
Sociology Mind, 2023, 13, 145-165 
https://www.scirp.org/journal/sm 

ISSN Online: 2160-0848 
ISSN Print: 2160-083X 

 

DOI: 10.4236/sm.2023.133009  Jun. 30, 2023 145 Sociology Mind  
 

 
 
 

An Investigation of Rural Spatial Value 
Co-Creation Using Sociological Field Theory:  
A Case Study of Xiaozhou Village in Guangzhou 

Liaoji Zheng1*, Yiyan Guo2, Peng Zhang1, Sanxi Li1, Yan Tu1, Yuan Lu1 

1School of Economics and Management, Guangzhou Vocational University of Science and Technology, Guangzhou, China 
2School of Agriculture, Liaodong University, Dandong, China 

 
 
 

Abstract 
Value co-creation is an important driving force for rural spatial construction 
and agricultural transformation and improvement, as well as an important 
means of establishing sustainable livelihoods in rural areas. The spatial pro-
duction based on the interaction between production processes and geographi-
cal space in sociological theory promotes the construction of physical, social, 
and cultural fields and enhances the innovation capacity of rural spatial pro-
duction. This article takes Xiaozhou Village in Guangzhou as an example and 
uses observation to study the value co-creation process of different types of 
fields. Value co-creation is the driving force for promoting agricultural pro-
duction, social activities, folk revitalization, homestay leisure, and other lei-
sure experience activities in the physical, social, and cultural fields, and has 
become an important support for the sustainable livelihood of Xiaozhou Vil-
lage. The digitization of the field helps to promote the diversification of rural 
physical, social, and cultural spaces, and opens a path for rural construction 
in the new era. 
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1. Introduction 

As a spatial carrier for inheriting and promoting ethnic culture, the value of ru-
ral areas is shifting from a single economic development to a comprehensive and 
diverse investment (Huang & Shi, 2021). Rural space production is overcoming 
the shackles of traditional aesthetics and opinions by exemplifying creative wis-
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dom with visual characteristics and architectural styles of different times (Wang, 
Zhuang, Ma, & Li, 2022). A rural space with outstanding architectural features, 
strong industrial support, rich culture, striking landscape, and amicable inte-
rethnic relationships can showcase the uniqueness of local experiential activities, 
the dispersion of spatiotemporal structure, the inheritance of cultural heritage, 
and participation in local customs. 

Driven by the processes of local globalization, rural gentrification, tourism 
commercialization, and national modernization, the various forms of value crea-
tion have played a positive role in attracting employment for villagers by helping 
them escape poverty and become economically stable and by protecting the rural 
environment (Yang & Xu, 2022). The participation of both residents and tourists 
has a positive impact on the achievement of both parties’ goals and is becoming 
the leading form of developing high-quality rural tourism (Chen, Cottam, & Lin, 
2020). Under the service-oriented logic of value co-creation, tourists are no 
longer resources flowing outside rural spaces, but rather, they are value creators 
who participate in local communities (Font, English, Gkritzali, & Tian, 2021).  

Rural tourism research focuses on the trend of shifting tourist attractions to-
ward the needs of community residents, focusing not only on tourists’ loyalty to 
certain destinations, but also highlighting the core concept of humanistic care 
for the livelihood of rural community residents (Stylidis, Woosnam, & Tasci, 
2022). Local governments’ use of external capital to promote the development of 
rural tourism has led to issues such as insufficient tourism empowerment loss of 
authenticity, lack of development momentum, insufficient participation of di-
verse entities, and low efficiency of industrial integration (Liu, Chiang, & Ko, 
2023; Tian, Stoffelen, & Vanclay, 2021). The abuse of rural resources, both cul-
tural and natural, has also led to the frequent occurrence of value co-destruction, 
where at least one party’s expectations were not met. These situations result in a 
structural imbalance between the supply and demand of tourism products, making 
it difficult to establish an effective rural value chain and value co-creation oppor-
tunities (Tian et al., 2021). Based on sociological field theory and through the 
observation and investigation of Xiaozhou Village, this paper analyzes the value 
co-creation mechanisms in different types of field construction, and reveals the 
impact of value co-creation on rural space production and the village’s economic 
sustainability. 

This article analyzes the value co-creation of field construction in Xiaozhou 
Village, southeast of Haizhu District, Guangzhou City. Xiaozhou Village was 
founded in the late Yuan and early Ming dynasties, representing more than 700 
years of history. It is a typical riverside town that combines the comb-style 
layout of traditional villages in the Lingnan region with the dense water-traffic 
network of the Pearl River Delta (Figure 1). 

2. Value Co-Creation and Field Based on Sociological Theory 
2.1. Value Co-Creation Theory 

Value co-creation enriches the cultural context of rural space, and expands from  
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Figure 1. The geographical location of Xiaozhou Village. 

 
simple exchange value to more complex experience, situational, socio-situational, 
and cultural-situational values (La et al., 2021). This process involves consumers 
participating in value creation activities as creators, thereby producing products 
that are ultimately consumed by visitors and providing them with a unique ex-
perience. For example, tourists can participate in the design and development of 
tourism products by providing feedback, suggestions, and opinions, making 
them more in line with their needs and preferences (Byon, Zhang, & Jang, 2022). 
This is a collaborative production process that generates new value, linking mul-
tiple factors such as service provision on the supply side and experiential con-
sumption on the demand side (Hansen, 2019). The process of value co-creation 
has promoted the transformation of rural culture into product supply chains, 
collaboration chains, and value chains, not only laying a solid foundation for the 
sustainable development of rural social culture, but also playing a positive role in 
building cultural and creative brands (Chen, Yuan, & Zhu, 2022). With the inte-
gration of rural economic space, social space, and cultural space, the generation 
of value creation spaces has, to some extent, been promoted, transforming rural 
tourism from “providing products or services for tourists” to “how tourists use 
products or services to achieve their goals” (Benur & Bramwell, 2015; Rahmiati, 
Akmaliah, Bakri, Yunita, & Grace, 2020). Moreover, the operational focus of ru-
ral tourism has shifted to the tourist consumption process, consumption expe-
rience, and consumption environment construction (Crowther & Donlan, 2011). 
Under this kind of service-oriented logic, rural tourism has shifted from focus-
ing on the development of cultural elements such as rural architecture, tradi-
tional craft products, clothing, and cuisine, to f the development of tacit cultural 
elements such as the production process, rituals, festivals, beliefs, music, dance, 
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sports, ethics, values, cognitive models, and aesthetic taste (Lusch & Nambisan, 
2015; Yang et al., 2021). Rural spatial production has evolved from a tangible 
resource to operational resource that focuses more on vibrant, intangible re-
sources such as knowledge, technology, and innovation, creating a multidimen-
sional perception for visitors, including “sound, vision, smell, taste, and touch”. 
Value co-creation further stimulates the consumer impulse of tourists to re-
peatedly experience, transforming the main body of tourism operation from a 
“leading actor” of product production to a “customer or consultant” that parti-
cipates actively in order to maximize the value co-creation process of rural spac-
es. 

