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Abstract—Electronic market place plays an important 

intermediary role for connecting dealers and retail customers. The 
main aim of this paper is to design a value co-creation model in 
used-car auctions. More specifically, the study has been designed in 
order to describe the process of value co-creation in used-car auctions, 
to explore the co-created values in used-car auctions, and finally 
conclude the paper indicating the future research directions. Our 
analysis shows that economic values as well as non-economic values 
are co-created in used-car auctions. In addition, this paper contributes 
to the academic society broadening the view of value co-creation in 
service science. 
 

Keywords—Value co-creation, Used-car auctions, Non-economic 
values, Service science.  

I. INTRODUCTION 

HE importance of the used-car market is growing 
significantly due to transparency and symmetry of 

information. The internet is increasingly becoming the 
information source of choice for used vehicle buyers and 
sellers. As the advent of nearly ubiquitous information 
infrastructures promotes the development of electronic 
commerce applications, new electronic market intermediaries 
are emerging which bring significance changes in the 
economics of marketing and distribution channels by 
interposing themselves between suppliers and consumers in 
electronic marketplaces [1]. These electronic intermediary 
services increase the efficiency for search, contract formation 
and trade settlement involvement with market transactions [2].  

Japanese used-car auctions markets are the most successful 
cases of introducing information technology (IT) during the last 
decade. Before Internet is introduced, most Japanese used-car 
auctions were conducted via VAN and Satellite. Therefore, 
most auctions were closed and limited in domestic. However, 
introduction of Internet enables auctions maker to expand their 
service area to the whole world. Enlargement of service area 
means increase of members too. As a result, it is observed that 
IT as well as Internet extends the range of market dramatically 
[3].  

On the other hand, service is the application of competences 
(knowledge and skills) by one entity for the benefit of another 
[4], [5]. Therefore, value co-creation is the heart of service 
science (SS). SS is the study of service systems and of the 
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co-creation of value within complex constellations of 
integrated resources [6]. In service-dominant logic (SDL), 
value is always co-created jointly and reciprocally, in 
interactions among providers and beneficiaries through the 
integration of resources and application of competences [7]. In 
used-car auctions, values are co-created by the mutual 
interaction between car dealers and customers. Here, used-car 
auctions play an intermediary role for the interaction among 
consigners, dealers and customers. In the Business and 
Management literature, there are plenty of researches on value 
co-creation [4]-[6], [8], but there is no study yet develops any 
theoretical model for value co-creation in used-car auctions. 
Therefore, we will develop a value co-creation model in 
used-car auctions. 

In this study, first of all we will describe the trends of 
used-car business in USA and Japanese used-car auctions as 
well as its proliferation with the help of IT and internet. 
Secondly, we design a value co-creation model for used-car 
auctions. Finally, we will explore the co-created values in the 
used-car auctions. The rest of the paper is organized in the 
following ways: trends of used-car auctions, Japanese used-car 
auctions, value co-creation model for used-car auctions, 
economic and non-economic value creation in used-car 
auctions, and conclusion.  

II. TRENDS OF USED-CAR BUSINESS IN USA 

Table I shows the used-car sales figures in USA from 2000 to 
2014. Here, we can see that the used-car industry in USA is not 
expected to recover to its 2007 levels and even then not quite 
until the 2014 calendar year [9]. 

 
TABLE I 

USED-CAR SALES FIGURES FROM 2000-2014 

Year New-car sales Year Used-car sales 

2014 41,250,000 2006 42,565,544 

2013 41,000,000 2005 44,138,263 

2012 40,500,000 2004 42,706,103 

2011 38,792,169 2003 43,571,652 

2010 36,883,987 2002 43,025,087 

2009 35,589,149 2001 42,624,116 

2008 36,530,404 2000 41,620,429 

2007 41,418,561   

 
Not surprisingly, the recession played a major role in the 

downturn in used-car sales from 2007 to 2008. Used-car sales 
dropped more than 17% from calendar year to the 2008 
calendar year. The number then dropped again in 2009 another 
million used vehicles or so before beginning to recover in 2009. 
Over the three calendar years from 2009 to 2012, used-car sales 

Safdar Muhammad Usman, Youji Kohda, Katsuhiro Umemoto 

Value Co-Creation in Used-Car Auctions: A 
Service Scientific Perspective 

T



International Journal of Business, Human and Social Sciences

ISSN: 2517-9411

Vol:8, No:9, 2014

3051

 

ju
in
ve

au
th
fa
[1

co
th

 

ex
[1
m
Sr
ar
Ta
w

  

us
ve
di

umped more 
nstead of buyin
ehicles and str

It is worth m
uto auctions in
he globe. Ma
acilitating tran
10].  

