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The Journal of Creating Value (jcv.sagepub.com) is looking for Value thinkers to 
write a piece on what Value Creation means for our November 2017 issue. The 
last date of receiving articles is 1 June 2017.
Our issue 3.1 is on Service Value Creation and will be released in May 2017 in 
time for the Frontiers in Service Conference in June at New York.
Philip Kotler, Stephen Vargo, Jagdish Sheth, Irene Ng, V Kumar, Tim Keiningham, 
Jim Spohrer, Andreas Hinterhuber, Todd Snelgrove, Bob Thompson, Peter Stokes 
and Olaf Hermans are expected to be among the writers for this edition.
Many times the issue of value and value creation has come up. There are many 
different interpretations and definitions. Most authors use the meaning convenient 
for them. As a group of value creators we really must define value for business 
and society. I am requesting you as one of the leading experts in the world on 
value and value co-creation to write 1,000 to 2,500 words defining value, how you 
see it, how you wish others to see it and how you wish the words to be used in 
business and society. Some points to ponder on include:

1. What does value mean? Is value creation mainstream or a necessity for busi-
ness and human advancement?

2. Can value be one sided? What are the antecedents of value?
3. What are the consequences of value? Is it constant or can it diminish or grow?
4. How does value interact with other Marketing variables such as satisfaction,

quality, price and retention? Or with knowledge, intellectual capital?
5. How is value created/destroyed for different stakeholders (customers, employ-

ees, investors, community, suppliers/retailers (partners), environment)?
6. What is the relationship between value and other models such as CRM, ser-

vice dominant logic, customer centricity, customer experience and conscious
capitalism?

7. What is value creation? Can value be created without being perceived? Who
are the stakeholders in value creation? Is co-creation a necessity for value to
exist?

Articles can be sent to the Founder Editor, Gautam Mahajan at Gautam.
mahajan@gmail.com h
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Vol 4., No. 1

The Journal of Creating Value, a bi-annual, referred journal, invites submissions for 
its next issue 4.1 due in May 2018, with an aim to create value for customers and 
thereby create value for a company and all its stakeholders.
The Journal of Creating Value, is a unique journal under the SAGE Journals India, which 
covers the widest possible spectrum for developing innovative perspectives related to the 
creation of customer values for any company and the stakeholders associated with the 
same. The journal does not restrict itself to any particular stream like Humanities or 
Science and thus aspires to acquire an interdisciplinary character. The relevance of sci-
ence for understanding the logic and rationale of Customer Value Creation, the quantify-
ing aspects of it and the relevance of the arts for tapping into the more humane factors are 
both taken into consideration. Finally the journal necessarily seeks to supplant the restric-
tive notion of ‘Command and Control’ with a more accommodative notion of ‘Connect 
and Inspire’ in the context of customer-led management practices.
Five key reasons to publish with the Journal of Creating Value:
1. A dynamic platform for expression, innovation, debate and discussion.
2.  The journal boasts of wide audience from diverse nooks and corners like aca-

demia, community and government agencies, business and industry.
3.  The publication of the journal by SAGE, the leading independent academic pub-

lisher in the world, will provide the authors with a well-deserved entry into the 
relevant fields.

4.  The golden opportunity to be reviewed by a conglomeration of eminent reviewers 
from across the globe.

5.  A perfect example of interdisciplinary and multidisciplinary research with global reach 
through SAGE’s principal offices in Los Angeles, London, New Delhi and Singapore.

Submission details
Prior to submission, the contributors are strongly recommended to go through the

 

Manuscript Submission guidelines and then log in to the following link: https://peer-
review.sagepub.com/jcv and submit their articles online.

Submit your manuscript today!

Call for Papers: Journal of Creating Value

its next issue 5.1 (May 2019) for creating value in all areas, including customers and busi-
nesses, society and government. Articles to be submitted by December 31, 2018.
The Journal of Creating Value, is a unique journal under the SAGE Journals India, which 
covers the widest possible spectrum for developing innovative perspectives related to the 
creation of value for any company and the stakeholders such as customers, employees, 
partners, society and owners. The journal does not restrict itself to any particular stream 
like Humanities or Science and thus aspires to acquire an interdisciplinary character. The 
relevance of science for understanding the logic and rationale of Customer Value Creation, 
the quantifying aspects of it and the relevance of the arts for tapping into the more humane 
factors are both taken into consideration. Finally, the journal necessarily seeks to supplant 
the restrictive notion of ‘Command and Control’ with a more accommodative notion of 
‘Connect and Inspire’ in the context of customer-led management practices.

Washington DC and Melbourne.
through SAGE’s principal offices in Los Angeles, London, New Delhi, Singapore, 

given on the journal website and then visit https:
//peer-review.sagepub.com/jcv to login and submit their articles online.
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