Driven by high-tech innovation, value creation in rural spaces has shifted 
from a two-sided interaction between tourism enterprises and customers, to a 
dynamic network of multiple socio-economic actors, involving the multifaceted 
creation of value by the networks of companies and various entities, including 
rural social organizations and civil society organizations (Perks, Gruber, & Ed-
vardsson, 2012). Modern technology centered around artificial intelligence effec-
tively identifies and allocates required tourism resources, enhances the connec-
tion between tourism development and production, consumption, and the net-
work environment, and promotes the interests of multiple service entities in ex-
periential activities. This technology makes value co-creation activities develop in a 
more reasonable direction, thereby achieving the core goal of value co-creation in 
value chain service activities (Knani, Echchakoui, & Ladhari, 2022; Koo, Xiang, 
Gretzel, & Sigala, 2021). In terms of carrying out value creation, this process 
cannot be separated from the creation of values such as agricultural value chains, 
improving social ecological chains, and restoring rural cultural self-confidence, 
thereby promoting the transformation and formation of physical space produc-
tion into a social and cultural landscape (Smidt & Jokonya, 2022). Moreover, 
with the adoption of cutting edge technology in the construction of intelligent 
villages, the production of cultural spaces has gradually entered the virtualization 
stage, promoting the development of immersive scenes that combine virtual real-
ity and real images with the assistance of AI (Sirazhiden, 2020). This virtual space 
in rural areas is a “metauniverse” space that integrates physical, spiritual, social, 
cultural, and objective knowledge spaces, maximizing the participation of com-
munity residents, and greatly enriching visitors’ spatial experience and perception 
(Lee et al., 2021). The construction of a metauniverse in parallel with the integra-
tion of rural landscapes has promoted the interaction between residents and 
tourists, knowledge transfer, and value creation, making the development of field 
construction schemes dominated by different themes an important choice for 
spatial production. Only by selecting tourism planning that is suitable for rural 
spaces, can we construct new fields that are suitable for value creation in these 
contexts (Zheng, Wang, Li, & Guo, 2021). 

2.2. The Field Theory of Sociology 

A field is a social space established by a network of different social objective rela-
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tionships. This network is not fixed but rather changes according to reality and 
possibility, past and present, and is itself dynamic. In Bourdieu’s sociological 
theory, a field is not a static space but instead is a dynamic space in which energy 
flows, containing interactions between forces everywhere. These forces are pri-
vileges constructed by actors through power in order to improve their status 
(Nash, 2018). Rural sightseeing and leisure activities are creative processes that 
rely on space for tourists to experience the locally specific value that non-urban 
places provide. This process of value creation in various fields enables tourists to 
interact with community stakeholders to achieve their respective goals, thereby 
achieving a balance between the comfortable, urban perception of experience 
and maintaining an adaptive social relationship in rural areas (Galani-Moutafi, 
2013). The value co-creation process integrates all aspects of tourists’ experience 
in the service chain, integrating the experience value, landscape immersion co- 
creation value, leisure service-health care value, and traditional practice research 
value possessed by rural space into a diversified value generation system. This 
system also expands the meanings and interpretations of rural physical, social, 
cultural, and virtual spaces (Buonincontri, Morvillo, Okumus, & van Niekerk, 
2017). There is competition among various parties in this field, and the logic that 
determines the strength of competition is capital. Moreover, if a certain type of 
capital is not associated with the field, it is difficult for that field to exist and 
function. Capital is not only the goal of competition in a field’s activities, but it is 
also the means used to compete. In other words, the existence of each field is 
linked to a market, connecting the most representative producers and consum-
ers of experiential services in the field. Embedding the process of value co- 
creation into the construction of field will help enrich the interactive content 
and profit points of field nodes and improve the level of value creation of the 
rural settlement. 

From the perspective of organizational level implementation, the value co- 
creation of rural space is inseparable from the construction of a series of fields, 
which means that value co-creation depends on the process of carrying out spa-
tial fields to complete. According to sociology, society is a large field with eco-
nomic, social, cultural, and symbolic capital, among other types, and different 
fields have different operational logic rules, all of which emphasize the need for 
individual participation in field construction (Carlow et al., 2016). Following 
Bourdieu, the field is seen as a network of objective relationships between vari-
ous locations that connect nature and society, which is also the basis for creating 
a space of free association (Hilgers & Mangez, 2015). This field with strong so-
cial attributes is jointly constructed by various social actors entering the village 
in accordance with the requirements of specific socio-economic relations, and is 
a complex spatial network of social relationships determined by capital, power, 
and habits. The main venue where various stakeholders participate in leisure 
tourism activities is the most representative symbolic competition and personal 
strategy in rural areas. The purpose of this competition and strategy is to pro-
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duce valuable symbolic goods, that is, the experience activities and experience 
values created by local production. Therefore, the field of rural space is a com-
plex, multifaceted network that includes physical, social, cultural, and virtual 
space. Due to the different types and quantities of capital held by the interest 
subjects (or actors) in each field construction, their positions in the field are also 
different, and different positions also affect the control of capital, thereby affect-
ing the intensity and level of field construction. People’s understanding of rural 
space has also undergone a transformation from a single physical space to a 
multidimensional, rural spatial system composed of “physical, social, and cul-
tural arenas” (Hu, Li, Zhang, Chen, & Yuan, 2019). The perfect space includes 
the physical, social, cultural and virtual fields. These fields constitute the basic 
units of creating value in the space, and bring to fruition mutual benefits, value 
sharing, value symbiosis and value sharing in the form of space mosaic (Eche-
verri, 2021). The distribution mechanism of value co-creation drives the value 
co-benefits between various actors in different types of fields, promotes the 
transfer of functional value to experiential value in different types of fields, the 
transfer of information value to cultural value, and the direct transfer from func-
tional value and experiential value to cultural value (Schwartz, 2009). This not 
only makes the value factors located at the middle and upper levels of the field 
become the dominant factor in cultivating the sustainable vitality value of the 
field’s brand, but also promotes the transformation of implicit value into explicit 
value in the field, achieving the benefit distribution goal under the collaborative 
innovation paradigm. 

