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The objective of the research is to visually examine the emerging research trends pertaining to 

the connection of artificial intelligence and human, personal, or customer value on a global scale. 

The methodology of the research employs bibliometric approaches from the Scopus database 

(2018-2022), a total of 2094 documents. The analysis of the study utilizes the VOS Viewer 

software and R studio software. Based on the findings of the study, it has been observed that the 

University of California and Li Y are the top institution and author that exhibit the highest level 

of activity in the domain of artificial intelligence, which mainly infused with customer value. 

Secondly, the domains of artificial intelligence have witnessed significant exploration in the 

subject fields of computer science (CS). Lastly, the research found main research themes such as 

artificial intelligence, big data, and internet of things, which will be useful for future researchers. 

Keywords: Artificial intelligence; Customer value; Bibliometric analysis; Systematic review; 

Keyword co-occurrence analysis. 

 

1. INTRODUCTION 

The word "artificial intelligence (AI)" refers a broad spectrum of complex analytics, apps, and logic-based 

methodologies that replicate various aspects of human or customer behaviour (Trunk et al., 2020). However, within 

the context of digital transformation, AI technologies present organizations with multiple opportunities to 

revolutionize their operations across all industries (Brock et al., 2019). Illustrative instances encompass the 

utilization of AI-powered decision-making techniques in the realms of sales predictions in shopping environment 

(Al-Surmi et al., 2022) and (Chowdhury et al., 2022).  The facilitation of improved processes that foster constructive 

collaboration between customers and AI (Jarrahi, 2018). The implementation of digital strategies and its associated 

capabilities revolves around the provision of customer-centric services. The exponential growth of AI is facilitating 

the emergence of novel technologies, hence creating opportunities for both corporate entities and customers. Today, 

humanity finds itself undergoing a technological revolution that will fundamentally transform the modes of 

communication employed by companies and the methods through which customers access information.  

Furthermore, the process of AI, digital innovations enable organizations to enhance their control over their customer 

access information, operational processes, hence leading to an increase in the overall effectiveness of the firms 

(Christof Gellweiler et al., 2020). Nevertheless, the fundamental aspects and outcomes of AI remain ambiguous, 

resulting in significant uncertainty across diverse business sectors. AI serves as a supplementary catalyst for 

innovative digital solutions, aiming to substitute human cognitive capacities such as learning and reasoning with 

machine counterparts. The incorporation of AI with imitated customer values poses a significant challenge within 

the realm of digital innovation. 
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Hence, it is imperative to examine the function of AI in enhancing customer value, as highlighted by (Xie et al., 2008). 

Prior research has investigated several factors that influence customer motivations, and willingness, including 

individual personality traits, environmental factors, and brand-related considerations (Fuller, 2010), (Akman et al., 

2019), (Palma et al., 2019) and (Zhao et al., 2019). Thus, it is clearly seen there is a lack about the AI and human or 

customer value combination aspects.  

Bibliometric and text-based analyses have been conducted in order to examine the primary subjects, constructs, and 

trends. Hence, the present study objective is to clarify the fundamental nature of AI, with a specific emphasis on the 

values associated with human, personal, or customer (HuPCu) perspectives.  

The basic objectives of this research are to examine the distribution patterns of articles on an annual basis. 

Additionally, the study aims to identify the main keyword trends employed by authors in their articles. The purpose 

of this study is to identify the authors, countries, top articles and institutional affiliations that are globally recognised 

in the field of research related to the keywords "AI" and "HuPCu." Furthermore, the study also aims to identify the 

emerging themes associated with these keywords. 

The following research questions are answered to justify the objectives. 

• Over the previous five years, has the number of published publications on the subject improved or dropped? 

• Who is the subject matter (AI and HuCPu) top authors in the field? 

• Which are the top institutions, emerging themes, articles publishing documents on the topic (AI and 

HuCPu)? 