III. TR

Japanese ex
ountries in the
he top ten coun

TOP TEN

Rank 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

According to
xports increas
12] shows tha

major destinatio
ri Lanka, Ban
re countries w
able III depict

with large incre

MAJOR DESTINA

Countries 

Africa 

Russia 

Myanmar 

UAE 

Mongolia 

Malaysia 

Philippines 

Georgia 

Sri Lanka 

Bangladesh 

IV

Used-car auc
sed vehicle di
ehicle inspect
iscuss about th

than 14%. B
ng new cars b
rong certified 

mentioning tha
n the world. It
anheim hand
nsactions rep

RENDS OF JAPA

xported 661,
e world in the
ntries importin

T
N COUNTRIES IMP

Country 

Russia 

New Zealand 

Myanmar 

Chile 

UAE 

South Africa 

Kenya 

Kyrgyz Rep 

Mongolia 

Pakistan 

Total 

o USS Co. Lt
sed 16.6% to 
at Africa, Rus
on countries o
ngladesh, Mo

with large incre
ts the major d
eases of Japan

TA
ATION COUNTRIE

US

Number of car

265,000 

159,000 

132,000 

106,000 

34,000 

26,000 

26,000 

22,000 

19,000 

15,000 

V. JAPANESE U

ctions are the 
istribution ma
tions and com
he share of Ja

Because turne
because of the
pre-owned pr

at Manheim is
t is operating 
led nearly 8
resenting mo

ANESE USED-C

645 used-ca
e year of 2013
ng Japanese u

 
ABLE II 
PORTING JAPANE

Number of u

15

8

7

7

6

4

5

3

3

2

66

td., as of May
1.19 million 
ssia, Myanma

of Japanese us
ongolia, Malay
eases of Japan
destination cou
nese used-car e

 
ABLE III 
S WITH LARGE IN

SED-CARS 

rs Ra

U

U

U

U

U

U

U

USED-CAR AU

most efficien
arket, with a tr
mmission. In t
apanese used-

ed to use us
e better values
rograms.  
s the world’s 
106 locations 

8 million use
ore than $50 

CAR BUSINESS

rs among to
3[11]. Table II
used-cars.  

SE USED-CARS 

used-car exported

58,020 

7,529 

9,296 

1,071 

69,830 

49,370 

1,944 

5,992 

2,910 

25,683 

61,645 

y 2014, the u
units. USS C

ar and UAE 
sed-cars and G
ysia and Phil

nese used-car e
untries and co
exports. 

NCREASES OF JAPA

atio of increase 

Up to 19.6% 

Up to 9.6% 

Up to 3.4% 

Up to 24.0% 

Up to 10.3% 

Up to 10.3% 

Up to 8.4% 

Up to 134.2% 

Up to 139.7% 

Up to 99.2% 

UCTIONS 

nt intermediary
ransparent sy
this section, w
-car auctions m

 

sed-cars 
s, better 

leading 
around 

ed-cars, 
billion 

op ten 
I shows 

d 

used-car 
Co. Ltd. 

are the 
Georgia, 
lippines 
exports. 
ountries 

ANESE 

y in the 
stem of 
we will 
market, 

use
an

int
In 
AU
fir
Ltd
ma
32
the
 

Jap
fee
me
suc
car
ha
pu
 

 

inf
cu
[14
use
bu

ed-car auction
nd process of u

A. Share of Ja

There are 14
termediaries f

Japan, USS
UCNET is the
rst POS (point
d. [12], USS 
arket followed

2.5% share in 
e market share

Fig. 