3. Research Method 
3.1. Research Site 

From the perspective of the spatial structure of the village, the architectural 
space of Xiaozhou Village has become the spatial foundation for the construc-
tion of other fields. Xiaozhou Village retains buildings dating to the Ming dy-
nasty, such as the Jian’s Grand Ancestral Hall, the Dongchi Ancestral Hall, the 
Xixi Jian Ancestral Hall, the Guangdong Mei Ancestral Hall, the Mu Nan Ance-
stral Hall, the Queen of Heaven Palace, and the Northern Emperor Temple. The 
ancestral hall buildings dating to the Qing dynasty include the Yingshan Jian 
Ancestral Hall, the Sihai Ancestral Hall, the Suiqiao Jian Ancestral Hall, the New 
Hall, and the Lushan Ancestral Hall. Ancient buildings with Lingnan characte-
ristics, such as pot-ear eave houses, oyster shell houses, commercial streets and 
ancient alleys from the Qing Dynasty, and ancient boundary steles, are typical 
representatives of important historical and cultural areas in Guangzhou and 
Lingnan riverside villages. Xiaozhou Village has been listed as one of the first 16 
historical and cultural conservation areas in Guangzhou and has been rated as 
an ecological demonstration village in Guangdong Province. 

As visitors enter the village, they can see traditional houses on both sides of 
the streets and alleys, solemn and orderly ancestral halls, antique palaces and 
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temples, clear rivers winding through one side of the block, and small bridges of 
various shapes spanning the streams. Xiaozhou village’s traditional agricultural 
fields are shrinking, and the influx of artists has led to the formation of artistic 
creative spaces, which have evolved into an industrial model based on cultural 
and creative industries and dominated by tourism. 

Xiaozhou Village has gone through three stages of transformation: natural 
development, spontaneous gathering of artistic elites, and rural tourism and 
cultural creativity, forming production and living spaces, artistic and creative 
spaces, and creative commercial spaces corresponding to Lingnan Water Town-
ship. Xiaozhou Village has gradually transitioned from a production’s era dom-
inated by agricultural production to a modern era of multifunctional agriculture. 
Through artistic intervention, entities such as the national and local govern-
ments, the capital, artists, and cultural groups have promoted typical models of 
rural revitalization with multi-level benefits, such as rural landscape reconstruc-
tion, comprehensive economic benefits, community construction and gover-
nance, and local cultural heritage in Xiaozhou villages to provide a solid founda-
tion for the co-creation of rural space tourism and leisure value (Zhuang et al., 
2022) (Figure 2). 

 

 

 
Figure 2. Landscape within Xiaozhou Village. 
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3.2. Research Approaches 

The goal of this study is to construct the field from sociological theory. On the 
basis of field investigation, the field type theoretical framework of rural value 
co-creation is proposed, and the value co-creation in different types of field con-
struction in the framework is analyzed by using the analysis method of interac-
tion between advantageous capital and other capital (Figure 3).  

1) Value co-creation in physical fields. 
Xiaozhou Village is a typical Lingnan riverside town, and the production and 

life activities related to the water system are the main forms of local value crea-
tion. Surrounded by waterways around the village, the web of roads radiates 
outward from the center, giving the Xiaozhou Village center a means of com-
munication with the outside world. It not only meets the needs of villages for 
household water consumption, but also serves as an irrigation channel for rural 
agricultural production activities. This spatial structure of the water system 
strengthens the external connection between the social space and cultural space 
and forms a tight-knit and harmonious neighborhood relationship within the 
village. This specific layout of the water system also divides the village’s land-
scape into two parts: an old village and a new village. The old village refers to an 
area formed at the center of a small red sandstone hill with an altitude of only 10 
meters, which is the traditional living space for local villagers. The streets and 
alleys of the old village are narrow and connected by pathways. The residents’ 
living spaces are closely connected, and there are few large courtyards. In addi-
tion, the land is surrounded by streams to the east of the West River, which 
makes it the best choice for establishing safe, flood-avoidant settlements. The 
evolution of the old village space demonstrates indications of historical sprawl, 
which means that the building clusters in the settlement extend radially towards 
the surrounding rivers, and the village has a typical comb-like structure when 
viewed from the air. From the perspective of historical development, Xiaozhou 
Village and its surrounding alluvial plains are the sources of the agricultural re-
sources required for the economic and social development of the region. The 
climate, geography, society, economy, culture, and other factors are also more 
suitable for village life and agricultural production activities, thereby promoting 
the fruit growing with local particularities in the village, providing regionally- 
specific social and cultural activities (Xu & Genovese, 2022). Traditional agri-
culture in Xiaozhou Village mainly focuses on planting fruits that are traditional 
to the Lingnan region.  

The internal structure of Xiaozhou Village is inseparable from the combina-
tion of other spatial elements, such as agricultural production areas, which is al-
so an important foundation for its various fields. In particular, the village settle-
ment structure is indispensable for its physical field construction. One’s beha-
vior is influenced by other people’s behavior and related factors, and behavior is 
also a carrier for interaction between tourists and local stakeholders to achieve 
value creation. The value creation of this space starts from the moment tourists  
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Figure 3. The field types of value Co-creation in rural areas. 

 
enter the village, which means that the contact between tourists and local people 
starts from this physical field and point of entry. Its remoteness and rural land-
scape create the uniqueness of physical spatial values, which is also the physical 
foundation for local communities and non-local tourists to jointly create value. 

From a micro perspective, with the development of rural tourism, local villag-
ers have gradually transformed their houses into residential accommodation, 
entertainment, shopping, restaurants, and other places, thereby beautifying their 
living spaces. The traditional living space has begun to undertake the task of re-
ceiving tourists, which has also promoted the reconstruction of a traditional liv-
ing space. The traditional living space has gradually transformed into a compre-
hensive space that integrates life, production, and social activities. The develop-
ment of Xiaozhou Village has also shifted from relying on land for a living to 
using land for profit, from the fusion of the “concept of emphasizing agriculture 
and protecting roots” to the “entrepreneurial spirit of industry and commerce.” 
This process of creating rural space value initially passively accepts the impact of 
economic radiation from the city to actively seek economic benefits and further 
promotes the innovative development of rural land and rural settlement land-
scapes in Xiaozhou Village (Liu, Kong, Tong, Zeng, & Lai, 2022). Traditional 
agriculture has shifted from a single production function to a multifunctional 
integration of production, leisure, tourism, and education, and other rural areas 
are also showing a diversified development trend. 