Addressing these research questions will offer significant perspectives to academicians who are interested in the 

subject matter AI and HuCPu, so contributing to the advancement of knowledge in the following manners: 

• Acquiring valuable insights into contemporary research areas AI and HuPCu; • Knowing areas of research that 

require further investigation, which can be adopted to pursue future research directions. 

2. THEORETICAL FRAMEWORKS 

The theoretical framework will provide a comprehensive analysis of the fundamental principles underlying AI and 

human, personal and customer value. It will explain the advancements made in each separate study domain. 

AI is frequently described as a technology that enables the generation of added value for customers. The 

aforementioned phenomenon arises from advancements in AI methodologies, which present prospects for 

mimicking the cognitive capabilities and automating the processes involved in resolving complicated issues (Lee et 

al., 2019). 

Researchers have varying perspectives on customer value theory and articulate differences in their views on customer 

value. However, despite these differences, the theoretical principles and fundamental research points remain 

consistent. The development of customer value concept has positioned the customer and their value as the central 

focus for marketing studies, representing a significant advancement in marketing theory (Paananen et al., 2013). 

There is a need for study to know the recent trends of customer value and AI this research gathers the last five-year 

research studies. 

Thus, the study theoretical concept is the combination of both AI and human, personal and customer values.  

3. METHODOLOGY  

A large database of all the literature is used for bibliometric analysis in this work. The survey came up with keywords 

that are related to the AI and human, personal and customer value (HuPCu) study and can be used to look for and 

find related articles in the worldwide Scopus database. Scopus is the major source of details for investigators because 

it is thought to be a trustworthy database of peer-reviewed documents by academicians. 

For the current investigation, in the keyword title, abstract category "AI", "human", "personal", "customer", AND 

"value" is used to retrieve the necessary information from the Scopus database. The following search query options 

(TITLE-ABS-KEY ("AI" AND human OR personal OR customer AND value)) AND it limits to time frame (2018-

2022), subject area (computer science, social science, business, engineering) and publication stage (final stage). 

During this phase, the investigation has identified a total of 2094 scholarly articles published throughout the 
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timeframe of five years, spanning from 2018 to 2022. In this particular study, the metadata of Scopus results was 

extracted and stored in the CSV dataset format.  

The Scopus database includes an analysis R tool for searches that presents bibliometric data for relevant publications. 

Researchers, institutions, and countries' publication output were analysed and visualized using this R studio tool. In 

addition, this function is for tracking how many articles are published each year, how often they are referenced, and 

what percentage of topics and primary documents are covered (Purnomo et al., 2020a) and (Purnomo et al., 2020a) 

In the subsequent phase, the researcher conducted an analysis of the gathered documents utilizing VOS viewer 

version 1.6.16 in order to examine keyword co-occurrences. In this work, the application of keyword co-occurrence 

analysis has been employed, utilizing the keyword analysis unit and a comprehensive computational systematic 

technique, specifically employing VOS Viewer. Its goal was to get co-occurrences of author keywords. The present 

study conducts a comprehensive examination of keywords and employs a rigorous computational approach, utilizing 

VOS Viewer, to develop a network of keyword mappings that effectively depict diverse research themes (Van Eck et 

al., 2020). 

4. ANALYSIS, RESULTS AND DISCUSSSION 

4.1. Most prominent institutional affiliations in the field of AI and HuPCu 

(Human/Personal/Customer) value keyword research. 

A total of 160 linked institutions have conducted research on articles regarding to the value of AI and Human/ 

Personal/Customer (HuPCu) keywords. The University of California, USA (n = 48), Sun Yat-Sen University, China 

(n = 38), Stanford University School of Medicine, USA (n = 28), Imperial College London, UK (n = 26), the Chinese 

University of Hong Kong, Hong Kong (n = 26), University of South Australia, Australia (n = 26), Stanford University, 

USA (n = 25), Emory University, USA (n = 24), Northeastern University, USA (n = 23), Taipei Medical University, 

Taiwan (n = 23), University of Toronto, Canada (n = 23), and Zhejiang University, China (n = 23) are the most 

prominent affiliates in the AI and HPC value research, as depicted in Figure 1. 

