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Abstract

The fast development of the information technolsgiearticularly, the mobile internet,
has made a great shock in the traditional newspgagastry. The study of the transformation
process of the traditional newspaper industry,if®rsurvival is of great importance. This
research tries to understand the mechanisms ofgehand action during the process of
transition from the traditional industry to the ammedia. We start by doing the literature
review about concepts, such as: omni media, infaonaesources, competitive advantage.

We also researched literature related to busineskeis and organizational resources.

In this research, we adopted the quantitative ntktBased on the literature review we
build a questionnaire. We sent the questionnaireetople that works in the industry. We
intend to understand the process of transition fa@ditional industry to the omni media.

The innovation of the thesis consists in the faet is one of the first studies about the
problems that affect the traditional newspaper stiguand how the transition from the

traditional industry to the omni media was doneme of the biggest Chinese newspaper.

Key Words: Omni Media; Transition Strategies; Business Meg€hina

JEL Classification: M1






Resumo

O rapido desenvolvimento das tecnologias de infgdmaem particular da internet
movel, provocou um grande choque da industriadianal dos jornais. O estudo do processo
de transformacé@o da industria tradicional dos jgrm@m vista a sua sobrevivéncia é de
capital importancia. Com esta pesquisa tentamogp@ender os mecanismos de mudanca e
acdo durante o processo de transicdo da indus#iicibnal para a midia onipresente.
Comecamos por proceder & reviséo de literaturaesmbseguintes temas; midia onipresente,
recursos de informacao, vantagem competitiva. ligasos também a literatura relacionada

com modelos de negécio e recursos organizacionais.

Nesta pesquisa adotamos o método quantitativo. Gase na revisdo de literatura
construimos um questionario que enviamos a pesgyoastrabalham na inddstria para
percebermos o processo de transicdo da indUsadicivnal dos jornais para a midia

onipresente.

A inovacao desta tese reside no fato de ser unprilogiros estudos sobre os problemas
que afetam a industria tradicional dos jornais en@do como a transicdo da industria

tradicional para a midia onipresente foi efetuadta dos grandes jornais Chineses.

Palavras-Chave Midia onipresente, Estratégias de transicdo, \Msdde Negocio.

Classificacdo JEL M1
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Business Model Transformation of Newspapers froaetlifional Media to Omni Media

Chapter 1 Introduction

1.1 PracticalBackground

1.1.1 Development of Traditional Newspaper

In 745, the first real newspaper was born in Chlnal582 (towards the end of Ming
Dynasty) first private newspaper was published &ijiBg. In 1609,Avisa Relation Oder
Zeitung published weekly in Germany, which was the earlissivspaper published on a
regular periodical basis. In 161Brankfurt News regarded as the first modern newspaper

globally, published weekly with all sorts of news.

In 1822, the first modern newspaper in Chieelha da Chinawas published in Macao
in Portuguese. In 1902, the first official newspap®rn in China -Beiyang Official
Newspapemwith its headquarter in Tianjin, began it disttibn all over China. During the
Republic China era (1911-1949), the renowned staas ideologist, and scholars Kang
Youwei and Liang Qichao (Kang used to be Liang'scter, both were leaders of
Hundred-Day Political Reform, June 11 -Sept. 2198)8during Guangxu Emperor
(1875-1908 in throne)), established newspaper axfito report current affairs, criticized
social events of the day and disseminated culame, made great contribution to promote

social development and progress.

After new China was established in 1949, the gavemt invested and issued “Four Big
Newspapers” --People’s Daily, Workers Daily, Guang Ming DailgndChina Youth Daily
plus over 250 newspapers in governments at diffeimrels, which made the new China
prosperous. At the end of 1970s, Evening Newspajpettdished and issued after 2pm), and
Industry Newspapers (established by different depamts of different industries or different
associations) became very popular, and made neexpéygl of vigor after a long period of

silence.

Since the mid-1990s, China has entered the “Erdrb&n Newspapers”, on January 1,
1995,West China City Daily the first urban newspaper (subscribed by ressdanfree will,
regional comprehensive daily newspaper mainly teporife of citizens) was established, it
mainly reported political news, social news, spoesvs as well as provided large amount of

daily information in Chengdu, Chongging and ciésund. It has been very popular with its
1
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good brand and strong authority soon because afvestigation and reporting system with
secret inquiries and supervision by public opinidhend of the first year of its distribution,
the circulation reached 100,000 copies, advertis¢mevenue exceeded 100 million Euro
dollars, and this declared the beginning of thé me@rket competition in newspaper industry
in mainland China. For the second year, the citmniaclimbed to 300,000 copies and third
year to 600, 000 copies and its advertisement teveeached 560 million Euro dollars. By
2013, its circulation reached 1,200,000 copiegjai$ ranked at No. 44 globally and No. 5 in
China against the data from the Global Newspapesodiation. It is a comprehensive
newspaper with the most circulation, influence aaderage in west China whose employees

has reached more than 3,300.

After 1997, bunches of newspapers began to copyitate the operation model Wfest
China City Dailyincluding Beijing NewgqBeijing), Hua Shang Daily(Xi’an), Urban Express
(Zhejiang Province)Xinjiang Metropolis Daily Southern Metropolis DailyGuangzhou),
Yanzhao Metropolis DailyHebei Province)Strait Metropolis Daily (Fujian Province ,
Peninsula City NewgShandong Province) and so on. From the data aiaCNewspaper
Association, by 2015, there were more than 1,9p@gyof newspapers in China, which had
the average period of print copies of 21.43 milleomd total printed copies to 45.9 billion.
However, the urban newspapers stand at very immportde which occupies 73.95% of the
market share from all the newspapers and is raakdbb. 1 globally all time in 20 years. This
kind of newspaper has become the mainstream ofpeges business in China with over 92%
of self-subscription and 100% self-operating issate. The sudden occurrence of urban
newspapers meant the beginning of market competdfonewspaper business in China. At
the same time, it also declared the end for thespaper to get financial aid from the

government which made the urban newspaper the imiae in the newspaper market.
1.1.2 Newspaper Development Facing Turning Point

The period of 2006 — 2016 was the fast-developewade of media in China. During the
10-year development of network, information teclggl (IT) has played an indispensable
part of people’s life. From the data issued by @hinternet Network Information Center
(CNNIC), by December 2016, netizens population mn@ had already reached 731 million,
equals the total population of Europe, the Intepestetration of China is over 53.2%, at the
same time, more than 450 million using the mobileres to log on the Internet, it is 95.1%

among the netizens in China.

2
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Newspaper was in its strongest state at the bewinduring the period of 2015-2012,
particularly the City News Newspaper group, theumhmgrowth rate is more than 10%. From
2010 to 2012, the circulation and advertising resehas been doubled compared to 10 years

ago. It is called “golden time” for newspaper besis (Cao Feng, 2013).

Under such circumstance, at very fast growing efititernet, the sales of newspapers
and any other paper products declined. Particukinge 2012, smart mobile phones became
a fashion in mainland China, most of the infornratibbat people constantly to get is from the
internet through smart mobile phone. From the sunfeChina Central Television (CCTV),
the market for newspaper is no longer in its p@ak.tFrom 2012 to 2015, the reading arrival
rate of newspaper daily dropped by 9.7%, i.e. ygegB00,000 reader less. Among these data,
greater loss happened inside City News newspapér2% drop overall. Readers of the
newspapers became older, fewer and fewer youngeergions would choose to read
newspapers. Among them, people who were born ir0d@hd 1990s have become less
frequent newspaper readers. Instead, they usatdét to read, browse and get information;
the trend is that number of daily clicks has bewrdased 2.3 times within 6 years, reached
82% (Cao Feng, 2013). In fact, since 2009, cireutadf newspaper business declined a great
deal, from the research data of World Newspapeir®ss Associatiof WAN-IFRA) , by
2015, the circulation and advertisement revenuee@dsed by 15% to 19% globally.

From the data of US Newspaper Business Associationing the period of 2007 and
2012, the adverting revenue decreased by USD Barpilvhich was 55%. Against the audit
report issued by US News Media every 6 months, fMarch 2012 to March 2013, daily
circulation dropped less than 1%, compared to thenmet a few years ago, the situation is
improved. However, the data includes digital newespaas well, the hint information is that
the circulation of the paper-newspapers has beelindd greatly. In 2008, Christian Science
Monitor (US) suspended its publication and usedineniservice. In 2009, The Rocky
Mountain News with a history of 150 years has befficially ceased its publication. Until
2013, there were altogether over 200 newspaperddra in suspension of publication, 13 of

which ceased publication and used their websites.

In Europe, paper media has been in rough time ds Rapid development of new
media of IT based on the Internet has brought gnéato the newspaper, more and more
younger generations have shifted to the Internet tduthe fast speed of the Internet (Cao
Feng, 2013). Last year, paper media experiencedatbest tide of bankruptcy after World

War I, three influential newspapers consecutiveclared their bankruptcy, and it led to
3
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thousands of unemployment. On 12 April 20D8utscher-Depeschendienst Associated Press
(DAPD), the second largest news agency in Germany officiased to operate. Also in
December 2012Financial Times Deutschlandhe largest financial newspaper in Germany

also made announcement that they have been inrgispef publication for a long time.

At present, there are 22 large-scale nationwidespapers in UK, including 11 weekly
newspapers (issued from Monday to Saturday) anmtetspapers issued on Sunday only. The
newspapers can also be divided into “broadsheétgh” quality newspapers”, “mid-market
newspapers”, “minor newspapers” and “popular newsps against the characters of the
readers. The drop of circulation of these newszapas been continued for several years, the
percentage is around 5%-10% annually. In 2014, &idar Lebedev, Russian businessman

bought 75.1% share of “London Evening” (heavy laggh 1 pound.

Since 2010, paper media in France has been suféeteddue to different reasons like
higher price, plummet of sales and advertising @l as general loss. In May 2014, the
average circulation of the famous French dagyMondein 2013 was only 303,000 copies.
Natalie Nougayréde, Editor-in-Chief resigned onhl4fter 15 months in office. This means
the dilemma of transition from paper to digital éniThere were 7 out of 10 Editors-in-chief
and vice Editors-in-chief, as well as 2 assistamtihe editor-in-chief resigned in September.

Paper media crises broke out seriously.

Japan, as the most developed newspaper busingssworld, based on the information
of Japanese Newspaper Association, daily circulatiaJapan in 2001 was about 53,680,000
copies, by 2013, it dropped to 47,390,000 copied,3 years, it decreased at a rate of 1.13%
annually. Among themYomiuri Shimburwhich has the largest circulation in Japan dropped
from 5,000,000 copies daily in 2010 to 3,000,00Q044 (Yin Liangfu, 2012).

The development of IT is growing faster and fastepecially in media industry, means
of spreading has also been changed a great dealsgddper and radio were replaced by
mobile phone. Modern young people get their infdrammand communication via Internet.
New media is beginning to taking a great part iogte’s daily life, at the same time, it has

taken preemptive opportunity for the publishindhtgyof information.
1.1.3 Choice of Newspaper Business: Omni Media Traition

Hit from digital and network media, great changeséitaken place for the general
readers to get in touch with media, from motionlessl passive in the past to active

participation. The circulation of traditional nevegier has been declined greatly. In North
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Caroline State University, Prof. Philip Mayer (20G&nce published an article called The
Dyeing Paper Media: Rescue Reporters in Informalfimnes. His opinion is that by 2043,
there will be no more paper media. In short, byoBet 2043, when finishing reading, last

reader of paper newspaper will not purchase anymewspaper.

