCC) together is key to generating value by 
integrating their value with others and developing a new one 
[6].  With VCC, all users are part of the creators of value 
when using the system. According to [7], the concept of value 
co-creation in academic virtual learning environments has 
been discussed less frequently. To convert the traditional 
teacher-student models, in which teachers determine the 
learning resources, they can participate in VCC‘s educational 
processes into a flexible structure and an active learning 
environment. Thus, to find the platform that caters based on 
user‘s active participation, value co-creation focusing on user 
value strategy is proposed. Positive values instilled in the 
user‘s mind will guide them towards a proper attitude. The e-
learning platform services need to be used to deliver value [8]. 
A service has to have value to fulfill the user‘s needs. Further, 
studies linking education by using the concept of S-D Logic 
are still poorly implemented [9]. 

This paper will describe the factors of VCC in value 
proposition on the platform and value drivers from the users in 
using e-learning, which would lead to creating values for 
themselves and would benefit the institutions eventually. As 
[10] pointed out, service providers do not just make value 
proposition but also involves the actors who are users or 
contributors to produce values for themselves. It is needed to 
get feedback from the user to make them feel close, and there 
is a need to use the services on the platform. 
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This paper is structured as follows: Section 2, ―Literature 
Review‖ outlines the topics on e-learning, service-dominant 
Logic, and value co-creation. Section 3, ―Methodology‖ 
describes the methodology employed to develop the 
conceptual model. Next, Section 4, ―Result and Discussion‖ 
draws the outcome and discussion about the e-learning 
conceptual model. Lastly, Section 5, ―Conclusion‖ points 
toward the overall conclusion and following plot for the 
research. 

II. LITERATURE REVIEW 

A. E-learning 

E-learning is a web-based technology and application to 
enable learning and teaching [11] delivered through 
technology such as the internet, intranets, audio, video and 
conferencing, virtual classrooms, and digital collaboration. 
Web-based or mobile-based learning has become common in 
education. It can take many platforms, from massive open 
online courses (MOOCs) to a virtual learning environment 
(VLE) and learning management system (LMS), and many 
others [12]. 

In learning, teachers determine the learning resources into 
a flexible structure and an active learning environment to 
participate in the educational processes in virtual academic 
learning environments [7]. Collaborative and virtual learning 
environments provide a dynamic platform of interaction and 
conversation for students and teachers. For a successful 
system, e-learning should provide a platform that enables 
qualitative two-way communication between students and 
teachers and amongst students themselves. Thus, teachers‘ 
perceptions as providers must change, allowing students to be 
active contributors and enabling collaboration to occur 
effortlessly. 

B. Service-Dominant Logic (S-D Logic) 

The traditional view in marketing was Goods-dominant 
Logic; consumers are provided with their value [10]. The 
latter S-D Logic claims that value is always co-created with 
the partnership with users. [13] added the value-in-use in 
Goods-dominant Logic lacks the firm-customer interactions. 
The customer must participate by utilizing a product or service 
in the value exchange process to create value. 

Based on S-D Logic, the main component is ‗the customer 
is always the co-creator of value, which means creating value 
is an interactional process requiring active participation of 
both the customer and the supplier. In this study, the 
researched relationship is between teacher and student, student 
and student, and teacher and teacher. They are the primary 
users of the e-learning platform and are called actors. Users 
are categorized as operant resources in S-D Logic, integrating 
skills and knowledge into the co-creation process into the e-
learning platform‘s activities. Teachers‘ roles are not as 
providers and directors of the whole process, but they also 
become participants. Students‘ and teachers‘ perceptions and 
involvement as value co-creators can be linked to some 
foundational premises (FP). It is considered service value co-
creators in S-D Logic based on ten FPs [14]. For example, 
FP1 is ―Service is the fundamental basis of exchange,‖ is a 
relevant premise for e-learning because e-learning provides 

services to all matters involving skills and knowledge. Also, 
FP10: ―value if always uniquely and phenomenologically 
determined by the beneficiary‖ shows each user of e-learning 
platform are different, and their respective experience will add 
value to the platform. 