 

Figure 1 Number of AI and HuPCu value keyword Publications of Affiliate Institutions 

Source: Top affiliated institutions for keyword AI and HuPCu from Scopus database prepared by 

authors (2023) 

The analysis reveals that the majority of the research institutional affiliations that demonstrate high productivity in 

the AI and HPC value study are primarily affiliated with institutions in the U.S.A and China. The U.S.A has five 

institutions, while China has two. The funding for research and development, particularly in the areas of AI and 

HuPCu value keyword study, has been observed from countries such as the U.S.A and China. 
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4.2. Most Prominent Researcher in AI and HuPCu value keyword research 

 

Figure 2 Most Prominent Authors of AI and HuPCu value research studies 

Source: Prominent Authors of AI and HuPCu value research studies from Scopus database 

prepared by authors (2023) 

There was 160 prominent researcher that has researched AI and HuPCu value keyword research. Figure 2 shows that 

the authors with the most documents in the domain of AI and HuPCu value keyword are Li, Y. from Shantou 

University Medical College, China (n = 26), Followed by Li J, Fuzhou University, China (n = 23), Wang Y, Harbin 

Institute of Technology, China (n=23), Wang J, Renmin Hospital of Wuhan University from China (n = 19), Li H from 

Michigan State University, U.S (n = 18), Zhang Y from Sichuan Agricultural University, China (n = 18), Li X, from 

Dalian University of Technology, China (n = 17), Wang L from Chung-Ang University, South Korea (n=17), Liu J from 

Xi'an Jiaotong-Liverpool University, China (n = 16), and finally Liu Y from Nanchang Normal College of Applied 

Technology, China (n = 15). It can be seen that the most prominent researcher in the AI and HuPCu value keyword 

research mostly come from the China (n = 8). Li Y, affiliated with Shantou University in China, emerged as the most 

prolific author in the area of AI and HuPCu value keyword research investigations, having published the highest 

number of publications. 

4.3. Country-specific documents on AI and HuPCu value keyword research Studies. 

More than of 100 countries have been recognized as actively engaging in research pertaining to AI and HuPCu in 

keyword research investigations. According to the findings presented in Figure 3, it can be observed that China has 

the highest number of contributions (n = 438) in terms of publishing research works focused on the keywords AI and 

HuPCu value. Following U.S (n = 393), India (n = 211), United Kingdom (n = 185), Italy (n = 106), Germany (n = 

104), Australia (n = 95), South Korea (n = 87), and Canada (n = 81). The majority of scientific articles on keyword 

research studies in the domain of AI and (HuPCu) were mostly authored by researchers from advanced economies 

characterized by high indicators of human development and a well-established research ecosystem. 

 

Figure 3 Analysis of the number of documents by country in the field of AI and HuPCu value 

research studies 

Source: Top countries of AI and HuPCu value research studies from Scopus database prepared by 

authors (2023) 
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4.4. Subject Area publications of AI and HuPCu value research studies 

 

Figure. 4. Subject Area publications of AI and HuPCu value research studies 

Source: Top Subject areas of AI and HuPCu value research studies from Scopus database prepared 

by authors (2023) 

Research investigations on the value of AI and HuPCu have been conducted across various academic disciplines. The 

predominant subject area for the majority of international academic papers in the field of AI and HuPCu research 

projects was computer science, which constituted 29% (n = 1195) of the articles; engineering (n = 761 or 19%); social 

sciences (n = 470 or 12%); medicine (n= 468 or 11%); buss., manag. and accounting (n = 442 or 11%); biochem., gene. 

and molec. bio. (n=193 or 5%); mathematics (n = 167 or 4%); materials science (n = 135 or 3%); health professions 

(n=131 or3%); and physics and astronomy (n=127 or 3%). 