Along the tide of reform of the newspaper worldwidewspaper offices also have three

directions of development.

First, some newspapers including established boamdewspapers were going bankrupt
one after another. On December 9, mainstream neediaits related newspaper enterprises
includingChicago Tribune, Los Angeles TimandBaltimore Suralso declared that they had
made applications to the local court for bankrugiogtection, and this also unveiled the big
tide of newspaper bankruptcy in US. After this, esal tycoons of newspapers made
applications for bankruptcy protection in successiwoping that they could get rebirth from
bankruptcy protection through asset restructuridgi Qifeng, 2013). By the end of 2013,
over 300 newspapers had ceased to operate. By Dec@®l16, there were 100 newspaper in
suspension of publication in China includireijing Times (Beijing), Morning News

(Shanghai) and many others.

Second, some newspapers stopped their printingy #iefted to Internet. These
newspapers are still struggling to make a prafi010, when Murdoch ambitiously invested
a large amount of money of USD 1 billion to estsiihlnew medi@HE DAYbased on IT of
the Internet, it only existed for 2 years, and edat operate in early 2012, which cast a
shadow over digital transition for newspaper bussn®n March 26, 1016, Chicago Tribune
(US), The Independent (UK) shifted their businessnf paper edition to network edition.
David Callaway, Editor-in-Chief of US Today (No. id circulation in US) declared that
within about 5 years the newspaper will shift tigtdtom its printing business to Internet

news media.

Third, more newspapers depending on their brardante, abundant capital, excellent
staff, are on their way of “Omni Media” (all kindé media exist at the same time), they have

obtained some preliminary results.

After long time of research, related departmentsi@iispaper industry in China have
proposed the concept of “Omni Media”. It is call&foss Media” in Europe and US. The
two forms have lots of similarities in operatiorhel concept of “Media Convergence” was
first proposed by Prof. | Puer. In short, it meagradually many different patterns of

manifestation of media will gradually converge tthge, and there will occur multifunction
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phenomenon, while media convergence will be in app®ce of putting traditional means of
media like newspaper, TV together (Tang Ruomei,gTaanbing, 2010). Media Research
Center of US Press Association takes the concemiediia convergence as “alliance of audio,
interactive, printable, video, between digital needstrategic, cultural and operational”. To
emphasize “media convergence” mainly means the eratipn and alliance between each
media. The concept of “Omni Media” mainly uses ithiguence of traditional newspaper by
using traditional newspaper, broadcasting, TV dhdaats of new forms of media (including

network, cellphone, outdoor media), the newspagproarry out a new form of spreading and
industry operational model. “Omni” does not necasanean “big and everywhere”, instead

it means “the convergence of multi-media”.

At present, “Omni Media” is the main form of thevééopment of newspaper worldwide.
In Europe and US, newspaper industry has alreddntdigital transition. They took some
simple news with only words or pictures, updatifgm to different expressions like
“words+audio”, “words+video” and “words+video+picat+audio+excelsheet+cartoon”, and
this has created the multi-dimensional effect. Whikeping the overall brand value and
professional news value, they are also trying tothisir best to realize their advantage

promotion among the harsh competition.

The core symbol of transition in US newspaper vad Nlew York Timesleclared that
free reading from their website would stop sincerdia31, 2011, and they began to set pay
walls, each IP user can only read 15 news forrineathly, payment must be made if further
reading needs to be done. Under such circumstadicgislization of big newspaper is faster
than medium and small-sized newspapers. Becauseumeahd small-sized newspapers
depend on local small profit market segment, whickans that they still have space to
survive. The survival space is becoming smaller mdller for the big newspapers, the faith
of breakthrough from the dilemma becomes stronger sironger. Under the leadership of
several big newspapers, newspaper digitalizatiod®fbegan to make profit in early 2012.
From the data from American Broadcasting CorporaffBC), from October 2011 to March
2012, during that half a year period, digital versiof newspaper in all over US has been
growing rapidly, and it made up 14.2% of the taatulation, while in the previous year the
percentage was only 8.6. Among them, the digithlstibers ofNew York Timesurpluses
those of the published, the circulation of digitatsion increased by 73%. By 2014, mobile
terminal downloads and network subscription had enmvenue than that of traditional

advertising, and made profit as well, this waseagachievement.
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In UK, Daily Mail, TimesandFinancial Timesand many other newspapers are not only
beginning to carry out different media to make potion for their newspapers, but launch
omni media development like “newspaper + websitedeo” at the same time (Zhao Ru, Li
Yonghong, 2013). Newspapers in Germany begin toycaut App clients to develop their
business. The media in Germany charge people byidimg supporting services.
Investigation made by German Periodical Associaiaiicates that to some extent, there has
been a constant growth of the reading patternsaympnt via network, mobile, IPad and
E-books. At the same time, periodical reading & ajrowing fast. Among them, there are
more and more clients using IPad and E-books (ingng, 2014). Relatively speaking, in
Japan, newspaper industry is not only carrying“@rani Media”, but also calling on “get
benefit from culture”. At the same time, they axpanding their culture and sport by using
relevant media industry, among which are art galercities, high schools and professional
contests of baseball and chess. These culturaitegiare going to be the important impetus
to promote Japanese cultural media. These acswviie only activate the newspaper layout,
but also bring popularity for the newspaper andccutation has been increased (Ruan
Miaomiao, 2011).

Compared to the traditional development model,utation model of E-newspapers has
high competitive ability by using high effective ares of communication and diversification.
Consumers can get tailor-made information per theique need, meaning it is not necessary
for them to read those that they do not choose.nMbdae, by different tailor-made contents
and ways, circulation can provide different busthefesigns for the development of
newspaper industry, in this way, the newspaperetgattively lock the personal terminal of
the consumers. Therefore, in the process of relsedrnewspaper enterprise transition, what
is the nature difference between traditional newspand omni media, and what differences
have made newspaper industry with omni media dactafely carry out diversified business
model and this will provide effective theoreticalpport to understand the transition and
development methods of the traditional newspapustry.

In China, West China City News began to arrangeoitsii media back in 2011---
establish West China City network. In 2012, it bbthed West China Community
Newspaper and West China Urban Reading, purchasstue® People’s Broadcasting
Company ( FM90.0) , created 1,500 outdoor cultural walls that belong high-end
communities, and launchedMést China City Newsofficial Weibo (twitter, same with
Facebook), WeChat and Client terminal side basetti@mobile Internet. In November, 2015,
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West China City News cooperated with Alibaba. Aihamade cash in to build brand new
“Cover” based on APP in cell phones, whose maimicelis to enable the generation born in
1980s and 90s to read via their mobiles. Within esmry download from users reached
20,000,000, daily active rate reaches 2,000,000June 14, 2016, Type Class A qualification
of mobile Internet news was successfully gained, #as made it the second such network
nationwide (the first one is Pengpai News in ShafghMoreover, it has established 27
mobile new media matrices by taking Cover as itee docluding “Be a Chengdu Local”,

“Tianhu Technology”.

In 2016, after omni media strategic transition, ¥@ina City News was in good shape
again. Despite advertisement revenue decline by, 2ig%increase of revenue of new media
gained 300%, overall income and profit increasedobgr 11%. In view of the data from
China’s General Administration of Press and Pubbca Radio, Film and Television
(SGAPPFT), its annual income was Euro 185 millioet, profit Euro 59 million, ranked No.

1 nationwide.

As the first City News in mainland China, West Ghi@ity News created an era for
newspaper industry in mainland China, not only Waton but quantity of advertising
publication, West China City News occupies over #ifhe market share in mainland China,
therefore, it has got the worst hit from new meala new technology. And once again, it
took lead for strategic transition, becoming a smaission platform combined with network,
mobile media, broadcasting, network TV, outdoor imexh basis of newspaper. And this can
be a very important reference as well as guidirigevéor the newspaper industry nationwide.

1.2 Theoretical Background

1.2.1 Digitalization Transition Model

With constantly development in the newspaper ingughe convergence of media
became diversified, which enabled newspaper toedégpon basis of network to broadcast in
multiple terminals. Western scholars have paideclagention to the development of media
convergence, it takes them a long time to discus$ @esearch during the process of
newspaper transition. In 1980s, Prof | Puer (US)denaome research about media
convergence. Among Japanese scholars, in his boall ®r Newspaper Industry, Ma Qingfu
once said that only when we entered 21st centwyjdcwe see the real road for the

newspaper really. Therefore, for the developmerihefcompany, the most important means
8
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is to optimize and “embellish” newspaper media.ZB\L6, many overseas scholars have done
research on media convergence, and publishedwioeks. In addition, many scholars in US
also made analysis to the form of media convergamckthe way to realize it. For instance,
the exploration of E-newspaper, they propose thatewspaper can be realized in the
application of electronic system. They even come with the idea that of certain
E-newspapers: to the senior, to the people whooarddusiness trips and to the young.
Moreover, they design the means of spreading ors ledisomni media. Their research also
proposed the basic evolution model of the new lmssirmodel of omni media: technology has

played a dominant role during the change of ovéradiness model.

Opinion of Chinese researchers is that modern omedia gives impetus to the
development of newspaper industry. However, itdsia lot of challenges at the same time.
Therefore, during the development, methods needédoused to combine media with
convergence and transition, so to achieve new fafrdevelopment of new media. Or by
using brand strategy to develop to highlight thieucal characteristics of the company. Also,
the impetus of IT will enable newspaper to chartgemodel, to realize the recovery and
prosper of newspaper industry (Lin gang, 2010). levbiher scholars believe that new media
with the newly-developing technology can be combimeith traditional technology, the
essence is to make clients satisfied. By applytregegy of omni media, using technology to
satisfy clients’ demand so that experience of thhesamers can be improved (Du Xiaohong,
2012).

1.2.2 Omni Media Business Model Transition on Basisf IT

Though traditional newspaper industry has multipledels of transition, under the
circumstances of omni media, the core changerii¢se application of the newly-developing
technology which will bring more new choices foe tthevelopment of the newspaper industry.
By understanding IT will bring unique change todit@mnal newspaper industry will help

understand how to design transitional business hiodweeet the standard of omni media.
1.2.2.1 Renovation of Traditional Industry Broughtby IT

Along with the development of the basic industryolation, human society has gone
through the age of steam as well as the age ofrieieg right now we are in the times of
information technology (IT). The whole human sogiet making its change every day. No
doubt as the unique general technology, IT haseplay huge role to promote the society

development and people’s life. Within several desadhe technology improvement and
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productivity renovation have been far exceedets several thousand years. The invention
and application of IT have effectively promoted theanufacturing of hardware and
development of software, material production andise management, the combination of
real and virtual economy, and these have becomsettbrag impetus for the development of

our economic society.