B. Business M

Fig. 2 shows 
panese used-c
es, contract c
embers cons
ccessful bids.
rs to auction a

and, members 
urchasing of th

Fig. 2 Bu

In the used-c
formation with

ustomers (mem
4] introduced
ed-cars have 

uyers with resp

ns business m
used-car auctio

apanese Used-

4 used-car au
for used-car tra
S is the bigg
e pioneer of e
t-of-sales) ad
has the large

d major six co
the auto aucti
e of auto aucti

1 Market share

Model of Japan

the Japanese u
car auction ge
completion fee
signing vehic
. Here, memb
and the get pa
submitting su

he used-cars. 

usiness model o

car business, u
h providers (m

mbers submitt
d the “lemons”

an informat
pect to the qua

model, types o
ons.  

d-Car Auctions

uctions in Jap
ansitions betw
gest used-car
electronic auct
apter [3]. Acc

est share (31.8
ompanies (35.7
ion market in 
ion in Japan. 

e of auto auction

nese Used-Ca

used-car busin
enerates profi
es, and succe
cles and m

bers consignin
ayments for ve
uccessful bids

of Japanese used

used-car aucti
members cons
ting successfu
” model assu
tional advant
ality of their v

of used-car au

s Market 

pan, which ser
ween dealershi
r auction com
tion, and JAA
cording to US
8%) in auto a
7%) and other
Japan. Fig. 1 

 

n in Japan 

ar Auction 

ness model. U
it from consig
essful bid fee

members subm
ng vehicles pu
ehicles. On th
s pay to aucti

d-car auctions

ion companies
igning vehicle

ul bids). As A
umed that own
tage over po

vehicles.  

uctions, 

rves as 
ip [13]. 
mpany, 

A is the 
SS Co. 
auction 
rs have 
shows 

Usually, 
gnment 
s from 
mitting 
ut used 
e other 
ion for 

 

s share 
es) and 
Akerlof 
ners of 
otential 



International Journal of Business, Human and Social Sciences

ISSN: 2517-9411

Vol:8, No:9, 2014

3052

 

us
us
co
“v
m
se
cu
no
se
cu
pa
au
Th
sa
co

in
m
H
A
A

au
O
na
in
w
co
Sa
au
di
te
in
ca
in
se
in
he
in
th
fo

au
au
tra
ap
ed
au

st
V

C. Services of

There is no 
sed-car auctio
sers the maxim
ost. Usually, 
via satellite” o

members. In a
ervices, online
utting age fina
otification se
ervice, confirm
ustomer attrac
ayment servic
utomobiles for
hey also p
alesperson, and
onsultancy ser

D.  Participa

There are m
ndependent 

manufacture/de
HAA, and NAA
ARAI group),
ASNET, GAO!

Usually, the
uctions: “on-

On-site: used v
ationwide are 
n worry-free b

wide-range of 
onduct prelim
atellite auctio
uctions at diff
ifferent affilia
rminals excl

nformation abo
an also check
nterested in 
ervice”. Inter
nternet has ma
eld at on-site
nformation dis
he vehicle’s de
or auction can 

E. Process of

Fig. 3 shows
uctions. Speci
uto auction. B
ansaction pro
pplication, ve
diting, catalog
uction and pos

In USS, vehi
orage/prelimin

Vehicle storag

f Japanese Us

magic formul
ns. Rather, it 
mum choice a
Japanese use

or “over the in
addition, they
e auction bid

ancial service. 
rvice, autom
mation of ca
tion support s

ce, sharing ins
r using and re

provide supp
d help desk an
rvices and voi

ting Ways of J

many used-car 
company 

ealer/rental auc
A), auction g
, and onlin
! And HERO)
ere are three 
site”, “via s
vehicles consi
auctioned onc
bidding at on
models and a

minary inspec
ons (Global n
ferent auction
ated auctions 
lusively for 
out vehicles in
k specific det
by utilizing 
net or Virtu

ade it possible 
e auctions. P
splayed on the
etails. Membe
check the pro

f Japanese Us

s the transact
ally, this proc

But Lee [16] 
ocess of AU

ehicle auction
g transmission
st auction adm
icle storage, in
nary search ar
e: vehicles to b

sed-Car Aucti

la behind the 
is based on pr
and convenien
d-car auction

nternet or virtu
y provide pr
ding, membe
Moreover, the

matic land tra
alculation she
seminar, auctio
spection inform
ecycling, and 
port services
nd so on. Fina
ces from mem

Japanese Use

auctions in J
auction 

ctions (TAA, 
groups (USS g
ne/satellite au
) [15].  