2) Value co-creation in social fields. 
The social field comprises the interaction between tourists and local residents 

and has become a new mode of local social life and production, laying a solid so-
cial atmosphere for value co-creation. The value co-creation of social field is 
mainly reflected in the participation of local residents in the development of 
various local social affairs, and the harmonious development of society is re-
flected everywhere from production decision-making to community develop-

https://doi.org/10.4236/sm.2023.133009


L. J. Zheng et al. 
 

 

DOI: 10.4236/sm.2023.133009 154 Sociology Mind 
 

ment. From the perspective of social affairs such as space protection, agricultural 
activities, and daily affairs, the management of villages has been internalized into 
relying on traditional village culture to constrain, that is, relying on local village 
rules and regulations to enhance the effectiveness of management, so that all vil-
lage affairs are also culture- and heritage-oriented. As most social affairs are ac-
complished via democratic decision-making by local villagers, village rules and 
regulations continue to become the code of conduct for local residents, enabling 
people to internalize the rules into their own spiritual core and conscious iden-
tity, thereby giving full play to the role of village rules and regulations. Based on 
the practice and construction of social space, community residents have played a 
positive role in the formation of a local, unique cultural space. The existing 
forms of rural social space and the active performance of folk culture have be-
come important foundations for the influence of rural areas (Pesce, Neirotti, & 
Paolucci, 2019). Therefore, folk cultural heritage is not only an important com-
ponent of social space, but also involves many local stakeholders (actors) and is 
part of a broader range of social ecosystems. 

In the new media era, various social media outlets such as microblogs, We-
Chat and TikTok serve as platforms for recording and transmitting information, 
making the traditional buildings and cultural heritage of villages new spaces for 
different forms of livelihoods. Village space has gradually evolved from simple 
agricultural production and living spaces in the past, to a multi-functional expe-
rience space that integrates value elements such as residence, leisure, tourism, 
entertainment, modern services, and scale production. In the construction of 
visitor centers, folk exhibition halls, shopping malls, restaurants, and other spaces, 
the main actors pay close attention to rural cultural characteristics, regional 
context, folk customs, giving full play to rural tourism, leisure, cultural expe-
riences, vacation and other brand effects, and lay a spatial foundation for the 
community brand building of Xiaozhou Village. By establishing communication, 
division of labor, and collaboration networks with the government, businesses, 
the public, and society, the level of value co-creation in various fields can be im-
proved. This not only enables village residents to continue their social exchanges 
and cultural traditions, but it also allows tourists to feel the uniqueness of local 
residents’ life interests and ethnic customs. 

According to sociological theory, the capital that drives field construction is a 
kind of accumulated labor. Only when actors have certain ownership or man-
agement rights in rural space, can they utilize the social energy that has been 
materialized or embodied as living labor, thereby promoting the transformation 
of field types in rural space. With the adjustment and differentiation of rural so-
cial relations, its space is further subdivided into more types of small social 
groups. These small social groups not only have their own survival logic and the 
inevitability of development in rural society, but they also engage in value crea-
tion with stakeholders, construct their own unique social space, continue their 
specific cultural traditions of production and life, and ultimately embed them in 
the spatial environment of the entire village. 
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3) Value co-creation in cultural fields. 
Among the numerous local cultural space experiences, the homestay expe-

rience has become the most personalized experience, transforming tourists’ in-
terest in a local space into people’s special interest in local life, thereby enabling 
tourists to experience activities to live like local people and create value together 
with local people in this cultural space (Marques & Gondim Matos, 2020). The 
resulting social relationships have evolved from “face-to-face” to “local-to-local” 
and then to “people-oriented” and “contact and relationships”. Compared with 
other architectural styles in the surrounding areas, the local architecture of 
Xiaozhou Village is typical of Guangfu architectural style dwellings, which have 
a neat comb style layout of villages and a courtyard style of three rooms and two 
corridors. The village architecture fully reflects the Guangfu architectural in 
terms of house orientation, village layout, and decoration in front of the village. 
It is a relatively stable architectural and cultural space that is inseparable from 
the lifestyle and production methods of local people. The spatial distribution and 
texture of its streets and alleys have a strong characteristic of riverside dwellings 
in the Lingnan region and continue the common spatial characteristics of “comb 
structure” in the architectural style of Guangfu. The streets and alleys here are 
also paved with natural stones, and the narrow streets and alleys can only be 
seen in the sun at certain times of the day. The houses built with oyster shells in 
the village have become an important feature of ancient buildings in the village. 
The initial builders of these houses dug oyster shells from the coast and mixed 
them with yellow mud, making this often discarded oyster shell a high-quality 
local building material. This type of house is warm in the winter and is cool in 
the summer, and is resistant to insects and rain, making it suitable for the cli-
mate of Lingnan region. 

In addition to the tangible cultural heritage of Xiaozhou Village, intangible 
cultural heritage also plays a key role in value creation. Whenever significant 
traditional festivals are held in villages, tourists can also participate in local tra-
ditional festivals, ancestral temple ceremonies, ethnic wedding customs, and folk 
performance activities as if they were local people. The high-quality homestays 
that serve tourists, from their architectural location, spatial layout, house orien-
tation, internal structure, to peoples’ lifestyles and production methods, all re-
flect the local people’s respect and care towards nature and their wisdom in how 
to coexist with the natural environment. Near the Xiaozhou Village auditorium, 
specialty snack shops such as Guwu sesame paste and Xiaozhou wedding cake 
have become important culinary attractions for locals and outsiders. The local 
homestays have transformed the daily lives of villagers into the experiential value 
of tourists, local villagers transform their houses into homestays and rent them 
out to tourists. Through this process of spatial cultural transformation, the 
transformation of traditional livelihood methods through the process of cultural 
change, and local people have also gained the diversified value of cultural change 
and transformation. 

In recent years, with more and more artists settling in Xiaozhou Village, a rich 
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artistic atmosphere has been created for the village, and its development has be-
gun to shift towards an artistic and cultural village, becoming a typical example 
of how art affects rural revitalization and development. Due to the influence of 
various cultural factors in different periods, the diverse cultural spatial characte-
ristics have provided a solid cultural foundation for the construction of the cul-
tural field in Xiaozhou Village, making it a base for research and travel. With 
rich historical and material culture and a strong artistic creation environment, 
Xiaozhou Village has gradually developed into a famous art gathering place in 
Guangzhou. Many painters rent villager houses as exhibition halls or studios, 
and foreign artists and teachers and students from art colleges often come here 
to take photos, live sketch, and seek inspiration. In addition, these artistic activi-
ties have attracted more art lovers to start their own artistic creations, and 
Xiaozhou Village has gradually become a paradise for artists. Some tourism op-
erators focus on local cultural heritage, emphasizing the advantages of cultural 
elements for village culture, coordinating the relationships of stakeholders, and 
achieving the goal of maximizing value creation. Through experience design, 
experience development, experience marketing, and experience services, a series 
of diversified research and learning travel activities have been developed. The 
village has shaped spatial brands such as traditional homestays, folk customs, 
specialty catering, and educational travel.  

The combination of multiple subjects in the field of rural culture is rich, includ-
ing not only government departments but also social and non-governmental or-
ganizations, as well as rural community subjects, a broad cultural audience, des-
cendant community stakeholders, and investors under industrial operation. In 
the village, cultural spaces such as the Scholar’s Style Research Room, the Family 
Culture Research Room, the Ancient City Academy Research Room, and the 
Cultural Celebrity Research Room have been set up, providing a rich cultural 
arena for facilitating research. 

