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Abstract

Based on the theory of value co-creation and digital economy, this study constructs a framework
model of “data-business model innovation” using A electric company as a case study. The research
findings show that under the empowerment of data, manufacturing enterprises can achieve busi-
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ness model innovation through precise understanding of customer needs, continuous improve-
ment of products and services, comprehensive optimization of supply chain management, and ef-
fective cost control. This makes data-driven innovation the primary approach for manufacturing
industry enterprises. Business model innovation in manufacturing enterprises empowered by big
data mainly focuses on product and service innovation, supply chain management optimization,
channel marketing, and digital-driven strategies. This study enriches the framework model of
“digital-business model innovation” and provides guidance for manufacturing enterprises in the
digital economy era to achieve high-quality development.
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Figure 1. Digitisation pathway for A electrical company
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Figure 2. MeiYunzhiDigital builds omnichannel connections with consumers
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Figure 3. “T + 3” business model change
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