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Abstract 

to sustain long-term success and competitive advantage. Innovation protection has become 

difficult without dynamic process of value innovation that can open new market spaces, make the 

(customer satisfaction) and brand loyalty (customer loyalty). This paper aims to provide a new 

perspective to approach sustainability through value innovation in the Resource-Base View (RBV) 

context. This study highlights the new strategy of market transformation from physical tangible 

assets to value-creating intangible assets by presenting three innovation cases. In particular, this 

paper can motivate corporation to focus on value innovation rather than beating the competition 

in order to create a leap in value for both customers and themselves. Thus, this paper suggests a 

conceptual framework to enhance customer satisfaction and promotes customer loyalty in order 

to achieve competitive advantage, and hence sustainability. 
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1. INTRODUCTION 

The nature of innovation itself is getting more sophisticated as the market becomes more mature 

and global. Enterprises keep shifting their innovation strategies in order to improve their 