The computer's digital technology executes control over the components of AI and HuPCu research investigations. 

AI is a specialized field within the broader domain of computer science. AI endeavors to facilitate the replication of 

human intelligence by computers, with the aim of addressing complex issues and making scalable, reproducible 

decisions. Computer science encompasses various disciplines such as software as well as hardware technology, 

information technology, and the engineering of computers. These areas of study are utilized in the creation, 

execution, and upholding of research projects focused on AI and HuPCu value research studies. This is one reason 

why computer science is the predominant field of study in AI and HuPCu research investigations. 

4.5. The Type of Document Often Published in AI and HuPCu value research publication 

 

Fig. 5. The documents Often Published in AI and HuPCu value research publication 

Source: Top Documents areas of AI and HuPCu value research studies from Scopus database 

prepared by authors (2023) 

1195

761

470

468

442

193

167

135

131

127

Computer Science

Engineering

Social Sciences

Medicine

Buss., Manag.& Accounting

Biochem., Gene. & Molec. Bio.

Mathematics

Materials Science

Health Professions

Physics and Astronomy

SUBJECT AREA

0
200
400
600
800

1000
1200
1400
1600
1800
2000 1919

145 10 7 6 3 2 1 1

NUMBER OF PUBLICATIONS



716  
 

J INFORM SYSTEMS ENG, 10(10s) 

AI and HuPCu value research works have been summed up in a number of different types of documents. Based on 

the category of document, the AI and HuPCu value research journal had 1919 articles, 145 reviews, 10 notes, 7 

editorials, 6 conference papers, 3 retractions, 2 short surveys, 1 data paper, and 1 erratum. 

4.6. Documents adapted from the sources of the AI and HuPCu value research study 

 

Fig. 6. The Document Often Published in AI and HuPCu value research publication 

Source: Top sources of AI and HuPCu value research studies from Scopus database prepared by 

authors (2023) 

160 literature sources have contributed research on the value of AI and HuPCu. Top most articles/year depending on 

sources in the AI and HuPCu value research works was “Computational intelligence and Neuroscience”, (n = 44); 

“Computer methods and programs in biomedicine”, (n = 43); “Computers in biology and medicine”, (n = 43); 

“Sensors”, (n = 42); “IEEE Access”, (n = 39); “Journal of Healthcare engineering”, (n=36); “Translational vision 

science and technology”, (n=32) and “Artificial intelligence in medicine”, (n=31). 

4.7. AI and HuPCu value research studies – Annual Publications 

 

Fig. 7. Annual Publications (2018-2022) 

Source: Annual publications of AI and HuPCu value research studies from Scopus database 

prepared by authors (2023) 

44 43 43 42

39

36

32 31

COMPUTATIONAL 

INTELLIGENCE 

AND 

NEUROSCIENCE

COMPUTER 

METHODS AND 

PROGRAMS IN 

BIOMEDICINE

COMPUTERS IN 

BIOLOGY AND 

MEDICINE

SENSORS IEEE ACCESS JOURNAL OF 

HEALTHCARE 

ENGINEERING

TRANSLATIONAL 

VISION SCIENCE 

AND 

TECHNOLOGY

ARTIFICIAL 

INTELLIGENCE IN 

MEDICINE

NO OF ARTICLES

180
223

411

524

756

2018 2019 2020 2021 2022

NO. OF ARTICLES



717  
 

J INFORM SYSTEMS ENG, 10(10s) 

There appears to be a growing tendency in the number of annual publications focused on research studies pertaining 

to AI and HuPCu values. Figure 7 illustrates the most prominent publishing peak in the year 2022, with a total of 756 

papers. Since 2018, scholars have been doing research on the intersection of AI and HuPCu values in academic 

publications. The AI and HuPCu value research publication has 254 papers in 2021, 411 papers in 2020, 223 papers 

in 2019, and 180 papers in 2018. Thus, the overall annual growth between these years is 43.16%. 