3.3. The Intensity of Value Co-Creation in the Field 

Value co-creation in rural fields mainly depends on the passivity and initiative of 
tourists and related enterprises as well as the level of field complexity. According 
to participation activity and initiative, the field of value co-creation can be di-
vided into the following four types (Figure 4). 

1) Conservative field. This type of field that can engage in low participation 
and passive experiences has a low level of field construction, and users play the 
role of bystanders in the field. They only need to observe and experience the 
content in the field without any interaction or decision-making. 

2) Participatory field. This type of field with strong participation and proac-
tive experience has a middle level of field construction: tourists play the role of 
participants in the field, requiring some simple interaction and decision-making, 
but the dominant power of the field still lies in the hands of local enterprises and 
other stakeholders. 
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Figure 4. The theoretical framework of value Co-creation in rural fields. 

 
3) Active field. This highly participatory and proactive experience field has a 

high level of field construction: tourists play the leading role in the field, requir-
ing complex interactions and decision-making. The development and outcome 
of the field depend not only on tourists’ behavior and choices, but also on the 
participation of businesses. 

4) Passive field. In a passive field, passive participants usually do not actively 
participate in the experience, but rather, they accept it. This kind of field 
presents difficulty in autonomous participation: tourists play a passive role in the 
scene, and their enthusiasm for freely experiencing is constrained by the strong 
atmosphere of the field. 

4. The Path of Rural Field Construction 
4.1. Digital Intelligence of Field 

Applying digital and intelligent technologies to promote the digital transforma-
tion of rural industries and spatial production can help establish various types of 
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immersive fields, thereby improving the intelligent, digital, contemporary pro-
tection and development level of rural cultural heritage. Through the construc-
tion of a field, the limitations of rural spatial scope are broken, thereby forming a 
new leisure tourism product and consumption model. By adopting metacosmic 
technology, for example, VR and AI technologies, to upgrade and transform tra-
ditional villages, while maintaining the cultural context and heritage style of tra-
ditional villages, we will continuously expand the spatial context for tourists with 
the theme of field narration. At that moment, tourists will enter the virtual vil-
lage enclosed space and disappearing space in the form of digital avatars and in-
teract with various actors in this virtual field to achieve value creation. In this 
context, “disappearing space” can be thought of as the phenomenon where past 
historical events or concepts gradually disappear from modern people’s percep-
tion and understanding. In the mixed space of reality and the metauniverse, by 
integrating a novel cultural creativity, fields in the form of themed homestays, 
bazaars, farms, and festivals are created that provide participants with a com-
prehensive roleplaying experience from visual, auditory, olfactory, and tactile 
aspects, which serve to enhance their perception when reaching the peak of ex-
perience. During the virtual on-site experience, local products, specialty cuisine, 
and tourist souvenirs are displayed and sold in creative ways, adding rich and 
authentic “props” to the on-site scenery and increasing the profit points of 
on-site services. In the process of field visualization, it is necessary to promote 
the effective integration of spiritual middle-level culture and core philosophy 
culture into the process of value co-creation through the visual form of abstrac-
tion, imitation, humanization and localization. For example, creative elements 
such as sound, light, electricity, flowers, and vegetation could be utilized to 
create a field of interaction, sharing, and cultural themes between hosts and 
guests, connecting reality, enhancing effective connections between rural tour-
ism scene nodes, promoting the implantation of local symbols into cultural 
fields, and showcasing the commercialization of cultural activities in innovative 
forms. 

4.2. Synthesis of Field 

It is necessary to seek a joint point of value creation from the perspectives of 
field co-construction, co-governance, and sharing in order to promote the spa-
tial value co-creation of ecological co-governance, cultural co-formation, indus-
trial co-prosperity, and facility sharing. To construct physical, social, and cultur-
al fields in traditional villages is to continuously improve the level of value crea-
tion in the spatial field of the village. Those spatial clues that carry historic 
memory, such as rural streets, buildings, and ancestral halls, constitute the phys-
ical field of rural memory and become the natural basis for tourists’ leisure expe-
rience. The cultural heritage such as dramas, folk customs, books, legends, allu-
sions, and festivals presents the local memory space in the form of words, ges-
tures, and other expressions, and thus becomes the context of the cultural field 
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that displays rural memories. Some virtual fields derived from physical space 
express the inheritance of explicit and invisible culture through spatial represen-
tation, which not only helps to elevate the immersive experience of tourists to a 
new level, but also enhances the expressiveness of the village space in cultural 
memory, and also increases the level of value creation among various actors. 
Through the construction of a series of fields, the relatively closed local space of 
the traditional village has been transformed into a more open mobile space, im-
proving the sustainable livelihood ability of rural residents. By attracting more 
tourists to participate through immersive experience projects, the countryside 
can be built into a “rural complex” integrating cuisine, accommodation, leisure 
and entertainment, agricultural product production, processing, and sales in a 
way of value creation. 

4.3. Ecologization of Field 

The ecological allocation of rural space and the ecological transformation of 
public fields can better optimize the ecological environment of rural farmhouses, 
homestays, and ordinary residential courtyards. Rural space is often intertwined 
with living space and production space, or, for example, a rural courtyard is not 
only living space but also production space, which belongs to semi-open space 
or private space but is also the main form of ecological field construction. The 
rural courtyard provides space for residents to engage in leisure and gathering 
activities, and also allows for gardening or crop production, supporting the 
maintenance of daily necessities such as vegetables, herbs, and fruits, which fur-
ther improve the sustainability of villagers’ livelihoods. From the perspective of 
sustainable livelihoods, it is necessary to fully leverage the traditional advantages 
of village rules and regulations in rural ecological governance, to be able to con-
tinuously draw on the ecological wisdom of local residents and enhance the 
support of the ecological environment for value creation. Attracting makers or 
creatives into the countryside through the construction of a maker space, further 
strengthens the network ties of interpersonal communication within the village, 
and cultivates the value concept of ecological co-governance with tourists. In 
turn, the locals benefit from a revalorization of their knowledge through in-
creased protection of the environment, improvement of agricultural production 
efficiency, enhancement of rural sustainable development capacity, increase in 
human health, and the promotion of social harmony and stability. We should 
participate in ecological construction through social capital, amplify the spatial 
effects of characteristic ecological zones, rural cultural squares, and characteris-
tic activities, and enhance the comprehensive awareness of rural residents in 
ecological governance. 

5. Results and Conclusion 
5.1. Discussion 

A rural space with strong experiential attributes is a network composed of dif-
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ferent local social relationships. This network includes elements such as props, 
actors, and the background of the local storyline. It is not only a place for the 
transformation of knowledge and skills, but also a “trading” place for achieving 
innovative value and has become a catalyst for promoting innovation in rural 
spatial production. 