ways to tak
atellite” or “
igned to on-si
ce a week. M
n-site auction
ages, since m
tions of the 
etwork): mem

n companies’ 
sites across 
satellite. M

n advance from
tails about th

“preliminary
al auctions (
for members 

Participants c
e PCs before a
ers that have p
ogress of biddi

sed-Car Auctio

tion process o
cess is adopted

described the
UCNET incl

n, image and 
n, preview by

ministration. 
nspection, veh
re done by the
be auctioned s

ions 

success of Ja
roviding auto 
nce for the mi
ns provide “on
ual auction” f
roxy services
rship magazin
ey also provid
ansport arran
eets and docu
on warranty, d
mation, tradin
inspection ca

s from insp
lly, they also p

mbers. 

d-Car Auction

Japan which 
(NDAA, 

ORIX, SUAA
group, JU gro
uctions (AU

ke part in u
“over the in
ite auctions o

Members can ta
ns, choosing 

members can a
consigned v

mbers can take
on-site auctio
the Japan by

Members can 
m their office
he vehicles th
y inspection

(Internet Liv
take part in a

can check qu
auctions and p
put their vehi
ing in real tim

ons 

of Japanese u
d from steps in
e eight steps 
luding consi

data input, 
y dealers, ele

hicle registrati
e day before a
should be tran

 

apanese 
auction 
inimum 
n site”, 
for their 
s, retail 
ne, and 

de email 
ngement 
uments, 
deferent 
ng-in of 
ase site. 
pectors, 
provide 

ns 

include 
SAA), 

A, SAA, 
oup and 

UCNET, 

used-car 
nternet”. 
operated 
ake part 
from a 

actually 
ehicles. 
e part in 
ons and 
y using 

obtain 
es. They 
hey are 

n agent 
ve): The 
auctions 
uotation 
preview 
icles up 

me [12]. 

used-car 
n a USS 
market 
gnment 
catalog 

ectronic 

ion, and 
auction. 
nsported 

to 

10
ph
alo
sea
ve
als
int

au
da
or 
ve
the
Pr
pro
ve
sit
the
Se
co
for
co
bid
Pri
hid
in 

ve
sol
ow
au

adj
pa
a 
am

auction site th
 

 
Inspection: in

0-grade evalu
hotograph the 
ong with the r
arch: they car
hicles are ope
so preview th
ternet [12].  
Entry, prel

uction/bidding
ay. Entry: US

leave auction
hicles they ha
e information
reliminary in
oblems that m
hicle, by preli

tes. Members 
e internet ca
ervice”. Auct
rners of aucti
r between two
mplete a cont
ds” or “direct
ice adjustmen
ding prices fo
the atmosphe
Four days afte
hicles of stor
ld vehicles ou

wn transport or
uction compan

One week a
djustment and 
ays the auction
successful bid

mount of the 

he day before 

Fig. 3 Steps in

nspectors imp
ation standar
vehicles and 
esults of their 
refully store v

en to inspectio
e vehicles usi

liminary sea
, and price ad

SS uses ID car
n site. Prelim

ave in mind, m
n terminals 
nspection: me
might occur 
iminary inspec
who participa

an request a 
ion bidding:
ion sites, and 
o and six vehi
tract for one v
t bids” using s
nt: members c
r vehicles the
re of the aucti
er the auction,
rage. USS fol
ut of storage. In
r they can tak

nies as well.  
after the auct

documentatio
n company the
d fee and Au

vehicle’s w

auction.  

n USS auto auc

partially grade 
rds. Vehicle 
put the photo

r inspection. S
vehicles to be 
n by their mem
ing satellite te

arch, prelim
djustment are 
rds to check m

minary search
members can a

installed in 
embers can a
after success

cting the vehic
ate in auction 

“Preliminary
: cars are ar
auctions are 

icles. It takes 
vehicle. Memb
satellite termi
can adjust th
y put up for a
ions held that 
, usually mem
llows various
n this case, m

ke transportatio

tion, member
on. Cost adj

e amount of th
uction Compa

winning bid o

tion 

 vehicles in lin
registration:

ographs in dat
torage/prelim
auctioned, and
mbers. Memb
erminals or ov

minary insp
done on the a

members when
h: to search 
ccess database
the auction 

avoid any po
sfully bidding
cles stored in a
via satellite o

y Inspection 
rranged in di
simultaneousl
about 20 seco

bers can make
inals or the In
e starting pri

auction, while 
day [12].  

