il TR 43% 4l
236 PACKAGING ENGINEERING 2022 4% 2

B THREERE R M E FZ @R S TR B TR

GREE, kus, REK
(WL TR Wit S5 a5 A0, bl 310023)

WE: B SRAHE TR LEXTEZRFOQMEARTHERRL, KB THEEHE, FE A
BT 5B IR H ARG RS RABMEE R R LBEXGARLE 50 HAZ, FFRAA P A PO
BTG MEERBHLBEXARZFNEZTER, ERABEREIAGHEZTZA ( PMS) h B 3R A
TRIFEBAFRZOGC)FAER, &R ud‘)ﬂ?’]'vlﬂ)ﬂuﬂ' AL 5| S A X el Fikt, AR P A
POARAKNTALBEX NS BT R RGKAIGH, MBS Vg agEE, &8 ARAPFAPS,
EHMMLEF B LEXG EMNNEZE L0 HBE; AMEARFH R Z A LI T FAAFAESEEANEE
AER, N MEETIER; HXEEF L% (PMS) @I F5-AdE M 5 K a4t 24547 (KPL), T &
ALK A HEA; AT RELAF (KP) 5H0EARZ R £ a5 X, @3 #% A 15 M LR
FHAE (FEFAER) RX AR 44 AN F 45347 (KPl), J& A RAI BT

KW : HIEBARERE; MEHT,; BREXQH; AR P AP

RESZES. TB472 CEkFRIRAD: A XEHES: 1001-3563(2022)04-0236-08

DOI: 10.19554/j.cnki.1001-3563.2022.04.029

Innovation M odel Construction of Online Consumption Business
Model Based on Data Index System

CHEN Xing-hai, ZHANG Yi-ji, WU Wen-gin
(School of Design and Architecture, Zhejiang University of Technology, Hangzhou 310023, China)

ABSTRACT: This paper conducts constructive research on the innovation model that can be measured and evaluated for
the online consumption business model to reveal its innovation opportunities. Based on the concept of design and data-
driven business model innovation, the content elements and innovation path of the online consumption business model are
organized, and a user-centered measurement framework for content elements of online consumption business model is
created. On this basis, an innovation model based on the data index system principle according to the performance meas-
urement system (PMS) is explored. It is concluded that designers can use design thinking to participate and guide business
model innovation design, and user-centered generation of effective business model content elements and related perform-
ance indicators can strengthen the benchmarking management of enterprise performance. Take the user as the center, re-
construct the online consumption business model five content elements and the innovation path; based on the
value-driving factors, the measurement reference items of content elements are designed and selected to construct the
measurement framework. The performance measurement system (PMS) includes financial and non-financial key per-
formance indicators (KPIs) that can support the business model innovation process. Based on the strong correlation be-
tween key performance indicators (KPIs) and value drivers, 44 key performance indicators (KPls) are designed by meas-
uring 15 value drivers (measurement reference items), and the innovation model is finally generated.
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Fig.2 A prototype canvas design for an online consumer business model
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Fig.3 A framework for measuring content elements of a user-centered online consumption-oriented business model
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Fig.4 Relationship between performance measurement System (PMS) and business model innovation
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Fig.5 Innovation model of online consumption business model based on data index system
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