IT resources have general features of economiaress, i. e. effectiveness, scarcity and
optional use of production element, therefore ISoteces should belong to category of
economic resources. Physical resources like ITuess and natural resources, HR and
capital resources are the basis of the existendel@ndevelopment of the human beings in
the world (Wu, 1996). Under the current technicad @conomic condition, IT industry is the
accelerator of the economic development, conveofethe ways of development, and
propeller of industrial upgrading (Jiang, 2008).c@nIT industry has influence on the
development of real economy, brand-new means of@u@ exchange is going to come into
being, and this will make the whole process of @loetonomic activities depend on IT, and at
the same time new social economic activities walldsought. In other words, IT will become
leading industry, replacing and integrating heakgmical industry. As the material basis of
network society and a whole new technical economyagigm, IT industry has the
characteristics as follows: 1) information has lmedhe most important economic element; 2)
relatively strong permeability and network featu@s‘remodeling” function to economy and
society; 4) strong function of integration to reldttechnology (Castells, 1996). Therefore,
compared to the traditional technical products l@ding information service), IT products
have brand-new form and characteristics. Meanwhileyill upgrade economy to its virtual
form. Moreover, unique economic rules will dominatiee rising and declination of
information-based economy, for instance the extemirmation rules and information

monopoly (Yan, 2004).

The innovation brought by IT revolution changed thperational model of macro-
and micro-economy at a great extent (Yan, 2004)dddrsuch paradigm, the value of
intelligent capital has been greatly reflected, @nsl continuing to grow; production mode of
human labor will be replaced by intelligent prodostmode, and the latter has become the
mainstream of the human society. Production basgatimary production will be replaced by
the mode of production of combination of manufaciyrand service. The combination of
tertiary and manufacturing has brought new idedeselopment and enterprise organization

model. Mode of production mainly based on matezigrgy input will be partly replaced by
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IT resources. Under such background, compareddtitivnal industry, unique value of IT has
characteristics as follows: 1) relatively strongrrpeability and network features; 2)
“remodeling” function to economy and society; 3josg function of integration to related
technology (Castells, 1996).

1.2.2.2 Business Model Designs Theory Research

The concept of business model occurred long tine 8gllman & Clark and others
(1957) were the first to propose the concept phbtisin Operations Research. However, its
rising began in the 1990s. As an important anaytimit, relevant concepts have been paid
extensive attention from scholars and practitionkBrgecent years, more attention has been
paid to the concept of business model (Zott andtAB008; Coye and Haselkom, 2009)
whose core is to rebuild traditional business wigrnet. Thanks to the rapid development of
Internet, operation of virtual market (MagrettaP2pand development of newly-developing
economy (Ricart and Enright, 2004; Amit & Zott, Z00IT and modern management method
have become important elements for developmentfamdation of business model (Wirts
and Schilke, 2010; Gambardella and McGahan, 2010).

The focus of business model from tradition mainisdd on the information network,
analysis and focus on decision patterns as wahdigidual behaviors (Timmers, 1998), the
focus on research was the research of concept modattrial model research and case study
research. The rising of business model researchide® new aspects to solve and promote
advantage of enterprise competition. In recent gjeatore and more researchers have
discovered that business model is an importanteerior the formation of the advantage of
enterprise competition (Rapp & Rapp, 2008; Lump&irDess, 2004; Zott & Amit, 2007,
2008), whose focus is on the performance of therprise. Though business model has
played a role in promoting to form the advantagesmterprise competition, how to use the
available resources of the enterprise, especiatiytfe traditional enterprises, how to use the
available resources and relevant characteristih@findustry, with the help of the Internet,
digitalized technology to remodel the business afp@mn model, this will greatly help
understand unique business model design accordinipet basic element of competitive

advantage of different enterprises.

1.3 Research Significance

Under the background of IT of social change, hoaditronal newspaper industry is
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going to survive via efficient reform facing theils¢ of multimedia, this will have positive
significance in understanding the development aflitonal industry and remolding of
competitive advantage. During this process, tradéi research seldom pays attention to the
development of omni media or IT media and the diifiee between the mechanisms of
forming the basic competitive advantage of theiti@tal media, and it is because of the
difference in the basic competitive advantage s to the unique design for the business
model of multimedia. It will help understand how ¢ope with competitive advantage to
design corresponding business model via undersigndhe difference between the
mechanisms of competitive advantage of multimedivapaper and traditional newspaper.
Moreover, it will also help understand how traditd newspaper can make transition to
multimedia newspaper via understanding how differmpetitive advantages will bring
new business model, this has the direct influenteghe development of transition of

traditional industry to newly developing industry.

1.4 Research Content

To understand how efficiently can traditional neajgr realize the development of
transition on basis of omni media based on IT, tesearch is going to discuss the following

guestions:

1) What are the unique advantages of omni media basddformation technology to
be comparable with traditional newspaper industry?

2) What are different designs of business model fertthditional newspaper industry?

3) How does the unique advantage of omni media hafigeimce on reengineering of

the business model of newspaper industry?

1.5 Research Method

The thesis will use relevant research results gent years of media operation and
competition of new media based on IT, forming bdsanework for case study based on
document research, and make analytic demonstratittmnthe relevant framework research

together with theoretical viewpoints and researetthods.

Method of literature research: collect, identifyjdareview literature of global “omni

media”, form the recognition of the new knowledgeomni media via literature study. Via
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reviewing available research, analyze the uniqueaatage of related industry based on IT
compared to traditional industry and what reformswill bring under the system of

framework of the available research.

Interview: Have one to one interview by using oppoities like business trips,
conference or even special visit; or hold forunh&ve conversation. Altogether, there are 11
paper media offices have been visited includingtiseam Metropolitan News (Guangzhou),
Qilu Evening News (Shandong), Morning News (Shaijgliijing News (Beijing), Chutian
City News (Hubei) and Hua Shang Daily (Shaanxiycdssions have been made on the
changing mechanism of business model during theegs of newspaper transition from

traditional way to omni.

1.6 Main Innovations

Analysis made for the mechanism of omni media itemsof newspaper based on IT,
analysis and comparison have been made beforeftendransition, general theory model has

been constructed.

Propose creative theory of omni media transitiom, @mni media integration does not
mean traditional media melt away new media or neadimmngobble up the traditional media,
instead, it means matrix integration. Integratisrinieory, mentality, content and technology,

we do as to make adjustment and interactions, w&upuecreation and win-win.

Suggestion made that the development mechanismnmoii snedia transition of the
newspaper as well as the probe and research déwslopment trend of the business model
after transition.

1.7 Technical Approach

This research starts from theories of omni medimrimation resources and competitive
advantage, so as to understand the core sourcenopetitive advantage of multimedia
newspaper based on IT over the traditional newspapederstand how corresponding
competitive advantages change the business modgjndef the traditional industry via
analyzing the unique advantages of multimedia napspbased on IT, which elements can
be changed to realize the business model desiggdbas the multimedia IT, and this will

have guiding meaning for transitional mechanismcofresponding business model and
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mechanism of competitive advantage of IT that Wwile influence on the development of
future social economy especially during the proceéstransitional development from
traditional industry to industry based on IT. T@bze these questions, this research is going
to illustrate the current research, detailed infation is in the following three aspects
(Figurel-1).

Sub-research 1 uses the method of reviewing thenthef literature, related research
means based on the rational conclusion acquirectne difference between traditional
newspaper and multimedia newspaper based on Reiprocess of competition. Understand
how IT will give impetus to traditional newspaperthe aspect of renovation of competitive

advantage on basis of information resources thaodyresource view theory.

Sub-research 2 is based on sub-research 1, byrecinsf theory based on business
model, analyze what business model designs exishanstructure of traditional business
model to understand the core element of differersiness models, especially how business
model design will get its evolution and developmentler the background of understanding
the significant difference in multi-aspects betweeaditional newspaper and multimedia

newspaper.

Sub-research 3 adopts the method of large sampleyswand does case study for the
theoretical model of sub-research 2 to understhedtiansitional mechanism of business
model design during the process of transition frtoaditional newspaper to the multimedia

newspaper, providing necessary proof to the cooredipg theoretical assumption.

Therefore, transitional mechanism of business madeing the process of transition
from traditional newspaper to the multimedia nevpsgpaconstructed by theories of
information resources and competitive advantagel &rm a practical proposal per
corresponding theory model, thus establish a logystem of theory analysis with a

background of unigue transition.
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Figure 1-1 Research Technical Approach

Based on the logic arrangements of technical ralescribed as above, the thesis is
consisted of 5 chapters, detailed arrangementsnaid content are as follows (shown as
Figure. 1-2)
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Chapter 2 Literature Review

2.1 Theory of Omni Media

In academic field, similar with “omni media”, forass-media, their definition and
operation nature are totally the same. Until noamhi media” strategy that is based on
Internet technology and mobile media has alreadpine the worldwide trend for newspaper
business, the core of omni media transition istdigind mobile transition. As a matter of fact,
early in 2003, when the newspaper business wals itilts prime time, some of the
newspapers with foresight like New York Times arahtéi Daily already began the transition

and practice of being digitalization and mobilipati
2.1.1 Concept of Omni Media

Omni Media in narrow sense means that with the togpef technology, the traditional
Newspaper Enterprise (NE) realizes its path tremmsibased on the Internet with diversity,
multi-terminal and divergence. Prof. |I. Puer was filnst scholar who proposed the concept of
Media Convergence (1980). He believes that thenessef media convergence is no matter
where and when, the reader can use the Interneanyaterminal to get information and
service, this is the integration of multi-functiah all kinds of medias. Andrew Nachison

(2001, Director of Media Research Center of US Néssociation also emphasizes that
“media convergence of omni media” refers to thepawation and alliance among all kinds of
media including printing, audio, video as well aderactive digital media. Road for
Newspaper Industry (2003), Ma Qingfu made thoroaglalysis on how the newspaper
industry would break the ice facing the challenfaew media and new technology, he thinks
that only the industry embraces the new technoloay it find a way out in the new era.
Stephen Quinn (2005) focuses on the research ofanwethvergence model. He thinks that
the traditional newspaper and new media shouldhl&@m each other, the border between
each other will become more and more vague alorg thie improvement of digital and

network technology.

Media Economics by Yu Guoming (2009) thinks thatnomedia mainly refers to media

like newspapers, magazines, broadcasting statindstelevision stations based on IT and
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network technology, this has totally changed castl atate of time and space for the
collection of languages, phenomenon and data, gadigital technology as its core, integrate
different information to further strengthen the eirictions and interconnections among

different types of media.

Omni media in broad sense refers to the form oftimugdia and combination of
relevant elements. Among them, it contains integnatof media function, means of
transmission, structure of organization and owriprsim 2003, per organizational behavior
and employees of the media, Prof. Gordon (Northwksversity, US) induced five types of

“omni media” as follows:

The ownership belongs to a large-scale of mediaigrdhere are different types of
media including newspapers, broadcasting stati@hsyision station, APP on client side of
mobile news, but the faster it can share the ifmanding and resources of the group, the
higher degree of the omni media the newspaper miger (NE) will be, like

Telecommunication Group in Ohio and Media Groupglrida.

Different media under certain circumstance can alsalize news resources share
(strategic convergence), for instance, the coojmradbetween newspapers and television

stations as well as broadcasting corporationshtblaing to different media groups.

Moreover, there is a new product called outsourcimgperation, like Orlando Sentinel

whose news products are all sold to televisioncstatafter packaging.

Journalist of omni media is also called “super jalist”, he alone can collect information,
edit pictures and video as well as have multi-medialished, he makes convergence of news

resources of multi-media in the angle of informatamllection.

Content convergence mainly refers to the employdesiedia institution use different
kinds of skills like public interactive tools andeans of multi-media to accomplish the report

of the news.

What are the Characteristics of Omni Media? Theuneat digital technology is an
important impetus of omni media. The fast developihaé new IT is the direct driving force
for the media convergence. Therefore, “omni medias distinctive features with high

mobility and digitalization.