mbers have to ta
s procedures t

members can us
on services fr

rs have to d
ustment: the
e successful b
any then pass
on the seller

 

ne with 
: They 
tabases 
minary 
d these 
ers can 
ver the 

pection, 
auction 
n enter 
for the 
e using 

sites. 
otential 
g for a 
auction 
or over 
Agent 

ifferent 
ly held 
onds to 
e “limit 
nternet. 
ce and 
taking 

ake out 
to take 
se their 
om the 

do cost 
e buyer 
bid plus 
ses the 
r, after 



International Journal of Business, Human and Social Sciences

ISSN: 2517-9411

Vol:8, No:9, 2014

3053

 

de
D
au
ce
A
bu
su

in
ro
au
w
au
au
(b
co
ve
au
 

bi
fo
“t
fro
ha
go
cu
ca
m
ca
m
te
de
va
va

Ja
us

educting a c
ocumentation

utomobile in
ertificate and 

Auction Comp
uyer after con
uccessful bid. 

V. VALUE CO

Value co-cre
ntermediaries o
ole for co-crea
uctions, mem

with members 
uction site or 
uction and 
business-to-bu
ombination o
ehicles” and “
uctions by mem

Fig. 4 Va
 
Moreover, “

ids” have their
or used-cars. T
the members w
om members 
ave domestic 
ood condition
ustomers purch
ase of dome

members subm
ars. On the ot

members subm
lephone or ot
esired cars. T
alues in the au
alue co-creatio

In Section IV
apanese used-c
sed-car auctio

commission a
n: the seller
nspection cer

a certificate
pany then han
nfirming that 
 

O-CREATION M

eation is the p
or auction site
ation of values

mbers consign
submitting su
satellite aucti
propose valu

usiness) system
of “institution
“online inspec
mbers submit

alue co-creation

“the members
r own custom
Therefore, the
who are submi

to members.
customers w

n cars, wherea
hase cheap an
estic custome

mitting success
ther hand, for

mitting succes
ther kinds of 

Through this w
uctions of used
on in used-car
V, we discus
car auctions. T

ons including 

and a contra
r gives Auc
rtificate, an 
e of their se
nds over thes
buyer has pai

MODEL IN USE

prime concept
e or relationsh
s in used-car 

ning vehicles 
uccessful bids
on or internet
ues. Usually
m and the key
nalized appra
tion of the app

tting successfu

n process in use

s, who are su
mers, and also h
e biding decis
itting successf
. For example

want to buy r
as the membe
nd reasonable 
ers, they dir
ful bids and p
reign custome
sful bids thou

f communicati
way, the whol
d-cars. Fig. 4 
r auctions.  
s about the p
There are thre
“on-site”, “sa

act completio
ction Compa

ownership t
eal impressio
se documents
id the amount

ED-CAR AUCT

t of SDL. Ele
hip play an im
auctions. In u
(providers) 

s (customers) 
t (electronic o
y, this is a
y success fac
isals by con
praisal results
ul bids”. 

ed-car auctions

ubmitting suc
have their own
ion or conditi
ful bids” are d
e, the membe
rather expansi
ers who have 
condition cars
rectly interac

purchase their 
ers also intera
ugh internet o
ion Medias fo
le process co-
shows the pro

participating w
e ways to take
atellite auction

 

on fee. 
any an 
transfer 

on, and 
 to the 
t of the 

TIONS 

ectronic 
mportant 
used-car 
interact 
via the 

or viral) 
a B2B 
tor is a 

nsigning 
s before 

 

ccessful 
n needs 
ions for 

different 
ers who 
ive and 
foreign 

s. In the 
ct with 
desired 

act with 
or over 

for their 
-creates 
ocess of 

ways of 
e part in 
ns” and 

“in
use
cu
on
pa
mo
pre
au
au
au
ins
ne
int

me
inf
the
pro
sea
car
me
au
en
of 
co
ma
Cu
ma
sel
Cu
JA
US
(C
or 
in 

be
pro
au
no
co
fee
suc
en
co
va

V

va
pro
ob
use
ris
giv
va

nternet or vira
ed-car auction

ustomers and 
n-site auctions
art in worry-f
odels and a
eliminary insp

uctions, memb
uctions compa
uctions sites b
spection agen
twork of mem
termediary for
Finally, in 

embers can 
formation disp
e vehicle’s d
ogress of bidd
arch of huge 
r auction com
embers. Here,

uction in Japa
ntrepreneurial 
f the auto auc
mmunication 
arket where 
urrently, AUC
arket, ICHIG
lf-purchase [1
ustomer can v