4.8. Cluster Analysis (Keyword co-occurrence) 

 

Figure 8 Keyword co-occurrences (Author keywords) 

Source: Keyword co-occurrences (Author keywords) of AI and HuPCu value research studies from 

VOS Viewer prepared by authors (2023) 

Keyword co-occurrence cluster analysis is an approach that aims to find research articles in the discipline of AI and 

HuPCu value by examining the connections among publications depending on the co-occurrence of keywords. The 

VOS Viewer application was employed to assess and visually represent the keyword structure development pertaining 

to the AI and HuPCu value within the study's themes. The minimal number of papers connected to keywords 

necessitated five repetitions. Consequently, a total of 70 keywords, out of a pool of 6376, satisfied the standards set 

forth. The figure 8 symbolizes the grouping of research topics in academic publications on AI and HuPCu value 

research. These themes have been simplified and abbreviated to ACBDIF research themes using relevant research 

keywords. 

1. AI – (cluster red) – Cluster Red contains AI, automation, ethics, governance, human values, marketing, social 

media, technology, values. The majority of these keywords were associated with these clusters. 

2. Convolutional neural network (CNN) – (cluster green) – This cluster contains CNN, data mining, decision 

support system, image classification, machine learning, prediction, healthcare. The majority of these 

keywords were associated with these clusters. 

3. Big Data – (cluster blue) – This cluster contains decision-making, digital transformation, industry 4.0, 

service quality, information technology. The majority of these keywords were associated with these clusters. 

4. Deep learning – (cluster yellow) – This cluster contains CNN, image processing, covid 19, segmentation. The 

majority of these keywords were associated with these clusters. 

5. Natural language process- (cluster purple)- This cluster contains chatbot, customer experience, service 

robots, trust. The majority of these keywords were associated with these clusters. 
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6. Internet of things – (cluster sky blue) - This cluster contains digital health, Block chain, feature selection, 

IOT. The majority of these keywords were associated with these clusters. 

7. Fuzzy Logic – (cluster orange) - This cluster contains artificial neural networks, optimization, sustainability. 

The majority of these keywords were associated with these clusters. 

4.9.  Documents Cited on AI and HuPCu value research studies 

Table 1 Top Document citations of AI and HuPCu value research studies 

Paper DOI 

Total 

Citations 

TC per 

Year 

WIRTZ J, 2018, J SERV 

MANAGE 

10.1108/JOSM-04-2018-0119 

(Wirtz et al., 2018) 649 108.167 

BUHALIS D, 2019, J 

SERV MANAGE 

10.1108/JOSM-12-2018-0398 

(Buhalis et al., 2019) 236 47.2 

CATH C, 2018, SCI ENG 

ETHICS 

10.1007/s11948-017-9901-7 

(Cath et al., 2018) 216 36 

QIN C, 2018, BIOMED 

ENG ONLINE 

10.1186/s12938-018-0544-y (Qin 

et al., 2018) 189 31.5 

POPKOVA EG, 2020, J 

INTELLECT CAP 

10.1108/JIC-09-2019-0224 

(Popkova et al., 2020) 184 46 

DONG D, 2021, IEEE 

REV BIOMED ENG 

10.1109/RBME.2020.2990959 

(Dong et al., 2020) 180 60 

NAYAK SR, 2021, 

BIOMED SIGNAL 

PROCESS CONTROL 

10.1016/j.bspc.2020.102365 

(Shlyannikov et al., 2016) 174 58 

AMANN J, 2020, BMC 

MED INFORMATICS 

DECIS MAK 

10.1186/s12911-020-01332-6 

(Amann et al., 2020) 174 43.5 

 

Source: Top Document citations of AI and HuPCu value research studies from Scopus database 

prepared by authors (2023) 

The topmost cited publications on AI and HuPCu value research studies were described in Table 1. Highly cited global 

AI and HuPCu value research studies were the work of Wirtz J in 2018 with 649 citations. Secondly, Buhalis D in 

2019 with 236 citations. Thirdly, Cath C in 2018 with 216 citations. Fourth, Qin C in 2018 with 189 citations. Fourth, 

Popkova E G in 2020 with 184 citations. Fifth highly cited document with 180 citations, the author’s name is Dong D 

in 2021. The top sixth document is Nayak S R in 2021 with 174 citations. Lastly, Amann J in 2020 with 174 citations. 