C. Value co-creation (VCC) 

In the value construct, there is a relationship with the co-
creation element. Co-creation is needed, as various platforms 
provide space for virtual communities, yet many still lack 
sufficient active contributors and a continuous supply of 
knowledge content. Based on the value concept in the new 
marketing logic, value is not created solely by the firm but 
built with the customers during their usage of products and 
interactions with different actors. The value is produced in the 
customer sphere during consumption in response to the service 
provider‘s proposition value. Therefore, these value attributes 
are directly related to customer feelings and attitudes 
developed towards the service offered. [15] mentions VCC 
and the tools facilitating VCC activities have increased 
interest from information systems (IS) scholars and business 
practitioners. Researchers have been studying co-creation in 
various studies of information technology, such as in e-
learning [16], [17], Internet of Things [18], information 
systems [15], and social media [19]. 

Showing co-created material is a real need with a real 
impact, so the student and teachers can see that working 
together is worthwhile. This active participation means 
incorporating engagement, experience, resources, and goals 
into the activities; they guide the co-creation process 
themselves and take more responsibility for the activities to be 
co-created with the other participants. Virtual communities‘ 
studies identify two co-creation behaviours: searching for 
information through the community and, secondly, by 
participating in the community by generating and sharing 
content with other members [8]. Thus, it is vital to identify the 
features that would enable users to use e-learning to have 
closeness and create a sensory and emotional connection while 
using e-learning. The firm can develop only a value 
proposition, but the user determines the value of the offering 
through its usage. 

Users are more informed, connected, and empowered than 
before; due to Internet technologies, they have access to new 
tools that enable them to co-create with others. The level of 
user participation in co-creation varies depending on the user‘s 
experience, engagement, resources, and goals. Further, it will 
influence them whether to continue using the platform for 
good or not. 

This study derived VCC for the e-learning platform from 
interaction, enrichment, environment, and personalization for 
its primary users: teachers and students. Every user is unique; 
they tend to have their minds and ideas, contributing to their 
desires, experience, and future expectations. When various 
users work together with their different backgrounds and 
create new knowledge, it would develop users‘ values. 
Students have individual opinions about learning; thus, they 
need a platform that enables them to share and contribute to 
education by participating, improving their learning, thinking 
skills, understanding concepts, and creating knowledge [7]. In 
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detail, the researchers‘ model illustrates how user value is co-
created through the value propositions on the platform and 
value drivers for the users. Besides, a study by [20] identified 
the need for co-creation in the e-learning environment. 

III. METHODOLOGY 

The process of developing the conceptual model was 
organized into three phases: input, activity, and output, as in 
Table I. The flow of the model development is shown in 
Fig. 1. 

TABLE I. PHASES OF DEVELOPING A CONCEPTUAL MODEL 

Input Activity Output 

 Selection of 
primary 

source studies 

 Identify 

theory and 

models 

 Inspect and identify 

the relevant studies 
and models based on 

keywords. 

 Identify suitable 

constructs and 

components 

 e-learning 

conceptual model 

based S-D Logic 

and VCC 

 

Fig. 1. The Flow of Model Development. 

In selecting primary source studies, research databases, 
available search engines, and reliable websites were identified. 
This included the articles published by Sage Journals, Web of 
Science, Science Direct, Springer Link, Taylor and Francis, 
Emerald and Wiley. Next, academic papers, books, thesis, and 
related English and Malay language reports were selected. 
Keywords used were: service science, service-dominant 
Logic, e-learning, and education. All of the papers were 
available in electronic format, thus could be easily discovered 
using the keywords. Content analysis of all the items was 
handled to identify the elements and factors from the 
perspective of service science that could contribute to the 
value proposition on the e-learning platform and could lead 
value drivers to actors to contribute. Factors are examined in 

such can be used to develop the e-learning conceptual model 
embedding the concepts of service-dominant Logic and value 
co-creation. 