Collect information for once and spread it for npié& times. The improvement of
technology makes it possible for everybody to euanalist. The models content production

and communication have been totally changed. Theesaformation, after being edited, can
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be issued in the Internet in a very fast speeah theugh audio and video, get it published in
the newspaper is the last step. This is what iec¢ahake “collect for once and spread it for
multiple times” possible. Lin Gang (2010) pointst ¢tluat under the circumstances of “omni
media”, multi-media is a vital factor for buildireg platform of development. The newspaper
needs recovery and be prosperous by using new ngdixiaohong (2012) points out that
“‘omni media” is actually collecting the same infaton in all different aspects including

audio, video, pictures, words and get it publisti@dmulti-channel and multi-media.”

2.1.2 Research on Omni Media of City News Newspaper

At present, by checking the Internet, there are gomstudies on the development

strategy on City News newspaper based on IT.

The first is a case study. Chai Jie (2010) adoptearch method of combination of
horizontal comparison and case study to carrylmstudy of Yantai Daily Media Group that
began its new media business in 2003. Wang Xial(R6tade study on omni media strategy
of Southern Metropolis Daily, analyzing the backgrd and the development trend for omni
media of newspaper enterprise (NE) as well as tineeist problem during the process of its
transition to discuss how to make innovation in haaism and how to explore a new path in
the development model. Development regulation fgeeted to be found out via the unique

development path to be an example for the other NE.

Huang Zhizong (2010) made research on omni mediasition on NE in Guangzhou
including Guangzhou Evening, Southern MetropolishDand Guangzhou Daily. As to the
problem the three NEs are facing, together witlelotME transition to omni media model, this
requires development path for NE transition to omm@dia in mechanism reform, theory

innovation, talent strategy and industrial chain.

In addition, other scholars have provided valuafgsults for strategic issue of NE
transition based on the study of overall and maiters’ development of NE transition
focused on City News newspaper under the backgrotid@jital era (Guo Quanzhong, 2013).
Omni media transition based on IT is a worldwidentt which is connected to media
revolution and technology and this has formed terall background of omni media reform
globally (Ren Mengshan, 2010). The websites estiaddi by the newspapers should focus on
the video, provide more original content of bothliauand video and carry out strategies of
differentiation and branding (Wu Xue, 2011).

Another is the strategic study of NE transition einthe background of omni media. In
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recent years, there have been more and more anhaliysimni media era and discoveries of
surviving development strategy of the newspapes, fitus is mostly on how to develop
under the circumstances of omni media, for instaNesv Strategy of Development of NE in
Era of Omni Media (Hao Shukai, 2010), Reflect of REvelopment in Era of Omni Media
(Fang Zhaodong, 2010), Surviving Development Sgratef Newspaper in Era of Omni
Media (Zhang Dawei, 2010), How Traditional NE is Aat in Era of Omni Media (Su
Kuoshan, 2011), Get in Connected with Era of OmredM --- Reflect of Economic
Development Strategy of NE (Nie Zhaoxia, 2012),eotkthesis analyze in the angle of
convergence of newspapers and their websites, digavergence of Newspaper and its
Website --- New Challenge of Era of Omni Media (@haFeng, 2013), From Interactions
between Website and Newspaper to Convergence bf @ai Wei, 2013).

Then is the study of omni media transition of neaysr group. Some scholars point out
that the omni media transition of newspaper grauinformation era is also an important
trend for the media development. The omni mediasitin of the newspaper group is a vital
factor for the current media (Lin Gang, 2010). Matumedia market must be one or several
monopoly media markets, whose forms including gngkdia group (like newspaper group,
broadcasting group and mobile new media group), ptehensive media group (like
newspaper, magazine, radio and television, newsicéege and vertical convergence of
relevant industry), mixed crossed media group (rméidia and relevant industry as well as
combination of many other unrelated industry), ¢toenbination is diversified. While in the
sense of development process, initially there waoge single media groups, in mid-term
more horizontal and vertical combined media groupsently the trend has become mixed
crossed development. Highly concentrated, largkesaad diversified operation represents
the development trend of media development (Cag,F&0i4).

2.1.3 Doubt of Omni Media Transition from some Schars

H. Iris Chyi and Ori Teneboim have raised their lolsufor the direction of digital
transition of newspaper. They believe that NE digditansition based on the hypothesis that
paper media is dying is a pseudo-proposition, &edhlypothesis has not been verified. “At
present, it is possible that the technology andtaligation of the media is a bubble, the
development of paper media will continue its wayhaf past, but not in the smart phone, Ipad
and virtual reality.” (H. Iris Chyi 2012

Chyi & Tenenboim made research on readdrgluding newspaper and digital readers
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of 51 newspapers in the US (including America Tod&fll Street Journal and New York
Times), and the result is astonishing. From 20072845, the digital readers of these
newspapers did not increase significantly, on thetrary, after 2011, more than half of the
digital readers of the newspapers shrank. “Thaukziton is going down, but in local market,
the numbers of newspaper readers were more théaldges. Large amount of money has
been put into the establishment of digital produetsbsite edition however did not bring
handsome profit to media.” (H. Iris Chy2015). “The number of newspaper readers are
dropping, but they do not all shift to the E-versioThe big gap between printing and
E-version in attracting readers indicates the agnatof “digital priority “may not be

necessarily in favor of the future of NE."C H. Iris Chyi and Ori Teneboim 2015)

2.1.4 Summary

With the shock of new media from Internet and pélbne, if the traditional newspaper
cannot switch from passive to active, then it Ww#l over. Therefore, the traditional operation
method should be abandoned, integrated transmiasidmarketing of omni media should be
carried out. This includes four changes as belawtheory, realize the transition from
newspaper to omni media convergence; in means,nege media, new technology, new
channel to realize the transition in productiorergpion and profit models; in branding, level
of public opinion and comprehensive market competitess according to omni media
convergence and integrated method; in omni medi@ergence, pattern of focusing on paper
media should be shifted to the omni media and cautythe reinventing the production

process of omni media.

With the rule of marketization, City News newspapean establish omni media cluster
to carry out the omni media transition. Omni megli@form based on IT, guided by market
should be established to develop mobile termimalmirketing, in addition to reinventing
process per law of new media issuing, the focuslshiee increasing stickiness of clients, and

forging community life, service products includilegsure, entertainment and business.

2.2 Newspaper Business Module Transition under thdackground of

Information Technology

The nature of omni media transition of NE is torgaout technical renovation and create
new business process, operation pattern via infbomanternet, communication and various
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of video technologies to have a modern NE.

As for the reconstruction of the business modeltraflitional NE, the nature is to
reconstruct the enterprise value (proposition degmise value, network created by value,
maintenance and realization of value). Therefdne, ¢ore of business model transition of
enterprise itself is to analyze how the enterpdae make profit under the background of
informatization. Under such background, the coreclmaism of business model of
multi-media transition is to analyze the charasters of the IT, and how IT, as a resource,
brings technical transition and renovation. Analymev IT has influence on reconstruction
proposition of enterprise value, network createdvhajue, maintenance and realization of

value to reconstruct the business model. (Jin Xyéfa Haixia, 2011).
2.2.11T as a Resource

IT, as a resource, has its unique characteristizinD the early phase of the research,
guite a few scholars introduced resource-based taetlie research of IT to analyze how IT
resource of the enterprise will give impetus to to@struction of competitive advantage of
the enterprise. Viewpoint of Cdata-Wade & Hulland0@4) is that the theory of
resource-based view can make IT run better, ardhst three patterns of manifestation as
follows: 1) how to use different resources. In resed-based view, the nature of the
enterprise can be the recognition of IT of the gmise so the competitive advantage of the
enterprise in the market can be updated. The réagrof the character mainly reflects IT
asset and the ability of IT. At the same time tkple@ration of the characteristic can support
the theory to some extent. 2) Get the basic naitit€ and non-IT by using different nature
of various resources to carry out reasonable casgrar 3) Analysis of the theory of
resource-based view can use variables of the resswf the enterprise to get the connection
between resources of the enterprise and the sabtaircompetitive advantage of the
enterprise, and this will help get the effectivenfiework of analysis during the research of the
resources of IT. (Guo Rui, 2012; Chen Qi, 2010).

2.2.1.1 Resource View of Enterprise (including NE)

In the range of strategic management, usually than mpoint of analysis lies in where
exactly does the competition of the enterprise cénora, including how the enterprise sticks
to its competitive advantage by using its own eminent? (Barney, (1991); Teece, Pisano &
Shuen (1997)). Early phase research of range atiegic management mainly focused on the

analysis of products and external factors like reat& analyze the acquisition of the strategic
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competitive advantage of the enterprise itself (Bsr Wright & Ketchen Jr, 2001). From the
1980s, the research of competitive advantage oétiterprise is no longer the only business
for its external factors. The internal basic forimtlee enterprise is also a main reason that
brings the competitive advantage to the enterplis¢he management, resource view thinks
that enterprise itself is an effective combinatafnresources and abilities, and at the same
time the different kinds of resources that the gmige possesses is the most important reason
for the enterprise to be at the summit of the cditipe for a long time. There are two
important questions in the analysis of resourcetbasew of the enterprise as follows: 1.
What external resources of the enterprise can biong-time competitive advantage. 2.
Through what means can different kinds of resoursepport sustainable competitive

advantage to the enterprise? (Rumelt & Lamb, 2984

In 1950s, works of Penrose (1959) --- The Growtlthef Film, the resource-based view
was put forward. In this work, she mentioned tiat development of the enterprise usually
consists of many kinds of rules, at the same tifrteg development is diversified in this area,
and this will enable the development of the enteepto depend on the various resources of
the enterprise, also needs to understand how taheseesources. After that, scholars who
study of strategic management began to adopt tbeuree-based view as a professional
terminology, and did detailed study of when and hibe related concept came into being.
Until the middle and later period of 1980s, theottyeof resource view explains very well the
foundation of competitive advantage of the entsgriFacing this, Barney (1991) proposed
such viewpoint by reviewing and borrowing the atiagl framework of other scholars, not
all the resources of the enterprise can be theritapbcompetitive advantage of the enterprise.
The strategic resources are relatively independeattered in lots of places in the enterprise,
but the difference is relatively stable. Basedhig,tBarney (1991) mentioned that during the
development of the enterprise, the relationshigzvbéeh resources of the enterprise itself and
sustainable competitive advantage is not conclusing when the resources of the enterprise
have unique value and cannot be replaced, canelesant resources bring sustainable
competitive advantage for the enterprise. Normglgaking, great contribution from Barney
(1991) is that he mentioned what resources caméaustainable competitive advantage for
the enterprise. Based on the acceptance of arallytaamework of heterogeneous resources
proposed by him, with the deepening research, lp¢eiod of the related research mainly
based on this analytical framework to analyze hoetetogeneous resources can bring

competitive advantage to the enterprise (Chen @iQp
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Apart from the basic theory of Barney's 1991 heterogeneous resources, Margaret A.
Peteraf (1993) made analysis on enterprise’s resoury what means can bring
competitiveness to the enterprise. Her researctideltes the underlying economics of the
resource-based view of competitive advantage atebnates existing perspectives into a
parsimonious model of resources and enterprisefonpeance. The essence of this model is
that four conditions underlies sustained competitadvantage, all of which must be met.
They are including superior resources (heteroggmeithin an industry), ex post limits to
competition, imperfect resource mobility, and exedimits to competition. Among them, the
heterogeneous resource can bring Ricardian / miyopots to the enterprise. Enterprise rent
can be lowered a lot when having advance limithef competitor. Viscosity of resources can
make the rent of the enterprise to be shared irtsideenterprise continuously, and ex post