The difference between the field based on sociological field theory and the 
spatial environment emphasized by tourists in the experience process is that this 
field emphasizes the social attribute of space. The perceived space during the 
experience can enable tourists to feel a certain local social relationship within it. 
However, this process is passive on the part of the tourists and does not em-
phasize mutual value co-creation. 

The field based on sociological theory cannot generally be understood as a 
field surrounded by certain boundary objects, but rather the existence of various 
elements and social relationships that contain power, vitality, and potential.  

Field construction needs to overcome the limitations of single scene construc-
tion, establish broader links with other fields, expand the rural value chain, and 
enhance the value creation ability of rural space. The use of high-tech artificial 
intelligence as a means greatly enhances the comprehensive perception of expe-
rience scene, adding new development to the construction of a rural virtual 
world. 

5.2. Results 

The capacity for value co-creation varies among different types of fields, de-
pending on the level of field construction and the initiative and passivity of the 
participants. The types of field construction in Xiaozhou Village are relatively 
complete, including the physical, social, and cultural fields. The level of invest-
ment for attracting tourists to participate in value co-creation varies for each 
type of field, and the driving force for spatial production is also inconsistent. The 
co-creation potential for Xiaozhou Village, in terms of domain value, is higher in 
the physical field than in the cultural field, and higher in the cultural field than 
in the social field, which leads to an imbalance between the spatial experience 
value of tourists and the local livelihood. 

The entrepreneurial groups who rent houses from outside the village have es-
tablished various connections with local residents, improved the construction 
level of various fields, and promoted the co-creation process of local economic, 
social, cultural, and emotional values. Entrepreneurs who reside in the village 
not only promote the diversification of field development, but also promote the 
value co-creation process of interaction with tourists, forming a diversified spa-
tial form of structural optimization, carrying capacity transformation, and value 
co-creation. 

The diversity of spatial production and sustainable livelihoods in the Xiaoz-
hou Village communities has also led to a decrease in the population of indi-
genous villagers and a continuous increase in the number of outsiders. At 
present, the village is mainly composed of elderly people and children, with the 
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majority of adults leaving the village to work. The portion of the population that 
is mainly focused on art and creativity is more integrated, resulting in a differen-
tiation between the diverse business activities carried out by the migrant popula-
tion and the local, indigenous villagers going out to work. Among the migrant 
population, artistic and creative groups have become involved in the develop-
ment of Xiaozhou Village, and the construction of various creative spaces has 
become a new driving force for its development. Xiaozhou Village has gradually 
developed into a leisure tourism destination and cultural and creative industry 
base similar to the bustling city and Taohuayuan style, which is an ideal society 
that is peaceful, self-sufficient, harmonious, friendly, and free from pollution 
and disputes. 

5.3. Conclusion 

In this study, we found that four types of fields are closely related to capital types 
and their powers. The amount and type of specific capital in the field determine 
the position occupied by various actors and the sum of power obtained. The 
most powerful capital in the physical field is visible elements, such as land and 
ancient buildings in villages. Capital in the social field has gradually shifted from 
existing clan-based community relationships to emerging capital formed by the 
interaction between local residents and external entrepreneurs and tourists, ef-
fectively shifting the main axis of power within the social field. With the entry of 
various external cultures and ethnic groups, the cultural field of villages has un-
dergone convergent changes, and the original kinship-based culture has begun 
to be overcome by new, nonlocal types of culture. Although local communities 
strive to maintain their original architectural culture, living customs, neighbor-
hood relationships, and other traditional forms, a new type of cultural field 
mixed with external, nonlocal culture is taking shape and, in turn, is also shap-
ing a new type of cultural field. Xiaozhou Village locals maintain a deep connec-
tion to their environment and community, and as such, aim to uphold the tradi-
tions they inherited from their ancestors while still participating in a more global 
economy. The formation of a new cultural field is forming a new community, 
and its local community that combines regional culture and modern culture is 
being shaped into a brand or trademark community. This process is also chang-
ing the development trends of the village. The construction of different fields has 
changed the original mode of production in rural areas and has also led to a shift 
from the spatial pattern of productivism focusing on material production to the 
new productivism focusing on human development. The diversification of field 
construction has also promoted the diversification of local livelihoods, which has 
become the key to the high-quality development of the local community’s 
economy. In the process of field construction based on sociological theory, it is 
necessary to follow the construction path of the type of value creation activities 
in the design field-integrating the development form of multi-functional agri-
culture-constructing a field with multi-dimensional connotation-promoting the 
sharing of stakeholders. 
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Firstly, it is necessary to expand the scope of value co-creation in rural physi-
cal, social, cultural, and virtual fields through the types of activities in the 
process of constructing social fields. It is necessary to extend the rural historical 
and cultural development chains into the multi-functional agricultural value 
chain and continuously enhance the adaptability of a village’s cultural heritage to 
value creation with the aim of improving the livelihoods of local residents. 
Through the development of natural ecological and cultural spaces, opportuni-
ties are provided for participants in educational travel to participate in rural de-
velopment, continuously enriching the content of educational travel activities 
and creating brand value for them. 

Secondly, there should be a push to create a group of digital and intelligent 
immersive fields, to achieve the goal of building a new community brand cen-
tered on field construction. Adopting technology that allows users to experience 
a highly immersive experience to create unforgettable fields allows users to more 
realistically experience the scene they are in. The field of value co creation and 
construction will become the driving force for the development of local com-
munities, enabling local social resources to help improve the livelihood level of 
community members and achieve the goal of sharing brand community re-
sources. 

Thirdly, innovative rural business models that rely on external capital have 
shifted from focusing on tangible resource development to focusing on the pro-
tection and creative display of local intangible cultural heritage, such as rural 
folk culture tourism. In this process, it is necessary to coordinate the participa-
tion and benefit acquisition methods of various stakeholders, identify and allo-
cate spatial resources such as management, marketing, and maintenance for the 
creation of innovation fields, and improve the transformation level of village 
spatial value co-creation. 

Finally, this work should actively aim to explore new ways for governments, 
schools, businesses, and social welfare organizations to cultivate and utilize tal-
ents. The overall goal should be to build spatial value network that integrates 
rural landscapes, industries, society, ecology, and culture, in order to improve 
the coverage of digital and intelligent construction in rural areas and enhance 
the endogenous motivation for residents to participate in value co-creation. 

Acknowledgements 

This project is funded by Guangzhou Vocational University of Science and Tech-
nology (GKD202205) 

Conflicts of Interest 

The authors declare no conflicts of interest regarding the publication of this pa-
per. 