AAWEB. In a
SS use Car-Ba

Car Quest) for 
viral auction p
used-car auct
Different kind
tween custom
oviders with 

uctions. In u
on-economic v
nsignment fee
es are co-crea
ch as net

nvironmental 
-created in us

alues are enum

VI.  ECONOM

Table IV show
alues in used-
ocess (see Fi

bserved. Firstl
ed-cars, consi

sk’s reduction.
ving warranty

alues to the use

al auction”. Th
ns play the im
providers tha
, members can
free bidding, 
ages, since m
pections of th
bers can tak
anies’ on-site 
by using term
nt service, me
mbers. Here, 
r interacting w
internet or v
take part in 
played on the 
details. In ad
ding in real tim
database of th

mpanies use ve
, AUCNET is
an. AUCNET
used car deal

ction business
technologies 
efficiency 

CNET used v
GEKI market,
17]. Similarly
view JAA’s a
addition, the 
ank-Net for v
customer sup

plays the inter
tions.  
ds of values a
mers with u

the used-car
used-car auc

values are co-c
es, successful 

ated in used-ca
tworking, ju
value, powe

sed-car auctio
merated in Sect

MIC AND NON-E
USED-CA

ws the co-cre
-car auctions
ig. 4). Here 
ly, the econo
ignment fees, 
. Usually, used

y for their custo
ed-car auction

hese three way
mportant role 
at ultimately 
n interact with
choosing fro

members can
he consigned v
ke part in au

auctions and
minals. Throu
embers can in

satellite auct
with each othe
virtual auctio

auctions an
PCs before a

ddition, memb
me. Usually, m
he auction com
ry sophisticat
 first used sof

T was introdu
er, who foresa
s using comp

would signif
of used-car 

virtual auction
, live auction

y, JAA also h
auction data a
Japanese use
ehicle inform

pports. Throug
rmediary role 

are co-created 
used-car Auct
r auction co
ctions, econo
created. Econ
bid fees, and 

ar auctions. N
ustice, regio
er, speed and
ons. Economic
tion VI. 

ECONOMIC VA

AR AUCTIONS 

ated economi
as a result o
two types of

omic values 
contract fees,
d-car auction t
omers and this

ns. Secondly, n

ys of participa
for interactio
propose valu

h each other an
om a wide-ran
n actually c
vehicles. In s
uctions at di
d different aff
ugh the prelim
nteract with d
tions also act
er. 
ons (internet 
nd check qu
auctions and p
bers can che
members can u
mpanies. In g
ted software fo
ftware used fo

uced in 1985 
aw that the re

puters and adv
ficantly impro

transactions 
n, shared inv
n link, i-Au

has database s
at real time th
ed-car auction

mation. They u
gh this way, in
for proposing 

through intera
tion Compan
mpany in us
omic as w

nomic values s
contract comp

Non-economic
onal develo
d loyalty ar
c and non-eco

ALUES CREAT

c and non-eco
of value co-cr
f values have
in terms of 
, successful bi
takes risk in te
s ultimately ge
non-economic

ating in 
on with 
ues. In 
nd take 
nge of 

conduct 
satellite 
ifferent 
ffiliated 
minary 
diverse 
t as an 

live), 
otation 

preview 
eck the 
use and 
general, 
or their 
or viral 

by an 
edesign 
vanced 
ove the 

[14]. 
ventory 
c, and 

service. 
hrough 
n giant 
use CIS 
nternet 
values 

actions 
ny and 
sed-car 
ell as 
such as 
pletion 
values 
pment, 

re also 
onomic 

ED IN 

onomic 
reation 
e been 
selling 
ids and 
erms of 
enerate 
values 



International Journal of Business, Human and Social Sciences

ISSN: 2517-9411

Vol:8, No:9, 2014

3054

 

 

including networking, justice, regional development, 
environmental value, power, speed, and loyalty are co-created 
in used-car auctions.  

 
TABLE IV 

ECONOMIC AND NON-ECONOMIC VALUES IN USED-CAR AUCTIONS 

Values  Sub-values 

Economic values Selling of cars 

Consignment fees 

Contract fees 

Successful bids 

Risk’s reduction 

Non-economic values 

Networking Cooperation 

Sharing  

Partnership 

Justice Equality 

Respect 

Trust 

Confidence 

Regional development Citizenship 

Relationship 

Civic engagement 

Community connectedness 

Intellectual  

Environmental value 

Power 

Speed Advanced communication 

Network 

Loyalty  

 
In general, used-car auctions play an important role for 

generating non-economic values. Three are many 
non-economic values are co-created in used-car auctions. 
However, some important non-economic values are described 
here.  