facto restriction can keep the capital continuadb

Based on the viewpoint of Barney (1991) and Petgr@93) about basic research on
resource, the current study has applied the retataoretical analysis into various areas like
the relationship between analyzing internal IT ugses of the enterprise and performance of
the enterprise. There are different ways to clgsaiid measure the enterprise in many
relevant researches, in nature, the case studytrategic management proposed by
resource-view has been put in a new level. At gmaestime, resource view theory has got
further developed and expanded into other areasdrafegic management, like HR (Human
Resources) management (Wright, Dunford & Snell,1308ntrepreneur management, Alvarez
& Busenitz (2001), marketing (Srivastava, Fahey &ri€tensen 2001), information

management, (Cdata-Wade & Hulland 200dconomic finance (Lockett & Thompson 2001),

international business (Peng 2001

2.2.1.2 IT Resource

In the earliest stage of IT resources, the earldsfinition came from different
recognitions and classifications in the enterphssed on the resource-view theory (Dong
Chao, Huang Lihua & Xiang Baohua, 2001). Thouglouese management emerged into the
IT industry during its later phase, a lot of rethttheories regarding IT occurred. Some
scholars believe that usually the concept of IT Wwéd used to analyze the performance of
enterprise and influence on the development oéttierprise, however, no definition has been
explained in detail. The occurrence and developreémesource view enabled the scholars

begin to define resources of the enterprise indemEmse. In their viewpoints, the resources of
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the enterprise usually consist of various items ¢laa be controlled by the enterprise, among
which are ability, asset, information, organizatmocess, knowledge and enterprise property
(Barney, 1991). The role of IT mainly is that itncaebuild and manage the process of
business management model of the enterprise, vatillle same time it will bring better
benefit to the enterprise together with some otbgources of the enterprise (Clemons & Row,
1991). In addition, IT improves the overall operatefficiency to the enterprise as well as
enable different kinds of resources to bring infation capability of unique price to the
enterprise (Bharadwaj, 2000). Based on this, wdmilalyzing the concept of resource view of
IT resource, deeper consideration and study shmilcarried out at the same time, that is the
definition of the characteristics of the enterprsel related concept of IT resource based on
the overall framework of operational managementhef enterprise. In addition, study has
been made on the characteristics of IT made byeBaand Bharadw&j2000) , conclusion at
the end of the thesis points out that IT resouscéhé overall regulation of the important
visible and invisible elements related to IT durithge process of the enterprise operation
(Dong Chao, Huang Lihua & Xiang Baohua, 2001).

2.2.2 Formation of IT Resources & Competitive Advatage of the Enterprise

Previous exploration of strategic value of IT raseuof the enterprise was mainly
focused on the capabilities that could efficiedtdwer the operational cost of the enterprise
and efficiently differentiate products or serviceorh other companies McFarlan &
Ashenhurst, 19841 Nevertheless, the role played by means of ITaeadifferent compared to
the characteristics of the IT that brings core cetapce to the enterprise and the IT means to
reduce investment cost or increase the profit efethterprise based on this knowledge. (Chen
ZhaoQian & Xu Jinfa, 2002; Matarst & Barney, 199Bong Chao, Huang Lihua & Xiang
Baohua,2001). In the later period of 1980s, sckokdrifted their research focus on how
should IT, as an internal asset, create core ca@npetfor the enterprise, and the occurrence
of resource-view theory gives different angles etated study to some extent, researchers
have taken these means of IT as the starting pdiekploration of unique resources of the
enterprise (Bharadwaj, 2000; Mata,Fuerst & Bard®@5; Ross,Beath & Goodhue, 1998
Chen Jin, Liang Liang & Wu Hang, 2013When carrying out exploration of the unique
resource of the enterprise by using means of ldssilication needs to be done in first
place(Dong Chao, Huang Lihua & Xiang Baohua; Chdraafjian & Xu Jinfa, 2002),

therefore, related study mainly focuses on relatesdsification of IT resource (Cdata-Wade
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& Hulland, 2004 Chen Zhaogian & Xu Jinfa 2002 Chen Jin, Liang Liang & Wu
Hang,2013 .

Mata, Fuerst & Barney1995) analyzed the unique characteristics of IT resoubesgd
on basis of research of resource-view, they beliévat four characteristics (special
technology, means of IT possessed by the enterpeasd management capability of
information technological type of the enterpriskpusld be fully considered when analyzing
the role of sustainable competitive advantage efehterprise brought by the IT resources.
The exploration of Powell & Dent-Micallef (1997)vemls that pure IT cannot form core
competence to the steady development of the ergerpr long-term, only when the related
resources of the IT combines with the internal veses of the enterprise, as well as the
complementation is efficient between internal reses of the enterprise and other types of
resources, can the unigue heterogeneous priceedffthesource be shown (Chen Jin, Liang
Liang, & Wu Hang 2013). Therefore, relevant reskasmot to limit the means of IT resource
inside certain departments; instead, these resewile be divided into three resources as
complementary HR resources, complementary businessurces and relevant technical
resources. While Teo & Ranganathan (2003), in theyéical framework of Powell (1997)
and Mata (1995), think that IT resources mainly sisinof complementary corresponding
resources of HR, business and technology, and axaalgsis on how corresponding resources
can efficiently cooperate and play certain rolétimg unique competitive advantage to the
enterprise. In their opinion, IT resources of theeeprise mainly include software and
hardware of IT as well as the usage of differentju@ types of IT resources. The means of IT
mentioned here have resources with complementamsacteristics including various kinds of
IT resources that are used for exploration and ntlakm relevant resources of performance
including these resources which are allocated, n@dn organized and managed by the
enterprise, and enable them to support and actel¢he strategic development to the

organization with high efficiency, but HR that @@mplimentary with IT.

Ross, Beath & Goodhuid998) got the idea via related survey of the higher mansmnt
that the managers in the IT enterprise are facmblpms as follows during their process of
management: 1) Whether they can provide betteliceefor the development and strategic
target of the enterprise via using products of il @ervice; 2) Whether they can provide
faster and more efficient solution for the entesprby using IT resource; 3) How to use IT
resource so as to give support to higher cost&ffeanagement for the sustainable

competitive advantage of the enterprise. The keyexgloration is to depend upon the
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capabilities of technology and professional stéfthe enterprise. Therefore, IT resources are
divided into three kinds as HR and relation resewtIT and infrastructure. The HR of IT
resources mentioned here roughly include profeasiskills of the staff and their recognition
of business link as well as the main guide of sotuthosen when facing problems; Related
facilities of IT mainly defines technology struatudata information and relevant requirement
for the platform, as well as involved technical ipquent, relevant data base type, relevant
technical platform and requirement; relation reseuof IT mainly deals with the surveys
including the relationships between Technology Depent and other departments, how
much support will top management give to IT Depanim relationships between enterprise
and its customers. (Ross,Beath & Goodhue 1998hemasis of the above, Ravichandran &
Lertwongsatien(2005) proposed a measurement for these three resourd@s arfid at the
same time made a survey for 129 companies in p&iered the occurrence and the effect
of system of corporate performance. After detaiegblanation of the survey on how IT
resource constructed invisible resources for timg-kerm development of the enterprise by
Powell & Dent-Micallef (1997), Bharadwaj (1964) ks that the resources of the enterprise
itself can be divided into construction of IT irdteucture, HR and technology resources
promoted by means of IT. Among them, invisible teses driven by IT and concept of IT
relation resource (Ross, Beath & Goodhue, 1998) fgaher integrated, updated and
extended In this research, IT resources mainlygelthose can be controlled and used by the
enterprise, including resources that can effegtivélive customer-oriented, organization

collaboration, and invisible knowledge.

Speaking of the division of IT resources, Chined®fars have their unique way. Similar
with the mainstream viewpoint of scholars like Mdtaerst & Barney (1995), Dong Chao,
Huang Lihua & Xiang Baohua (2001) believe the dethidivision of IT resources must
combine the mechanism formation of competitive attvge of the enterprise with high
efficiency. Based on the study of detailed divisafrthese IT resources in order to construct
related investment behavior, technical means ovinyethe enterprise, ability to manage and
use via effective description of mechanism formatiof competitive advantage of the
enterprise; the related infrastructure constructdnlT resources mentioned here mainly
include how the enterprise will perform investmera using visible assets of IT with high
efficiency, and unique technical resources as lillssewned by the enterprise can create
value for the enterprise, management skills of l&inty refer to how the enterprise can

efficiently use skills that can provide developmeodmposition and improving business
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capability to the enterprise itself; the meansTohere refers to the means of technology of
the internal enterprise that can improve the guadit the products or service. Under the
premise of exploration of Bharadwa000) and Broadbent,Weill & Ne61999) , Qi Xianfeng
(2006) divides these IT resources into visible andsible assets based on IT and related
resource of HR in correspondence with IT; the Wsissets of IT roughly refers to related
assets of IT type, for instance computer equipmemtpmunication equipment and related
sharing platform and related database of the emgerpthe HR here mainly roughly refers
means of IT that can deal with problems duringgharess of operation in an efficient way,
and at the same time can use IT to control theldpreent of related resource to HR type, as
to the definition of invisible assets of these EBaurces is very similar to the definition of
corresponding research of Bharadw&000) .On such premise, Zhang Hao & Huang Lihua
(2001) concluded that the division of these IT teses home and abroad, they believe that in
addition to the resources of infrastructure comsiom, HR and invisible, cultural type of
resources of IT resource should be added. Meanwthiey think that the resources of
infrastructure can provide a platform for the qudsvelopment of creative means of IT; the
resources of HR and cultural types refer to theratpmn that can quicken the integration of
the enterprise; the ability of complementary skitlstween these invisible assets of IT
resources and other resources will make the emermfluence and maximize the use of the

existed resources inside the enterprise.

The exploration of the division of the resourcesmtimmed above are on the premise of
general research environment, the most importaat fgo the exploration is to explore and
analyze how effectively roles were played respetfiduring the process of gaining different
resources core competitiveness. Compared to the aralytical situation, other scholars
study the resource classification of the enterpiiyeanalyzing certain situation or the
classification of IT resource on the theme of regeaKarimi, Somers & Bhattacherjg007)
proposed that through knowledge view, social netwbeory and traditional resource view,
IT resources of enterprise itself can be dividdd nelated resources of knowledge type of IT,
relationship type and facilities via using the dafy of Yonyou system. Basic related
resources as means of IT mainly shown as thosedeta the application and development of
IT itself and common risks between IT and otherastipents as well as internal connection;
the means of IT here as its basis refers to spatightion has been paid to the related assets
of the internal enterprise, hardware resourcesgsarelated tools computer equipment and
related data base of the enterprise are also iadoRay, Muhanna & Barney2005) divided
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resources into the following: Relevant resourceseohnical and investment type, technical
resources of general IT technology, resources afirsth knowledge and structural resources
of IT by using these resources and the exploratibperformance of service link; in their
research they proposed that the general resousbers to hardware equipment and relevant
technology that can be purchased by outsourcingewtructural resource of IT type mainly
shown as software structure of infrastructure, sushapplicable platform of IT resource,
sharing data, corresponding communication netwark @re data process; share knowledge
mainly share different types of information betwekfierent departments including IT and
clients, among them, skills of IT roughly includescessary development and design among

staffs and application for different technology @lmvelopment and maintenance.

