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Abstract

Moving beyond the prevailing view that regards the DTC model merely as a channel shift, this paper
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provides a theoretical deepening and path reconstruction from the perspective of value co-creation
theory. It argues that the DTC transformation of sports e-commerce is essentially a systematic in-
novation led by enterprises and aimed at co-creating value with consumers. Through theoretical
reasoning, this study constructs a three-dimensional interaction framework centered on data inter-
action, community interaction, and service interaction, systematically illustrating how the DTC model
achieves deep co-creation at three levels: product value, brand value, and experience value. By in-
corporating practical cases from leading brands such as Nike and lululemon, the research further
demonstrates that the fundamental innovativeness of the DTC model lies in reconstructing the re-
lationship between brands and consumers, transforming traditional transactional spaces into sus-
tainable value co-creation ecosystems.
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Figure 1. Framework for the DTC innovation path in the sports goods industry
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