References 
Benur, A. M., & Bramwell, B. (2015). Tourism Product Development and Product Diver-

https://doi.org/10.4236/sm.2023.133009


L. J. Zheng et al. 
 

 

DOI: 10.4236/sm.2023.133009 163 Sociology Mind 
 

sification in Destinations. Tourism Management, 50, 213-224.  
https://doi.org/10.1016/j.tourman.2015.02.005 

Buonincontri, P., Morvillo, A., Okumus, F., & van Niekerk, M. (2017). Managing the Ex-
perience Co-Creation Process in Tourism Destinations: Empirical Findings from Naples. 
Tourism Management, 62, 264-277.  
https://doi.org/10.1016/j.tourman.2017.04.014 

Byon, K. K., Zhang, J., & Jang, W. (2022). Examining the Value Co-Creation Model in 
Motor Racing Events: Moderating Effect of Residents and Tourists. Sustainability, 14, 
Article No. 9648. https://doi.org/10.3390/su14159648 

Carlow, V., Kvorning, J., Steinführer, A., Oltmanns, C., Sörensen, C., Simbürger, W., & 
Petermann, S. (2016). Ruralism. The Future of Villages and Small Towns in an Urba-
nizing World. Jovis. 

Chen, L., Yuan, L., & Zhu, Z. (2022). Value Co-Creation for Developing Cultural and 
Creative Virtual Brand Communities. Asia Pacific Journal of Marketing and Logistics, 
34, 2033-2051. https://doi.org/10.1108/APJML-04-2021-0253 

Chen, Y., Cottam, E., & Lin, Z. (2020). The Effect of Resident-Tourist Value Co-Creation 
on Residents’ Well-Being. Journal of Hospitality and Tourism Management, 44, 30-37.  
https://doi.org/10.1016/j.jhtm.2020.05.009 

Crowther, P., & Donlan, L. (2011). Value-Creation Space: The Role of Events in a Service- 
Dominant Marketing Paradigm. Journal of Marketing Management, 27, 1444-1463.  
https://doi.org/10.1080/0267257X.2011.626786 

Echeverri, P. (2021). Interaction Value Formation Spaces: Configurations of Practice- 
Theory Elements in Service Ecosystems. Journal of Services Marketing, 35, 28-39.  
https://doi.org/10.1108/JSM-03-2021-0084 

Font, X., English, R., Gkritzali, A., & Tian, W. (2021). Value Co-Creation in Sustainable 
Tourism: A Service-Dominant Logic Approach. Tourism Management, 82, Article ID: 
104200. https://doi.org/10.1016/j.tourman.2020.104200 

Galani-Moutafi, V. (2013). Rural Space (re)Produced—Practices, Performances and Vi-
sions: A Case Study from an Aegean Island. Journal of Rural Studies, 32, 103-113.  
https://doi.org/10.1016/j.jrurstud.2013.04.007 

Hansen, A. V. (2019). Value Co-Creation in Service Marketing: A Critical (Re)view. In-
ternational Journal of Innovation Studies, 3, 73-83.  
https://doi.org/10.1016/j.ijis.2019.12.001 

Hilgers, M., & Mangez, É. (2015). Introduction to Pierre Bourdieu’s Theory of Social 
Fields (pp. 1-36). Routledge. https://doi.org/10.4324/9781315772493 

Hu, X., Li, H., Zhang, X., Chen, X., & Yuan, Y. (2019). Multi-Dimensionality and the To-
tality of Rural Spatial Restructuring from the Perspective of the Rural Space System: A 
Case Study of Traditional Villages in the Ancient Huizhou Region, China. Habitat In-
ternational, 94, Article ID: 102062. https://doi.org/10.1016/j.habitatint.2019.102062 

Huang, J., & Shi, P. (2021). Regional Rural and Structural Transformations and Farmer’s 
Income in the Past Four Decades in China. China Agricultural Economic Review, 13, 
278-301. https://doi.org/10.1108/CAER-11-2020-0262 

Knani, M., Echchakoui, S., & Ladhari, R. (2022). Artificial Intelligence in Tourism and 
Hospitality: Bibliometric Analysis and Research Agenda. International Journal of Hos-
pitality Management, 107, Article ID: 103317.  
https://doi.org/10.1016/j.ijhm.2022.103317 

Koo, C., Xiang, Z., Gretzel, U., & Sigala, M. (2021). Artificial Intelligence (AI) and Robot-
ics in Travel, Hospitality and Leisure. Electronic Markets, 31, 473-476.  
https://doi.org/10.1007/s12525-021-00494-z 

https://doi.org/10.4236/sm.2023.133009
https://doi.org/10.1016/j.tourman.2015.02.005
https://doi.org/10.1016/j.tourman.2017.04.014
https://doi.org/10.3390/su14159648
https://doi.org/10.1108/APJML-04-2021-0253
https://doi.org/10.1016/j.jhtm.2020.05.009
https://doi.org/10.1080/0267257X.2011.626786
https://doi.org/10.1108/JSM-03-2021-0084
https://doi.org/10.1016/j.tourman.2020.104200
https://doi.org/10.1016/j.jrurstud.2013.04.007
https://doi.org/10.1016/j.ijis.2019.12.001
https://doi.org/10.4324/9781315772493
https://doi.org/10.1016/j.habitatint.2019.102062
https://doi.org/10.1108/CAER-11-2020-0262
https://doi.org/10.1016/j.ijhm.2022.103317
https://doi.org/10.1007/s12525-021-00494-z


L. J. Zheng et al. 
 

 

DOI: 10.4236/sm.2023.133009 164 Sociology Mind 
 

La, L.-Q., He, Y.-M., Han, L. et al. (2021). Research on the Value Co-Creation Mechanism 
of Red Tourism Development from the Perspective of Tourists. Journal of Natural Re-
sources, 36, 1647-1657. https://doi.org/10.31497/zrzyxb.20210702 

Lee, L.-H., Braud, T., Zhou, P., Wang, L., Xu, D., Lin, Z., & Hui, P. (2021). All One Needs 
to Know about Metaverse: A Complete Survey on Technological Singularity, Virtual 
Ecosystem, and Research Agenda. 