Firstly, networking is one of the prime values co-created in 
used-car auctions. Network is generated through the 
cooperation, sharing and partnership with other used-car 
auctions. Usually, used-car auctions have made network with 
independent auction company (NDA), 
manufacturer/dealer/rental auctions (TAA, ORIX), auction 
groups (USS group, JU group and ARAI group) and online 
auctions (AUCNET, ASNET and HERO). These networks of 
used-car auction companies make a global network that 
provides access to their customers for ease search and use of 
ample databases. In this way, anyone can participate in the 
used-car auctions in anywhere in Japan. Even though, members 
who stay outside of Japan can participate in the auctions in real 
time.  

Secondly, justice is another important non-economic value 
co-created in used-car auctions. Justice involves in confidence, 
trust, respect and quality. With used-car auctions, it is 
important to win the confidence of the members by boosting 
both the number of vehicle consignments and the numbers of 
completed contracts. Firmly bearing in mind the tenet that 
used-car auctions should simply be for end users, used-car 
auctions continue to establish standard market price for used 
vehicles, thus gaining the trust of consumers. In addition, 

used-car auctions continue to respect its employees, and are 
stepping up its efforts to establish an environment where they 
can maximize their capabilities.  

Thirdly, regional development is another important value 
co-created in used-car auctions. Regional development is done 
through the civic engagement, citizenship, community 
connectedness, relationship and intellectual freedom. 
Citizenship occurs when one becomes responsibly connected to 
the community or society in which one resides by actively 
working towards change to benefit other through care, service, 
social responsibility, and community involvement. Through 
proactive mutual exchanges with local communities used-car 
auctions continue to contribute to regional development as a 
good corporate citizen.  

Fourthly, another important co-created value in used-car 
auctions is the environmental protection. As an effective use of 
resources as well as a means for an environmental protection, 
end-of-life vehicles recycling attractions more customer 
attention. Therefore, used-car auctions have determined to 
tackle the environmental problems by focusing on reusable 
vehicle auctions and stimulating the distribution market of 
older vehicles with high mileage.  

Finally, power, speed and loyalty values are co-created in 
used-car auctions. To support nationwide and 
international-wide distribution of used-cars, used-car auctions 
hold lively auctions with the speedy, power and network. In 
addition, satisfied buyers are more likely to buy more vehicles 
from the auctions that ultimately show the loyalty of the 
customers.  

VII. CONCLUSION 

This descriptive study provides insightful information about 
used-car auctions in Japan. In addition, this study also broadens 
the view of service science in used-car auctions. First of all, this 
study shows used-car business in USA, Japanese used-car 
business, and used-car auction process. In used-car business, 
usually dealers, buyers and sellers take part in auctions through 
“on-site”, “satellite” or “internet or virtual”. These three ways 
play an important intermediary role in used-car auctions. In 
addition, these three also facilitate the interaction among 
dealers, buyers, and sellers that ultimately co-create values in 
used-car auctions.  

In addition, it is a great opportunity to broaden the view of 
value co-creation in service science. As per the in used-car 
auctions, not only economic values are co-created but also 
non-economic values such as networking, confidence, trust, 
respect, regional development, and environmental protection 
are co-created. That is why, this research denotes an innovative 
area in both customer and service research that can be 
subsidized to understand and reduce the stimulating problems 
facing by the today’s society. In this connection, we hope that it 
will be a frontier for additional service scientific research 
dedicated to the problems related to dealers, buyers, and sellers’ 
well-being in used-car auctions. 

There are several limitations of this study. First, this is a 
conceptual research based on literature as well as other 
secondary sources. Therefore, further qualitative and 
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quantitative research should be carried out justify the 
interaction among dealers, buyers and sellers in used-car 
auctions. Second, the value co-creation model is also based on 
our understanding through comprehensive review of literature. 
So, future case study or qualitative study should be conducted 
to verify the value co-creation model in used-car auctions. Not 
last but least, the explored co-created values is also based on 
literature review and secondary sources; therefore, further 
study is needed to justify these co-created values.  
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