IV. RESULT AND DISCUSSION 

S-D Logic and VCC have been proposed as the vital factor 
to develop a successful service or product. Since e-learning is 
a service platform, it may benefit from involving users‘ input 
in the development stage. Users need to play an important role 
and create value with others. Therefore, the views of students 
and educators as stakeholders are needed in building an e-
learning model. The joint contribution of ideas from students 
and instructors can build an e-learning model by determining 
users‘ values while using e-learning. 

Therefore, a new approach needs to be considered in the e-
learning platform by studying the value element of co-creation 
through students‘ and instructors‘ value element approaches. 
The conceptual model‘s elaboration will be discussed in Sub-
section A. Value Proposition and B. Value Drivers. 

A. Value Proposition 

Platforms play a significant role in involving users, 
gathering them in the co-creation process, for sharing 
knowledge related to product or service usage. Platform with 
virtual environments for co-creation offers new opportunities 
by providing access to social media, i.e., content and 
interactions created via highly accessible web-based 
technologies. A platform can also create content that appeals 
to other users to use products or services while meaningfully 
enhancing the co-creation process. The technology on the 
platform must be taken advantage of to stimulate user‘s 
participation. 

A value proposition is an opportunity for value-creating 
benefits delivered by an organization to its customers [21]. 
Value propositions facilitate the VCC process and do not have 
value by themselves. Once users accept a value proposition, 
they are an integrator of the value proposition (offered by the 
service provider) with their other resources to create value. In 
this study, four value propositions proposed are enrichment, 
interaction, personalization, and environment. 

1) Enrichment: Enrichment on the e-learning platform 

refers to the information and features offered to generate 

knowledge to be more attractive, interactive, and suitable for 

learning. The content presentation provides easy management 

to users while using the e-learning platform. Information 

conveyed to users includes content management, how learning 

content is delivered, and enrichment of learning through more 

media towards users who aim to achieve goals [22]. 

Enrichment of information can shape individuals‘ 

development in conducting an independent collection of 

resources for current results and future planning [23]—

mastery of information relating to users and systems, thus 

publishing value elements. Good learning management can 

help stimulate information delivery and create learning 

materials involving all users [24]. Enrichment on the platform 

can be presented on updated content, user information, an 

organized file system, achievement space, notification space, 

Selection of primary source 

studies 

Inspect and identify the relevant 

studies and models based on 

keywords 

Identify suitable constructs and 

components 

Start 

e-learning value co-creation 

model 

education 

e-learning 

SDL 

VCC 
Service 

Sceince 

value-in-use 

value 

proposition 

value 

drivers 



(IJACSA) International Journal of Advanced Computer Science and Applications, 

Vol. 12, No. 9, 2021 

156 | P a g e  

www.ijacsa.thesai.org 

reminders, and security. From the S-D Logic perspective, 

enrichment on the platform is a service offered involving 

skills and knowledge and enrichment of attributes/features, 

also known as operant resources. Information enrichment on 

platform can be represented through FP1 of S-D Logic, where 

the services offered on the platform involve skills and 

knowledge. As well as FP4, which states that operant 

resources are fundamental to the competitive advantage. 

2) Interaction: Interaction through active user 

communication is a vital process of creating shared values, 

and the quality of interaction is fundamental to the creation of 

shared values of users. Online platforms such as e-learning 

enable interaction and collaboration between actors in co-

creation [25]. From the point of view of S-D Logic, the users 

are co-creator of values and sources of integration, and they 

can share based on their level of experience, knowledge, and 

exposure [26]. Nowadays, students can access multiple 

resources to develop their understanding and further enhance 

sharing in the learning process [7]. Moreover, students are 

prone to search for information and no longer depend on just 

receiving end; they want their voices to be heard. In an e-

learning platform, interaction creates an interactive learning 

environment for developing material content or learning 

material based on tacit knowledge about the subject matter, 

allowing VCC communication between teachers and students. 