Liu, X., Kong, M., Tong, D., Zeng, X., & Lai, Y. (2022). Property Rights and Adjustment 
for Sustainable Development during Post-Productivist Transitions in China. Land Use 
Policy, 122, Article ID: 106379. https://doi.org/10.1016/j.landusepol.2022.106379 

Liu, Y.-L., Chiang, J.-T., & Ko, P.-F. (2023). The Benefits of Tourism for Rural Commu-
nity Development. Humanities and Social Sciences Communications, 10, Article No. 
137. https://doi.org/10.1057/s41599-023-01610-4 

Lusch, R. F., & Nambisan, S. (2015). Service Innovation: A Service-Dominant Logic Pers-
pective. MIS Quarterly, 39, 155-175. https://doi.org/10.25300/MISQ/2015/39.1.07 

Marques, L., & Gondim Matos, B. (2020). Network Relationality in the Tourism Expe-
rience: Staging Sociality in Homestays. Current Issues in Tourism, 23, 1153-1165.  
https://doi.org/10.1080/13683500.2019.1594722 

Nash, C. (2018). Field Theory, Space and Time. In J. Albright, D. Hartman, & J. Widin 
(Eds.), Bourdieu’s Field Theory and the Social Sciences (pp. 217-233). Springer Singa-
pore. https://doi.org/10.1007/978-981-10-5385-6_14 

Perks, H., Gruber, T., & Edvardsson, B. (2012). Co-Creation in Radical Service Innova-
tion: A Systematic Analysis of Microlevel Processes. Journal of Product Innovation 
Management, 29, 935-951. https://doi.org/10.1111/j.1540-5885.2012.00971.x 

Pesce, D., Neirotti, P., & Paolucci, E. (2019). When Culture Meets Digital Platforms: Val-
ue Creation and Stakeholders’ Alignment in Big Data Use. Current Issues in Tourism, 
22, 1883-1903. https://doi.org/10.1080/13683500.2019.1591354 

Rahmiati, F., Akmaliah, N., Bakri, M., Yunita, B., & Grace, I. (2020). Tourism Service 
Quality and Tourism Product Availability on the Loyalty of International Tourists. The 
Journal of Asian Finance, Economics and Business, 7, 959-968.  
https://doi.org/10.13106/jafeb.2020.vol7.no12.959 

Schwartz, S. (2009). A Theory of Cultural Value Orientations: Explication and Applica-
tions. In M. Sasaki (Ed.), New Frontiers in Comparative Sociology (Vol. 109, pp. 
173-219). Brill. https://doi.org/10.1163/ej.9789004170346.i-466.55 

Sirazhiden, D. (2020). VR and AR Technologies in the Modern Cultural Space and Their 
Role in Environmental Education. E3S Web of Conferences, 217, Article No. 08002.  
https://doi.org/10.1051/e3sconf/202021708002 

Smidt, H. J., & Jokonya, O. (2022). Factors Affecting Digital Technology Adoption by 
Small-Scale Farmers in Agriculture Value Chains (AVCs) in South Africa. Information 
Technology for Development, 28, 558-584.  
https://doi.org/10.1080/02681102.2021.1975256 

Stylidis, D., Woosnam, K. M., & Tasci, A. D. A. (2022). The Effect of Resident-Tourist 
Interaction Quality on Destination Image and Loyalty. Journal of Sustainable Tourism, 
30, 1219-1239. https://doi.org/10.1080/09669582.2021.1918133 

Tian, B., Stoffelen, A., & Vanclay, F. (2021). Ethnic Tourism in China: Tourism-Related 
(Dis)empowerment of Miao Villages in Hunan Province. Tourism Geographies, 25, 
552-571. https://doi.org/10.1080/14616688.2021.1938657 

Wang, Z., Zhuang, Q., Ma, Y., & Li, P. (2022). Rural Space Aesthetics and Rural Con-

https://doi.org/10.4236/sm.2023.133009
https://doi.org/10.31497/zrzyxb.20210702
https://doi.org/10.1016/j.landusepol.2022.106379
https://doi.org/10.1057/s41599-023-01610-4
https://doi.org/10.25300/MISQ/2015/39.1.07
https://doi.org/10.1080/13683500.2019.1594722
https://doi.org/10.1007/978-981-10-5385-6_14
https://doi.org/10.1111/j.1540-5885.2012.00971.x
https://doi.org/10.1080/13683500.2019.1591354
https://doi.org/10.13106/jafeb.2020.vol7.no12.959
https://doi.org/10.1163/ej.9789004170346.i-466.55
https://doi.org/10.1051/e3sconf/202021708002
https://doi.org/10.1080/02681102.2021.1975256
https://doi.org/10.1080/09669582.2021.1918133
https://doi.org/10.1080/14616688.2021.1938657


L. J. Zheng et al. 
 

 

DOI: 10.4236/sm.2023.133009 165 Sociology Mind 
 

struction Paths from the Perspective of the Montage: The Cases of Seven Villages in 
Guangdong, China. Buildings, 12, Article No. 1723.  
https://doi.org/10.3390/buildings12101723 

Xu, X., & Genovese, P. V. (2022). Assessment on the Spatial Distribution Suitability of 
Ethnic Minority Villages in Fujian Province Based on GeoDetector and AHP Method. 
Land, 11, Article No. 1486. https://doi.org/10.3390/land11091486 

Yang, J., Yang, R., Chen, M.-H., Su, C.-H., Zhi, Y., & Xi, J. (2021). Effects of Rural Revita-
lization on Rural Tourism. Journal of Hospitality and Tourism Management, 47, 35-45.  
https://doi.org/10.1016/j.jhtm.2021.02.008 

Yang, X., & Xu, H. (2022). Producing an Ideal Village: Imagined Rurality, Tourism and 
Rural Gentrification in China. Journal of Rural Studies, 96, 1-10.  
https://doi.org/10.1016/j.jrurstud.2022.10.005 

Zheng, L., Wang, H., Li, G., & Guo, Y. (2021). Construction Scenario for a Rural Tourism 
Value Chain: A Case Study from Rural China. American Journal of Industrial and 
Business Management, 11, 1-18. https://doi.org/10.4236/ajibm.2021.111001 

Zhuang, N. Y. et al. (2022). Art Intervention in Rural Areas: Comparative Analysis of 
Multi-Level Benefits of Two Typical Modes in Rural Development Transformation. 
Tropical Geography, 42, 396-408. 

 
 
 

https://doi.org/10.4236/sm.2023.133009
https://doi.org/10.3390/buildings12101723
https://doi.org/10.3390/land11091486
https://doi.org/10.1016/j.jhtm.2021.02.008
https://doi.org/10.1016/j.jrurstud.2022.10.005
https://doi.org/10.4236/ajibm.2021.111001

	An Investigation of Rural Spatial Value Co-Creation Using Sociological Field Theory: A Case Study of Xiaozhou Village in Guangzhou
	Abstract
	Keywords
	1. Introduction
	2. Value Co-Creation and Field Based on Sociological Theory
	2.1. Value Co-Creation Theory
	2.2. The Field Theory of Sociology

	3. Research Method
	3.1. Research Site
	3.2. Research Approaches
	3.3. The Intensity of Value Co-Creation in the Field

	4. The Path of Rural Field Construction
	4.1. Digital Intelligence of Field
	4.2. Synthesis of Field
	4.3. Ecologization of Field

	5. Results and Conclusion
	5.1. Discussion
	5.2. Results
	5.3. Conclusion

	Acknowledgements
	Conflicts of Interest
	References