5. CONCLUSION 

Based on the findings, there has been a consistent annual growth in the quantity of publications pertaining to research 

studies on AI and HuPCu value, along with the exploration of maps and visual patterns. China is the country that 

exhibits the most significant involvement in the production of research papers pertaining to AI and the valuation of 

HuPCu values, as evidenced by a total of 438 publications published. With 28 papers published in AI and HuPCu 

value research studies, the top affiliated institutional was the University of California. Li Y was the most prominent 

academic researcher in AI and HuPCu value research studies, with 15 articles. The discipline of computer science 

exhibited the highest level of intensity in terms of topic area within AI and HuPCu value publications, comprising a 

total of 1195 documents, accounting for 29% of the total. In the year 2022, the field of AI and HuPCu study witnessed 

a significant volume of academic publications, with a total of 756 papers being published globally. In 2018, Wirts J's 

publications gained a total of 649 citations, making them the most highly cited among their works.  
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This study presents a novel framework for classifying the convergence axis, encompassing publications in the 

domains of AI and HuPCu research investigations. The aim is to characterize the collection of information produced 

in the last five years of academic publications based on its contribution to the existing knowledge base: Artificial 

intelligence, Convolutional neural network, big data, Deep learning, Internet of things, and Fuzzy logic abbreviated 

as ACBDIF research themes. In order to obtain a comprehensive understanding of the needs and gaps in the arenas 

of AI and HuPCu value, it is imperative to conduct practical studies that focus on identifying key themes. These 

studies will serve to elucidate the background and general subjects related to AI and HuPCu value, hence facilitating 

a clearer comprehension of the aforementioned needs and gaps. This will lead to the emergence of new avenues for 

development and study, specifically focusing on the absence of expertise and doing deeper analysis within these areas. 

The review of the possible impact of AI and HuPCu on several domains such as digital advertising, e-commerce 

business, and human (customer) values is an often-explored subject in academic research. Acquiring knowledge 

regarding emerging topics and issues is crucial in enabling professionals to formulate strategic strategies for the 

future. 

CONFLICT OF INTEREST: None. 

FUNDING: None. 

REFERENCES 

[1] Abdulrahman Al-Surmi, Mahdi Bashiri, Ioannis Koliousis. (2022). AI-based decision making: Combining 

strategies to improve operational performance. International Journal of Production Research, 60(14), 4464–

4486. https://doi.org/10.1080/00207543.2021.1966540 

[2] Agung Purnomo, Mega Firdaus, Dian Utami Sutiksno, Tatag Herbayu Latukismo, Hera Rachmahani. (2020a). 

A study of digital market status using the bibliometric approach during four decades. Proceedings of the 2020 

International Conference on Information Management and Technology (ICIMTech), 458–463. 

https://doi.org/10.1109/ICIMTech50083.2020.9211201 

[3] Agung Purnomo, Andre Septianto, Dian Utami Sutiksno, Muchamad Indung Hikmawan, Riesta Devi 

Kumalasari. (2020b). Technopreneur publication: A bibliometric analysis (2000–2019). Proceedings of the 

2020 International Conference on Information Management and Technology (ICIMTech), 521–526. 

https://doi.org/10.1109/ICIMTech50083.2020.9211111 

[4] Aija Paananen, Marko Seppänen, M. (2013). Reviewing customer value literature: Comparing and contrasting 

customer values perspectives. Intangible Capital, 9(3), 708-729. https://doi.org/10.3926/ic.389 