Meaningful interaction between teachers and students, 

students and students, and teachers and teachers significantly 

strengthens students‘ sense of membership and influence. 

There are various opportunities for users to communicate 
with available technology, such as comment sections, 
notification, gaming, frequently asked questions, and others 
[27]. It could promote using the e-learning platform for a more 
extended period. Interactions between users in the community 
are essential for value creation; therefore, it is structured to 
find opportunities to co-create with users. [8] recommended 
having maximum interactivity so that users feel crucial, their 
response is taken into consideration, and they play an essential 
role within the community. From the S-D Logic perspective, 
FP6 states that the client is a co-creator of values and through 
this interaction, VCC can be achieved and supported. 
Meanwhile, FP9 says that everyone involved in the activity is 
a source of integration. FP11 states the value of co-creation is 
the result of coordination between actors and organizational 
creation. 

3) Personalization: Personalization in web-based 

interactive environments has been considered a key element in 

enabling effective and efficient user engagement and applied 

to learning content, learning resources, and development 

activities [28]. Personalization is a process that allows users to 

access and store information based on various personal 

characteristics of the user and provide unique value and 

benefits to users based on needs and backgrounds. 

Personalization of e-learning will enable users to experience 

and, in turn, also contribute to the learning process. The 

merging of the personalization concept to e-learning 

technology empowers the learner to have a learning process 

that can be adapted to their needs [29]. The attribute that can 

be represented by personalization on platforms such as 

customize the interface, personalized recommendation, 

progress bar, online personalized feedback, and a sticky note, 

to name a few. Therefore, e-learning equipped with 

personalization must meet a wide range of individual needs 

and preferences to enable VCC. 

From the S-D Logic perspective, service orientation 
through user personalization achieves its benefits by making 
the user‘s own choices. E-Learning allows selecting learning 
materials that meet their level of knowledge, interest, and 
what they need to know to perform more effectively in an 
activity. E-Learning is more focused on the learner, and it is 
more interesting for the learner because it is information that 
they want to learn. From the S-D Logic perspective, FP10 
states that values are unique, and phenomena depend on the 
user‘s benefits, while FP8 states the service is customer-
centric. Its relationships and personalization enable users to 
achieve benefits by making their own choices. 

4) Environment: A conducive e-learning platform 

environment is essential because it allows users to access 

information, resources, and services. From the S-D Logic 

point, an e-learning platform is a medium of service 

dissemination, and operant resource is the fundamental 

resource in inter-organizational and community. The 

environment on a quality e-learning platform plays a vital role 

in determining the use of e-learning [30]. The environment 

must give users a pleasant and acceptable environment to 

influence users regarding the platform‘s quality. The e-

learning platform‘s environment refers to the medium or 

system developed to enable user operant and operand 

resources involving operational features that can create the 

process of integrating resources independently through value 

creation. Thus, the environment should consist of service 

quality elements, information quality and system, and 

technology quality. Well-designed e-learning may provide an 

environment that supports users‘ motivations, such as 

attractiveness, so users can choose to develop VCC based on 

their experience, resources, engagement, and goals [8]. FP3 

can be associated with the e-learning platform as a service 

dissemination mechanism from the S-D Logic perspective, 

and FP4 states that operant resources are vital for competitive 

advantage. 

B. Value Drivers 

Actors as users are the person who uses services or 
products and their role in contributing on e-learning platform 
by using the services provided. Besides, actors derive value 
from their use of products or services, and therefore value 
delivery still represents a value creation type. Service 
exchanges can involve the co-creation or the self-creation of 
value, depending on the level of contribution provided by each 
actor in the service exchange [31]. Value-in-use means that 
value for the user is created or appears during participation 
[32] which indicates that the user is involved in the value 
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creation process [13]. Thus, as users use the platform, they 
together create co-creation value while benefiting through 
value-in-use. Actors have a role in contributing to the e-
learning platform through value factors such as involvement, 
resources (skills and knowledge), experience, and goals. 