Bharadwaj (2000) officially said that IT resource the basic invisible resource,
exploration of Jeffers, Muhanna & Naul2008 began to work on division work of internal
relationship between resources of IT and non-I&ytimentioned that the resources of IT type
can be divided into resources with dominant anéssiwe features, among them, IT resource
with dominant feature mainly refers to infrastruetof different kinds of IT resources, basic
application and analytical platform inside the epitise; Recessive resources mainly refer to
knowledge and recognition that can efficiently potenthe application of IT platform and
internal system of IT resource; non-IT resourcesiypaefer to cultural exchange inside the
enterprise and practice and actual recognitiorhefdnterprise itself. During the analysis of
performance of service link, Jeffer§2008 found out that IT resource can simultaneously
play a certain role to form different kinds of nBn+resources, like it can not only provide
effective promotion effect on these non-IT resogrdrit also restrain these non-IT resources
to some extent. At the same time, it can play gmomant role of forming sharing technology

and exchanging culture in an open way.

Starting from flexibility of IT, Fink & Neumanr( 2009 believed that the exploration of
IT resources and competitiveness of enterpris ita@ divide IT resources of the enterprise
into production technology resources based on €hrtelogy, HR of IT type and routing
resources of IT type; Among them, technology resesiof IT type mainly includes related IT
type technology during business process and apipiicalhe routing resources of IT type
mainly refers to the supporting service resourdaxperational process of the enterprise itself,
while HR of IT mainly refers to IT staff and tecHogy and knowledge mastered by the staff

of the enterprise itself.

Before 1980s, due to the non-wide spread of thense&lT in the enterprise, there were
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doubts on whether the application can make profitlie enterprise (Dearden, 1972). When it
came to the end of 1970s, some scholars pointethewtpplication of IT resource will bring
more beneficial results to the enterprise and gmpetus to the enterprise to adjust the
operation of the information system. Until 1980#teeprises began to use information system
in large scale and gained some results, exampéessafollows: computer ticketing system
developed by American Airlines, ATM system of Catitk, tracking system of FedEx. These
applications of technology make the academic wbddan to do new study for strategic
value of IT.

The emphasis of exploration of the value of medn3 evas focused on the analysis of
how IT resources had actual effect on the long-tstable development to the enterprise.
These explorations mainly believe that resourcedTottype can directly bring unique
competitive advantage to the enterprise. McFadardan &Wurmfeld(1984) found out that
IT can provide new opportunity and resource infaiamato the enterprise effectively by
using comparative analysis of the examples of médion system of the these companies, for
instance, the application of IT can improve switghicost of clients effectively, help
enterprises to establish entry for barriers and teweal with different ways of competition
in different fields. Also after proposing relatedaels competitiveness of the enterprise and
value chain, Porter & Millar(1985) did exploration and analysis on how the chain valoe
role of core competitiveness of the enterprise wdrkOn the perspective of building value
chain model of the enterprise, they think that éipplication of means of IT can not only
change the mechanism formation of actual valuehefdnterprise, but improve the actual
connection between each production unit and vahiieas well as actual connection between
enterprises, and mainly starting from the relatexdieh of the enterprise itself, they came up
with their idea that the core competitiveness bhbuay the IT resources of the enterprise
itself may highly efficiently improve the abilityot deal with all kinds of threats and
opportunities during development, and while IT gsenthe reduction of the cost of the
enterprise and this made it possible for the eng&go change its real position in its field
effectively. Moreover, Clemons divided the applicatof IT in details into external and
internal applications, and made further analysis vamat development opportunity the
application of IT itself can bring to the enterprisn the aspect of expansion of value chain,
and they believe that the utilization of IT resaurio the process of enterprise price can
reduce the actual cost (for instance, the apptinatif the means of IT can reduce related

activities between clients and related supplignis s for reducing the actual cost for the
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enterprise, and at the same time improve the effay of all kinds of production activities)
2.2.3 Summary

In the research of current IT resources, IT assaure, can provide unique competitive
advantage. And this advantage has different forhexpressions due to different enterprises,
compared to traditional enterprise, this advantagenly expresses itself in the following
aspects: first of all, as an IT, it provides unigd@tabase of information resources, the
appearance of this database provide necessaryrcesobasis to knowledge and analysis of
the enterprise itself, therefore the occurrencéTafesources provides certain knowledge to
the actual need of independent management usemne extent. Moreover, as a kind of real
time propagation technology, IT resources can mménmformation needed by the enterprise
in a more rapid way of information transmissioneTppearance of this brand-new means of
transmission provide necessary cornerstone to lavfermation access barriers. Last but not
at least, the application of IT provides necessaspurces flexibility to the service of the
enterprise itself, due to the application of ITistlkechnology reintegrates and engage the
internal process of the enterprise, this engagerardtintegration provide new supporting
point for the business expansion of the enterpfaszng the strikes, the enterprise can expand

new business and explore the growth of the newsimigis in a more effectively way.

Therefore, after introducing resources view theafryhe field of strategic management
into the field of IT, this research provides scheith new aspects of research in the field of
IT, makes scholars in IT industry engage explorajer the idea. We believe that the IT
resources mentioned here is the important elenmetased to all means of IT that can be
controlled and applied effectively during the attoperation of the enterprise. As a kind of
resources, IT resources has the characteristicsvatife, scarcity, irreplaceability and
inimitability, compared to the traditional industrihe feature mainly reflects the unique
flexibility of IT, transmission speed and tailor-deaper the unique requirements made by the
customers. Based on these features, IT providegseary foundation to the transition of
traditional enterprise as well as forming compkchiassets and ability chain to realize the

sustainable competitive advantage of the enterprise

2.3 Business Model

In the analytical framework of Zott & Amit (2008) Ghaziani & Ventresca (2005), they
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made review on relevant theories of theme of bgsimaodel, and provide a more extensive
and multi-element perspective view of the alreaxigted business model review, at the same
time try to explore the origin of this concept aadmine the concept of business model via
aspects of multi-disciplinary and subject contéfnthile Yuan Lei (2007a; 2007b), made
comment on the theory research of business modé¢hdnaspects of concept nature of
business model, system composition, assessmenbdsetand transformation process. This
thesis will give a more targeted review by comhinihe research question of this thesis based
on their viewpoint, it will mainly be in the fieldsf theory foundation and connotation of

business model concept, business model desigoneimde of IT on business model.
2.3.1 Definition of Business Model

Business model is a kind of management structusé ahalyze commodity exchange
between enterprise and clients, partner and supghiat is analyze how enterprise choose to
get connection with important elements or markgtroducts (Zott & Amit,2007).The nature
of management structure of commodity exchange shoelan interdependent and complex
management system (Miller & Shamsie, 1996), the agament methods of commodity
exchange have played a very important role in edlatcomplex system like design,
understanding and managing products, organizatnehimdustry, and it can provide better
starting point of measurement of developing busireedel design, at the same time, the
aspect of management structure also considers thealb framework as well as design
elements(Miles & Snow, 2007). Business model cascrlee the connotation of business
transaction via its own design theme. The themelasfign can not only capture way of
commodity exchange between core enterprise analistéders from outside, but describe
basic forms of business model of the enterprisépsnake the expression and measurement
of the concept of business model more operatiodatt (& Amit, 2008). The nature of
business model design is a basic content of comgnegchange, structure and corresponding
management methods (Zott & Amit, 2007), while maanection with each important
element of business model and layout and purpasengke innovation and improvement for

the operation of the enterprise itself (Miller &&hsie, 1996).

Though the objects and angles of the study arerdift, in the research of business
model, there is still a gap in common recognitidntte connotation (Chesbrough, 2010).
However, there are common sense in a lot of keyessfor instance, take business model as a

brand-new type of analytical unit, think that thencept of business model emphasizes how
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enterprise operates via using system and overahode meanwhile, business model can not
only explain the access and procedure of valueirggitout can help enterprise create value
(Zott & Amit, 2008).

In the current research, business model is defimedigh three different angles, i.e. from
the angle of value system, this mainly emphasizatwind of business the enterprise does,
and in what kind of business method the enterprifiegain profit; from the angle of strategic
development, which mainly emphasize the designngement of the operation, whose
purpose mainly focuses on the corresponding reverfitbe enterprise; from the angle of
operation model, mainly emphasizes how to run sexfeeconomic activities so as to realize
the benefit of the enterprise (Yao Mimging,2013Nevertheless, no matter in what angle we
take to do the research of business model, weahilays emphasize the display of value of
the business model itself (Morris & Schindehutt®2)) and realize the value of the enterprise
via defining corresponding commercial behavior (€dteugh & Rosenbloom, 2002;
Magretta, 2002). Under such condition, every bussnmodel describes how a business
system, behind the procedure of actual commodichange, creates corresponding logic of
business value (Petrovic & Kittl,2001).

Aspect of display of value: Business model maidffecct the structure connected with
the related production activities like value prapos, value creation and value capture of the
enterprise itself, it can be service system of pobdservice and information flow, it can also
be different participants and their roles as welthee source of the interests of the participants
(Timmers, 1998). Each business model is no longer description of its social system;
instead, corresponding commodity system is to dasdrow the business system, behind the
actual process, creates the logic of value (Patr@wittl, 2001). While the enterprise make a
profit via using positioning in the value chain (pa, 2004), make integration of four core
elements (clients, profit formula, value propositickey resources and programming) to
realize the creation of value (Johnson & Christar&208). The value mainly refers to
marketing, creation, and the delivery of these emlas well as profitable and sustainable

revenue stream created by relationship capitalef@stider & Pigneur, 2011).

Aspect of strategic development: This aspect maaniglyze how enterprise can operate
(Magretta,2002), analyze why complicated commeraaivities can effectively promote the
structure and the connection between important ehésnof structures, as well as how
enterprise have corresponding reaction of theweald (Applegate & Collura, 2000). Under
the view the strategic development, the researandoout that in order to create a stable
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profit and income sources, enterprise will creatd| and construct relationship capital by
establishing one or multiple market segments withrtetwork partners (Dubosson -Torbay &
Osterwalder,2002) so that the alliance, consumed suppliers of the enterprise can
recognize information flow, production flow, cur@nflow as well as the relationships of the

main participants and their roles.

Aspect of operation model: The idea of businesseh@a fundamental innovation; it
can bring new customer value to the enterprise crahge the rules of the industry at the
same time. Business idea of the enterprise hastdoennection with business model,
business model is the application of business tiparaf different business idea. It mainly
includes related factors like actual strategy andcture of the enterprise; it also consists of
understanding how the enterprise makes decisi@netate sustainable competitive advantage
as to fit the corresponding market. (Morris & Saehutte, 2005). Meanwhile, the aspect of
the operating style can also take the characiesistf the technology as potential business
form input, turn it to corresponding economic outfy using clients and corresponding
markets (Chesbrough & Rosenbloom, 2002).