[5] Anna Trunk, Hendrik Birkel, Evi Hartmann. (2020). On the current state of combining human and artificial 

intelligence for strategic organizational decision making. Business Research, 13(4), 875-919. 

https://doi.org/10.1007/s40685-020-00133-x 

[6] Christof Gellweiler, Lakshman Krishnamurthi. (2020). How digital innovators achieve customer value. Journal 

of Theoretical and Applied Electronic Commerce Research, 15(1), 1-8. https://doi.org/10.4067/S0718-

18762020000100101 

[7] Chunli Qin, Demin Yao, Yonghong Shi, Zhijian Song. (2018). Computer-aided detection in chest radiography 

based on artificial intelligence: A survey. Biomedical Engineering Online, 17, 1-23. 

https://doi.org/10.1186/s12938-018-0544-y 

[8] Chunyan Xie, Richard P. Bagozzi, Sigurd V. Troye. (2008). Trying to prosume: Toward a theory of consumers as 

co-creators of value. Journal of the Academy of Marketing Science, 36, 109-122. 

https://doi.org/10.1007/s11747-007-0060-2 

[9] Corinne Cath, Sandra Wachter, Brent Mittelstadt, Mariarosaria Taddeo, Luciano Floridi. (2018). Artificial 

intelligence and the ‘good society’: The US, EU, and UK approach. Science and Engineering Ethics, 24, 505-528. 

https://doi.org/10.1007/s11948-017-9901-7 

[10] Di Dong, Zhenchao Tang, Shuo Wang, Hui Hui, Lixin Gong, Yao Lu, Zhong Xue, Hongen Liao, Fang Chen, Fan 

Yang, Ronghua Jin, Kun Wang, Zhenyu Liu, Jingwei Wei, Wei Mu, Hui Zhang, Jingying Jiang, Jie Tian, Hongjun 

Li. (2020). The role of imaging in the detection and management of COVID-19: A review. IEEE Reviews in 

Biomedical Engineering, 14, 16-29. https://doi.org/10.1109/RBME.2020.2990959 

[11] Dimitrios Buhalis, Tracy Harwood, Vanja Bogicevic, Giampaolo Viglia, Srikanth Beldona, Charles Hofacker. 

(2019). Technological disruptions in services: Lessons from tourism and hospitality. Journal of Service 

Management, 30(4), 484–506. https://doi.org/10.1108/JOSM-12-2018-0398 

https://doi.org/10.1080/00207543.2021.1966540
https://doi.org/10.1109/ICIMTech50083.2020.9211201
https://doi.org/10.1109/ICIMTech50083.2020.9211111
https://doi.org/10.3926/ic.389
https://doi.org/10.1007/s40685-020-00133-x
https://doi.org/10.4067/S0718-18762020000100101
https://doi.org/10.4067/S0718-18762020000100101
https://doi.org/10.1186/s12938-018-0544-y
https://doi.org/10.1007/s11747-007-0060-2
https://doi.org/10.1007/s11948-017-9901-7
https://doi.org/10.1109/RBME.2020.2990959
https://doi.org/10.1108/JOSM-12-2018-0398


720  
 

J INFORM SYSTEMS ENG, 10(10s) 

[12] Elena G. Popkova, Bruno S. Sergi. (2020). Human capital and AI in Industry 4.0: Convergence and divergence 

in social entrepreneurship in Russia. Journal of Intellectual Capital, 21(4), 565-581. 

 https://doi.org/10.1108/JIC-09-2019-0224 

[13] Freida C. Palma, Silvana Trimi, Soon-Goo Hong. (2019). Motivation triggers for customer participation in value 

co-creation. Service Business, 13(4), 557–580. https://doi.org/10.1007/s11628-018-00395-w 

[14] Hande Akman, Carolin Plewa, Jodie Conduit. (2019). Co-creating value in online innovation communities. 