1) Engagement: Engagement involves a commitment of 

time, energy, and the ability to configure operand and operant 

resources and an essential co-creation element. Actors‘ 

engagement on platforms includes posting comments and 

reviews, giving a rating, watching videos, and attending online 

classes. When users get engaged, it builds and strengthens the 

relationship and influences user faithfulness, and is expected 

to impact users‘ intentions toward future co-creation in other 

ways. Subsequently, they may gain knowledge related to the 

cognitive benefits of information acquisition. Students‘ 

participation in their learning process has been recognized as 

enhancing the educational process‘s quality and results [33]. 

Co-creators engagement in co-creation activities depends 

largely on their expectations and perceived motivations [34]. 

Further, actors would be motivated by rewards such as 
gifts, points, or social benefits from the title, status, and social 
esteem they may receive. They may desire to enhance their 
sense of self-improvement and enjoyment. Co-creation 
between actors can increase actor‘s engagement with the 
platform and further engage them to use it longer. A positive 
attitude builds good encouragement towards the institution 
[35]. Student engagement is considered crucial in optimizing 
the student experience, enhancing learning, and linking with 
high-quality learning outcomes and shared value creation. 

2) Experience: Experience can be defined as an essential 

element in creating shared values, and the basis for working 

together is consumers‘ experience when using the products or 

services provided [16]. There is no value created in S-D Logic 

until product/services are used; thus, the experience is 

essential for value determination. Further, value comes from 

the knowledge shared, and continuous usage builds a 

collection of experiences. With experience, prepare users 

mentally to learn and apply personal learning to successfully 

perform current jobs and tasks. The user experience is affected 

when the user has had a direct or indirect relationship with a 

product/service and relates new behaviours to past experiences 

[36]. According to [37], participation in an online platform 

such as brand communities includes posting reviews and 

comments, give a rating, sharing experience, and others. 

Researchers acknowledge that positive experiences may 

benefit the organization while using the platform and increase 

user co-creation experiences [15]. Besides, when users have 

experience with a service, they would likely seek other 

activities on their next visit and enhance usage [38]. 

3) Resources: An actor who uses anything to establish 

value creation is called a resource [10] and anything an actor 

can draw on for support [39]. Resources comprise tangible, 

natural, and static resources and intangible and dynamic 

human ingenuity and appraisal functions. There are two types 

of S-D Logic resources: operand and operant resources [40]. 

From an e-learning perspective, operand resources are the 

tangible items that actors use to utilize, such as devices, 

internet connection, facilities provided, and users. Meanwhile, 

operant resources are resources that actors use to produce 

mental or physical skills and knowledge in increasing 

organizational competitiveness. Shortly, the user uses any 

operant resources to act on operand resources to get values. 

In S-D Logic, two FPs, which are FP4 and FP9, are linked 
to resources. FP4 states, ―operand resources are the 
fundamental source of strategic benefit, and FP9 states, ―all 
social and economic actors are resource integrators [41].‖ In e-
learning usage, users may invite other users to share their 
resources, cultivate resource sharing, and enable innovation to 
learn the material and extract value [42]. Tangible resources 
include lending equipment and intangible resources such as 
clicking like sharing, commenting, sharing ideas, and 
receiving opinions and statements. Shared learning material on 
the platform will allow users to retrieve and transfer material 
anytime and anywhere, enabling content to be more reusable 
and customizable. 

The co-creation of the learning process and material can 
help produce improved material in line with other teachers‘ 
and students‘ actual requirements towards innovating the 
platform‘s services. 