Due to the difference between the definition andpleasis of the study, this makes
different scholars have different definitions féretform of business model, however, no
matter from what aspect, they all emphasize on timventerprises use business model to
change the value creation model and realize cavrepg profit making. Through
commodity exchange with clients is the main methmdchieve realized gain and capture
value for the enterprise, therefore this thesisnigaadopts the definition of business model
from Amit & Zott (2008), the business model heréers to that the enterprise catches the
opportunities for business development, builds vaale to meet the development objectives,

structure and management methods of commodity exgha
2.3.2 Designs & Types of Business Model

Business model mainly refers to related elements structure that help realize the
creation of value system of enterprise via adjustmand combination, the matching
relationship between elements mainly corresportidmperation system of logic relationship
with mutual adaptation that is formed after longrtedevelopment, that is the change of one
of the components will trigger corresponding adjestit and development of other elements.
As for the elements of business model, core rekedmwpoints mainly include: Viscio &

Pastemack (1996) believe that business model islynedmposed of core viewpoint, service
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item, operation unit, management model and systamexction; Hamel (2000), on the other
hand, thinks that business model at least contbbos components and corresponding
sub-units, altogether is a relatively integral bess model system. The four components are
as: 1. Core Strategy (including Business MissioRroduct/Market Scope; Basis for
Definition); 2. Strategic Resources (including C&empetence; Strategic Resources; Core
Processes); 3. Customer Interface (including Foiléht and Supporst Information and
Insight ; Relationship DynamigsPricing Structure); 4. Value Network (including $liprs;
Partners and Coalitions). Among these four elemedthte to different interactions, three
different connections can be created including igométion connected with core strategy and
strategic resources; customer benefits connectddamre strategy and client interface; and
enterprise boundaries connected with strategiauress and value network, all the key points
are how the enterprise will gain profit. While Maexan’s (2000) opinion is that a complete
business model should at least include four elesnentre strategy, clients interface, strategic
resources and value network of the enterprisey @teesbrough & Rosenblbom (2001)
concluded on the definition of business model, tieyded elements of business model into
six functional models as target market, value psdmm, internal value chain structure, cost
and profit, value network, competitive strategytekfAfoah & Tucci(2001)did corresponding
study of Internet industry, he extracted an elemeétit common, profit relying, basic element
for successful business model from all kinds ofifess models, and made induction of the
elements as follows: client value, range, abityirce of revenue, realization, pricing, related
activity and sustainability of the enterprise; Hcavan Delft (2008) holds the idea that
business model is the structure of core strateglyevnetwork, client caring and resources
strategy, whose process of value creation depemdssosuccess and the ability of sustainable

development to a great extent.

Different from structural elements, scholars sumnugd different kinds of business
models. Trimmers (1998) divided Internet businessdeh into E-shop, E-shopping mall,
E-procurement, third-party market, E-auction, pdevifor fundamental value chain service,
and cooperation platform from the view of separaod reconfiguration of value chain (Pic.
below). On basis of Michael Porter’s value chaindedpPaul Trimmer (2003) proposed the
integration of value chain, it also considers tiegrée of business model innovation and the
ability of functional integration, taking value ¢haas a dimension and degree of innovation
as another, this is the comment of novelty senotehe enterprise, it is the focus of
competition that can be regarded as the reflettefexternal relation” of the enterprise, and
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this can combine value chain from both internaiid @xternally.
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Figure 2-1Basic Value Chain Model of Mhael Porter

Lam & Harrison-Walker (2003), came up with the idéacreating value goal by asking
what value a business system takes as its drivetaniihg point of its strategic consideration,
and at the same time recognized six major busimesdels as websites for network
businessmen and gateways, differentiated virtuatlyets, network for brokers, purchase
support and retail, interactive network, Interrees promotion and image building. Bigliardi
(2005) analyzed the business model of Italian blutelogy enterprises by using clustering
analysis, and proposed that different types ofrprises can be divided by business model of
the enterprise including tertiary enterprise, minesearch enterprise, traditional integrated

enterprise, and industrialized integrated entegpris

While Amit & Zott (2007) did systematic case stuity 59 E-business enterprises in
Europe and US by reviewing current strategy bdsory like network theory, they claimed
that based on the corresponded case study, theutddte at least four kinds of value creation
business models including efficiency type, inteetegent type, locked type and novelty type.
Under the framework theory system of the above types of value creation, analytical
framework of current mainstream business modelrthéas come into being, at the same
time, it provides necessary theoretical basiserdore concept of “business model design”.
In current research system, the study proposedathah independent analytical unit, business
model is to describe the structure and contentoshmodity exchange, the management

system design of the enterprise itself by analytivgrelevant theory of the source of value
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creation and enterprise strategy. Among this, thenrmontent of commodity exchange refers
to the information and products used for commoeitghange, and possibly also refers to
those resources and capabilities that are neededdacommodity exchange; the structure of
commodity exchange mainly refers to the members phaaticipate during the process of
commodity exchange and the methods of the commaeadithange between the participants;
and commodity exchange management mainly refetisetdoasic method of controlling flow

of information, resources and products operatethéynembers.

As several important forms of business model desgjficiency and novel types of
business model refer to a general design mechattatnputs related elements all together
(Miller, 1996), when facing the challenge of impirmy efficiency and creativity, the very
option for the enterprise to realize value creatmnfit taking, and advantage consolidation is
to alter the efficiency of the enterprise and depehew products that can meet current
demand. Therefore, the description of business hiondkis study mainly draws lessons from
the division of Zott & Amit (2007), based on ththe study will also divide business model

into efficiency and novelty types.

The efficiency type of business model refers toghecess for the enterprise to increase
the efficiency of commodity exchange by improvimdated business model of operation; the
focus of the enterprise is to improve the workfldasign of the enterprise, whose core idea is
to increase the speed and the ability to expandiedsas reliability and achievability of
commodity exchange as well as by improving desiglower the cost of commodity among
enterprises (Zott & Amit, 2007) and information asyetry inside the enterprise. The cost of
commodity exchange not only includes direct costhefenterprise itself, but cost of indirect
commodity exchange to achieve commodity exchangetie enterprise, cost of risk of
commodity exchange and cost of judgement and casguarof the information (Zhu &
Kraemer, 2003). Efficiency type of business modelimy emphasizes how the business
activities got restricted and optimized inside flystem, including how to promote different
types of demand in order to have effective adjustmenprove the efficiency of commodity
exchange of the enterprise itself, urge the accisimplent of related commodity exchange,
strengthen the scale of commodity exchange tredtnm@opel information, service and
products to realize transparent flow and usagéensiyystem of commodity exchange, realize
information sharing among participant and lower itifermation asymmetry as well as the
possibility of error occurring during the procegscommodity exchange, lower the cost of

communication and penalty for the enterprise andoramparticipants of commodity
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exchange.

Comparatively speaking, novelty type of businessdehogives more emphasis on
adopting new method to do business commodity exgdamstablish new pattern for
commodity exchange by providing new combinatioke broducts, service and information
to offer new value expansion service for differkmds of clients. For instance, provide new
business and serving methods, link new objectsctonmodity exchange, construct new
methods and mechanism for commodity exchange, geavew technology usage model, and

seek new breakthrough of the corporate philosophy.
2.3.3 IT & Innovation of Business Model

With the advent of information era, various kindsnteans of technology based on IT
resources would hit the traditional economic forfiikese means of technology alter and
construct a market competition with more econorfast-growing, and flexible in operation,
meanwhile this can create great many brand-newiol@vent opportunities. With the birth of
“new business pattern”, enterprises can fit theration of economic environment via the
application of multiple business models. Like ire tstudy of Amit & Zott (2007), by the
research of various kinds of E-business enterptig®y, pointed out that the business model
innovation of the enterprise mainly refers to oeea¢w business value via changing related
framework of business transactions, actual coraadtmanagement development of business
forms of the enterprise itself, and at the same tirmake use of corresponding change to
help find necessary business opportunity for therpnise; also they proposed that business
models of enterprises itself can be divided intécieincy, interdependency, locked and
novelty based on dividing the formation origin oft@rprise value via using research method

of multiple case studies.

Though IT has provided new and necessary resotiocethe construction of business
model for the enterprise, how enterprises constthose business models that suits the
characteristics based on the resources itself @leetant features of IT is still a challenge for
the current research. While the popularity of theednet has provided not only necessary
technology prerequisite for the enterprises to adifferent kinds of business models based
on IT, but necessary technology basis for openibgoader market compared to the previous
one. For instance, after Auer & Follack002 brought forward seven sub-modules of
E-business design, they made detailed analysishéov enterprises can make effective

improvement for the business model in E-businessr@mment. They suggested that
38



Business Model Transformation of Newspapers froaetlifional Media to Omni Media

E-ecommerce design model can be divided into thphases by the application of
entrepreneur mentoring theory; the first phasengeutstanding, which is to help enterprise to
understand what business model looks like and hois built up by adopting analytical
framework of business form; next is to help enteepurs make known how the Internet itself
have influence on business model: mainly on howlternet is going to change the current
and traditional business model, and different toit the current various sub-module;
improvement is the third phase: mainly refers tavhibe enterprises are going to perfect its
value chain and make further analysis to the imgdovesults while facing constant
changing environment. Lee (2003) and many othelisuegethat detailed analysis should be
done regarding the design part for E-commerce dfier analytical structure based on
commodity exchange. They suggested that succdssfammerce form should be established,
the actual operation of the enterprise needs thealsteps of the following five levels: the
first is to redefine competitive advantage of théeeprise, make introspection to the business
and financial models of the enterprise itself, retie per customer’s demand as well as make

effective and systematic restructure for both thtemprises and E-commerce.
2.3.4 Summary

Although detailed analysis has been made for thectsire and elements of business
model in the current study, there is still a gaphi& design cycle and design mechanical basis
of business model. To be specific, first of ale tturrent study has made detailed analysis for
the concept of business model design and elemémkssgn, meanwhile, some research also
emphasizes on the important influence on enterpeastormance from business model design,
however, to most enterprises, they are facing gueniproblem, that is how to carry out
suitable business model design based on resour@niage of the enterprise itself and the
unique advantage of IT, this makes us hard to whaled how the enterprise will proceed
business model design effectively. For instancesettaon the current resources of the
enterprise, how to make adjustment of elementsoafesponding business model so as to
give impetus to rebuild the business model forehterprise is a very important process of
workflow design, it will provide necessary theogfarence for the transition of the traditional
enterprises by analyzing the workflow design; meezphow the enterprise is going to transit
its business model design based on the combinatiadhe current business model design
approach and features of IT, during this proce$&ther enterprise should pay more attention

to resource characteristics or technical featufebl,oand what features in which aspects
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should be paid attention to enable the enterpdseave better development of competitive
advantage, there is still no good answer for thi current study. Therefore, by analyzing the
design of the process and the process of changeamvanalyze the mechanism formation and
changing process of business model design of tterpise. Based on the basic analysis of
competitive advantage of traditional newspaper $tigu how to use the origin of these
advantages to redesign business model under th@roand of informatization, understand
the process of transition of the enterprise andpleeng mechanism of traditional dominant

resources via this kind of analysis.

2.4 Model Design and Basic Conclusion

2.4.1 Basic Factors of Competitive Advantage

Resource view believes that why an enterprise cempete with other enterprises and
keep its foundation of competitive advantage, apartant factor is that it has its own unique
resources. Based on the analytical framework aérenise resources done by predecessors,
Barney (1991) pointed out that not all the entegpriresources can bring necessary
competitive advantage to the enterprise; and thersuggested that only when enterprise
possesses resources that have features of scaatitg, irreplaceable, hard to imitate, will the
enterprise have the advantage of having sustairabigoetitiveness. This unique division
method was accepted by the scholars at that tinegeftheless, with the deepening of the
research, researchers found out that as to diffemrterprises, how to realize value, scarcity,
hard to imitate and irreplaceable for the relevaedources has become an important
proposition.