European Journal of Marketing, 53(6), 1205–1233. https://doi.org/10.1108/EJM-12-2016-0780 

[15] Jaehun Lee, Taewon Suh, Daniel Roy, Melissa Baucus. (2019). Emerging technology and business model 

innovation: The case of artificial intelligence. Journal of Open Innovation: Technology, Market, and 

Complexity, 5(3), 44. https://doi.org/10.3390/joitmc5030044 

[16] Jochen Wirtz, Paul G. Patterson, Werner H. Kunz, Thorsten Gruber, Vinh Nhat Lu, Stefanie Paluch, Antje 

Martins. (2018). Brave new world: Service robots in the frontline. Journal of Service Management, 29(5), 907-

931. https://doi.org/10.1108/JOSM-04-2018-0119 

[17] Johann Füller. (2010). Refining virtual co-creation from a consumer perspective. California Management 

Review, 52(2), 98–122. https://doi.org/10.1525/cmr.2010.52.2.98 

[18] Julia Amann, Alessandro Blasimme, Effy Vayena, Dietmar Frey, Vince I. Madai. (2020). Explainability for 

artificial intelligence in healthcare: A multidisciplinary perspective. BMC Medical Informatics and Decision 

Making, 20, 1-9. https://doi.org/10.1186/s12911-020-01332-6 

[19] Jürgen Kai-Uwe Brock, Florian von Wangenheim. (2019). Demystifying AI: What digital transformation leaders 

can teach you about realistic artificial intelligence. California Management Review, 61(3), 110–134. 

https://doi.org/10.1177/1536504219865226 

[20] Mohammad Hossein Jarrahi. (2018). Artificial intelligence and the future of work: Human-AI symbiosis in 

organizational decision making. Business Horizons, 61(5), 577–586. 

https://doi.org/10.1016/j.bushor.2018.03.007 

[21] Nees Jan van Eck, Ludo Waltman. (2010). Software survey: VOSviewer, a computer program for bibliometric 

mapping. Scientometrics, 84(2), 523-538. https://doi.org/10.1007/s11192-009-0146-3 

[22] Shlyannikov, V. (2016). Nonlinear stress intensity factors in fracture mechanics and their applications. Procedia 

Structural Integrity, 2, 744-752. https://doi.org/10.1016/j.prostr.2016.06.096 

[23] Soumyadeb Chowdhury, Prasanta Dey, Sian Joel-Edgar, Sudeshna Bhattacharya, Oscar Rodriguez-Espindola, 

Amelie Abadie, Linh Truong. (2022). Unlocking the value of artificial intelligence in human resource 

management through AI capability framework. Human Resource Management Review, 33, 100899. 

https://doi.org/10.1016/j.hrmr.2022.100899 

[24] Yang Zhao, Yawen Chen, Ruoxin Zhou, Yinping Ci. (2019). Factors influencing customers’ willingness to 

participate in virtual brand community’s value co-creation: The moderating effect of customer involvement. 

Online Information Review, 43(3), 440–461. https://doi.org/10.1108/OIR-08-2017-0232 

 

https://doi.org/10.1108/JIC-09-2019-0224
https://doi.org/10.1007/s11628-018-00395-w
https://doi.org/10.1108/EJM-12-2016-0780
https://doi.org/10.3390/joitmc5030044
https://doi.org/10.1108/JOSM-04-2018-0119
https://doi.org/10.1525/cmr.2010.52.2.98
https://doi.org/10.1186/s12911-020-01332-6
https://doi.org/10.1177/1536504219865226
https://doi.org/10.1016/j.bushor.2018.03.007
https://doi.org/10.1007/s11192-009-0146-3
https://doi.org/10.1016/j.prostr.2016.06.096
https://doi.org/10.1016/j.hrmr.2022.100899
https://doi.org/10.1108/OIR-08-2017-0232