4) Goals: Goals refer to the desire to fulfil and motivate 

individuals to obtain knowledge. With a goal in mind, the user 

wants to learn and adapt to changes. [43] Studies indicate that 

students‘ achievement goals (performance or learning goals) 

are critical determinants of their attitude (e.g., satisfaction, 

perception, happiness), cognitive (e.g., critical thinking, 

information literacy), and affective goals (e.g., personal well-

being, pleasure). When users‘ performance goals value 

highlighted and believed they had the high ability, they 

responded to overcoming the obstacles. 

Interestingly, students‘ beliefs about their abilities, 
whether high or low, were irrelevant. Students sought to 
increase competence and opted for more challenging tasks to 
gain a learning goal‘s value. Motivation can influence 
learning, and the user tends to use products/services that they 
consider valuable. When users actively participate in learning 
activities, they prepare themselves for future academic 
pursuits and add exposure. Different users may have various 
underlying goals to use the VCC platform and engage in VCC 
[44]. Thus, the writer aims to find out the VCC in e-learning 
among vocational school teachers and students. 

C. The E-learning Conceptual Model 

Fig. 2 shows the e-learning conceptual model 
compromising the value proposition on the platform and value 
drivers for actors and their relationship. By adapting VCC as 
theoretical foundations, the model is divided into the value 
proposition and value drivers. The upper section shows the 
platform‘s value proposition elements, while the bottom 
section shows the value drivers for the platform‘s users. The 
model is developed to systematically illuminate how identified 
value drivers have the intention to use e-learning. The roles of 
users as main actors are to contribute to the e-learning 
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platform through engagement, share resources, experience, 
and goals. The concept of VCC prioritizes the value created 
when users use the service. At the same time, providers can 
enhance value-in-use by providing value proposition in 
platform features and supporting users to contribute 
continuously. Indirectly, a learning cycle exists to the user 
while using e-learning, and correspondingly, they together 
create VCC while benefiting through value-in-use. 

 

Fig. 2. E-learning Conceptual Model based on S-D Logic and VCC. 

V. CONCLUSION AND FUTURE PLAN 

The Covid-19 pandemic has changed the lifestyle of many, 
including in the education system. Moving into online 
learning took some time for everyone since everyone is forced 
to use it. Most of the method used to develop e-learning 
platforms was focused on tangible items on e-learning 
platforms while value to the user and institutions is less 
considered. As mentioned, the concept of S-D Logic is still 
poorly implemented, especially with education. Thus, as this 
paper explored e-learning a platform that offers services in 
education, it would provide a new perspective in S-D Logic 
and VCC. The emergence of the area of S-D Logic and value 
co-creation, has thrived in imploring the research community 
to handle research the concepts, theory and methodologies of 
co-creation. This motivation has led us to analyze the idea of 
user‘s value in using e-learning services and search for a 
suitable value proposition on platform and value drivers for 
and from users that contribute the essence of value. This paper 
aims to identify value propositions components on the 
platform and value drivers for and by actors. When designing 
an e-learning platform, gathering VCC must be beneficial to 
the user‘s potential of value. However, the e-learning 
conceptual model does not cover all the other users, such as 
developers or system admin, due to the need to know the 
platform‘s primary users‘ values, teachers and students. Both 
the actors could contribute as participants and providers to the 
platform by being engaged, sharing experience and resources, 
and fulfilling their goals. Therefore, a new approach needs to 
be considered in the e-learning platform by studying the value 
element of co-creation through students‘ and teachers‘ value 
element approaches. 

The next step is to identify the attribute on the e-learning 
platform that is crucial that can be implemented on the 
platform as a value proposition and lead actors to value. 
Further, the attribute of e-learning is matched to the dimension 
of the value proposition factors. Considering this research 
outcome would guide the developers of the critical features of 
the e-learning platform. Future research is to identify the 
critical features available on the e-learning platform from the 
users‘ view by using the means-end chain theory and 
laddering technique. Identifying the attributes with users will 
further motivate users to anticipate it is worthwhile using the 
service. The findings can help system developers to build a 
platform for institutes to manage the learning platform and 
understand how to create values for users. 
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