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The Measure Model of Customer Value
Proposition in Enterprise Business Model Innovation.
Exploratory Research Based on Hualu Group

FENG Xue-fei' , DONG Da-hai'* , SONG Xiao-bing'

(1. School of Business Administration, Faculty of Management and Economics.,
Dalian University of Technology, Dalian 116024, Liaoning, China;

2.China Business Executives Academy, Dalian 116024, Liaoning, China)

Abstract: This paper studies the business model innovation and the customer value proposition
formed during the innovation of Hualu Group with an exploratory case study method, and con-
structs the measure model of customer value proposition in enterprise business model innovation
(BMID). Research shows that, due to the unique characteristics of business model innovation, the
customer value proposition reflects four aspects, which are subversivness, resonance, polygon
and specialization. On the basis, this paper elaborates on each dimension of customer value prop-

osition in the process of business model innovation.
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