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Abstract. The innovation of based on crowdsourcing platform provides innovative solutions for
enterprises. Many scholars have done a lot of research on willingness and mode of innovation on
crowdsourcing platform, but the papers regarding value co-creation in the crowdsourcing process
are relatively less. Therefore, this paper explores the specific process of multi-agent participation in
value creation under crowdsourcing innovation mode, through sorting out and summarizing of a
large number of relevant literature.
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