Under the research background of this study, differscholars did analysis from
different aspects, for instance, analysis of foromaof core value based on the ability, current
research suggests three types of formation logiabdfties, i.e. resources view, high speed
competition, ecological systematic (Barney, 19%hr8y 1995; Lengnick-hall & Wolff,1999
and these three kinds of theoretical systems hawefisant theoretical starting points and
different points of logic application of establisgicompetitive advantage as well as different
uniqueness of resources. The proposal of the Kingls of viewpoints not only considers that
the enterprise can gain competitive advantage bbunng these three kinds of abilities, but
supposes during the long-time competition of théemmise, difference between resource

access of competition and self- recognition syste@ihmake the enterprise establish these
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three different kinds of abilities graduallyengnick-hall & Wolff,1999 Nag & Gioia, 2012.
The core logic difference of the three kinds ofliibs is that, as to resources view theory, the
establishment of competitive advantage needs tpergu resources to control the access of
external heterogeneous resources to obtain thenakteompetitive capability that is hard to
imitate and achieve sustainable competitive adgent®Barney,1991; Wernerfelt,1984; the
core view of high speed competition theory aimaddtieving the exploitation of niche market
in high speed and the establishment of long-termpstition via the ability of high speed
self-transition, as transition of sensitivity i®tbore of high speed competition, and allocation
method of capabilityCollis,1991; Esienhardt,1989; D'aveni & Ravens&@84 ; Ecological
systematic competition emphasizes more on thernatieg, health of competition system and
cost advantage of the system itself, enterpris@isan independent individual that competes
in the manufacturing system, instead it will hawengpetition with the external competitors
via overall ecological system model. In their opmi manufacturing competition is the

competition between systenisStacey,1995; Boeker & Wiltbank,20D5

Different from the uniqueness of resources itdéiik & Neumann(2009 viewed the
forming of competitive advantage of the enterpfiigen the aspects of organization flow
design and internal structural design of the omgtion, Fink & Neumanrn(2009 think that
all resources including technical resources, HRdJ @mocess resources in the internal
enterprise; and the use of technical resourcedviewapplication of multi-business, treatment
scheme, the knowledge of the staff presented by &dth and depth of the technology,
treatment scheme entitles the extensive flexibiitythe process during the development of
the enterprise. Only when the process, technologly R of the internal organization can
make quick adjustment based on market demand, lwarenterprise form the necessary

competitive advantage.

Based on the aspects of resources and process @ésige enterprise itself, Kotlid995)
holds the view that the resources owned by thergrge and the flexible degree of the
internal process of the enterprise are not theraéant for the competitive advantage of the
enterprise itself, they are the necessary but mificent condition forming the competitive
advantage of the enterprise, therefore, only whmmesponding resources and process can
satisfy the market demand effectively, can the rpnige last its long-term competitive
advantage. Under such background, he suggeststithatompetitive advantage of the

enterprise should be based on meeting the satifact client's demand effectively, under
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such condition, he thinks that the competitive adage of the enterprise should be based on
meeting the satisfaction of client's demand pedotanade products. For instance, he holds
the view that the competitive advantage of the rpniee depends largely on whether the
enterprise can effectively 1) make independentgmegier clients’ demands; 2) provide
individual pushing for clients; 3) provide individu products combination for clients; 4)
provide individual consuming methods for the clgeand so forth. Based on this theory, he

suggests degree of customization model per clieetsiands.

Based on the resources and process basis of theetite advantage as well as clients’
demand model, this study suggests the core basisrmpetitive advantage formation is that
the enterprise has speed advantage ---the abilitygb-speed innovation and service, while
in design of process and enterprise structure etiterprise can effectively form necessary
development flexibility, which is flexible advantgast but not least, the enterprise should
not only meet the requirement of the clients, katisy unique demand of the consumers

effectively, that is degree of customization.

2.4.2 Competitive Advantages and its Elements to @struct the Theoretical Model

Under Business Model Design

Amit & Zott (2008) suggest four kinds of busines®duls of value creation by
E-commercial enterprises --- Efficiency, Complenagynt Lock-in and Novelty. As the
important form of business model design, noveltyl afficiency is the general design
mechanism to connect elements of business modstteily (Miller, 1996). For instance,
under the background highly developed IT, the dgwalent and propagation of technology
are much faster than before, the appearance antbfion of innovative products can change
efficiency, implement profit, create value, realadvantage consolidation of the enterprise
effectively, based on this, during the study ofibess model, this thesis makes research and
analysis on efficiency and novelty by drawing lessdrom dimension reference division
from Zott &Amit (2007).

Here, efficiency type propels business model, glesilink to improve exchange rate,
focuses on design, lowers the exchange cost oériterprise (Zott & Amit, 2007), enhances
information symmetry, improves achievability, réligly and extensibility of commodity
exchange, as well as hoists speed of exchange (De®oRow, 1992). The commodity
exchange here contains not only the direct costrialitect cost of commodity exchange, like

judgment and comparison of information, risk of eoadity risks (Zhu & Kraemer, 2003).
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While the nature of novelty type of business maelaphasizes on carrying out commodity
exchange and offering brand-new value expansiontlier customers by providing new

combinations of products, service and informatienweell as adopting new methods, for
instance, brand-new service methods, businessdimaw technology model, brand-new
objects for exchange, create new methods of contgnedichange and new mechanism or
form new methods for commodity exchange. This licdntains multilayer innovation

including products, distribution, manufacturing, rnéee, market and marketing

(Schumpeter,1934). The application of novelty tgpbusiness model is mainly for attracting
partners and this can create stable relationshipg& cooperation, improve quality, depth and
incentive methods of cooperation of commodity exglegaand have the above optimized from
time to time. The combination of new technologywngroducts and new service, promote
brand image, strengthen quality of the productsprawe customer experience, solve
brand-new problems for the customers effectivelyydperceived and practical value for the
customers, improve the ability of charging at angren for the enterprise, customer’s willing

to pay, realize commodity exchange, improve muylétannovation in service and products.
2.4.2.1 Advantage in Speed & Design of Business Msd

Speed mainly refers to the ability to promote infation products of the enterprise itself
effectively during the process of information triamsand product development, the study
suggests that this can be described as the follpwih speed of information transfer, 2)
updating speed of information, 3) feedback speethfairmation, 4) launch speed of new
products, 5) propagation velocity of new produéjspropagation cycle of the new product.
In such condition, if the speed advantage of therprise is more obvious in the market, the
operation efficiency of the enterprise in the maikehigher, and the advantage of efficiency

is more obvious than other enterprises.

As information business, at a large extent, propagaelocity can decide the freshness
of the information, usually the newer the inforratis the more readers will be attracted, and
under such condition, if the enterprise of inforimattransfer can use its own resources
advantage, send the information resources to theade side in a fast speed, in this case, the
faster enterprise will usually be on the winnindesi Therefore, the faster the propagation
speed is, the more obvious efficiency advantage déhterprise will have. Moreover,
information a kind of consumer goods, different tousers have different tastes. If the
enterprise can shorten information feedback mesharfrom the clients effectively, then

effective feedback of future information contentim even shorter period could be achieve to
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satisfy the demand of the customers. Last but higast, as the developer of IT products, if
the enterprise can make adjustment of the infoonagifectively as soon as possible, make
the information transferable, then the productigrle of the products will have more

advantage, and the development of this advantadle ewentually be presented as the
manufacturing efficiency of the products of theegptise. Based on this, conclusions of the

study are as below:

Hypothesis 1: No matter a traditional enterprise (same as ttditiomal NE) or modern
enterprise based on IT, enterprise with more ols/g&peed advantage, it is more possible for

the enterprise to adopt efficiency type of busimasslel.

Hypothesis 2: No matter a traditional enterprise or modern emigepbased on IT,

speed advantage does not have significant influena®velty type of business model
2.4.2.2 Flexible Advantage & Design of Business Mel

Flexibility mainly refers to the high elasticity iallocating organization structure and
resources, mainly displays 1) business unit hagively high independence, 2) can adapt the
need of splitting business unit, 3) ability of resturing business unit, 4) will not have
influence on subsidiary business if the core bussinehanged, 5) can reuse current and
obsolete resources effectively.

General speaking, the higher flexibility advantége enterprise has, the more effectively
it will adapt the change of the environment, indide highly competitive industry, on the one
hand, the high competition means constant appeamafithe new products, it also can mean
constant change of new demand on the other hamihd-the continuous change, the larger
extent can the enterprise change the fixed manufagtunit, the faster can it respond to the
change of the market effectively. Therefore, therantbexibility advantage the enterprises
have, the core is that they can have rational respdo the external environment, like reset
business flow and split business unit for the gmise to adjust the manufacturing ability of
products. If an enterprise can keep the developroémrevious business unit during the
procedure of carrying out new business, then therprise has strong ability for adjustment,
which is to say under the situation of keeping¢beent competitive market, it can develop

products which will meet the development changtheffuture market.

On the other hand, in the circumstance of relatisteady external environment, an
enterprise with high flexibility can also promotgarnal competition of the market by using

its design of flexible organization structure tovel®ep new products to realize the
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establishment of competitive advantage in the niarkesuch circumstances, even if the
market is relatively stable, to effectively takevadtage of flexible organization structure, the
enterprise is more likely to promote the dynamigrde by manufacturing creative products,
and the promotion of this dynamic degree can effelst promote the establishment of the
competitive advantage of the enterprise in the etaBased on this, conclusions of the study

are as below:

Hypothesis 3: No matter a traditional enterprisenamdern enterprise (omni media NE)
based on IT, flexibility advantage does not hawgmni§icant influence on efficiency type of

business model.

Hypothesis 4: No matter a traditional enterprisenaydern enterprise based on IT,

flexibility advantage has positive influence on alty type of business model.
2.4.2.3 Advantage of Tailor-made & Design of Busirss Model

Tailor-made mainly refers to the enterprise can eniaklividual tailor-made product per
customer’s requirement, compared to speed advamdgeh can transfer information for
enterprise effectively, the degree of tailor-madesinot have an obvious requirement for
speed, the advantage of this is that it can prosidtomers or consumers individual products
that meet their tastes when information is reduhflzampel & Mintzberg, 1996). Meanwhile,
compared to the flexibility advantage, the enteprineeds corresponding flexible
organization background as basis to some exteist,ighmainly because that the degree of
change from the requirement of the customers isomibut to different customers, the
development of requirement of the products willdmening alone with the appearance and
change of other products, and at the same timeitation between enterprises will lower the
ability to provide unique information of the entage. Under such background, tailor-made
advantage is a kind of ability which is differembrih speed and flexibility advantage. This
study mainly describes the ability of tailor-madete enterprise in the following aspects: 1)
design independently per customer’s demand, 2)vighaial push, 3) individual products
combination, 4) observation individual consumingtmoel, 5) exploration of the same
preference group, 6) adjustment ability of the sameference group, 7) screening ability of

the same preference group, 8) attractive abilitthefsame preference group.

If an enterprise can explore individual preferemtging the process of information
production effectively, it can realize the develgrof new products effectively, and provide

unique information products to the correspondingistoners. Enterprise can realize the
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lock-in the customer group with unique preferenge developing this kind of unique

information product. Moreover, if the enterprises lthe capability of attracting and screening
unique group, it can also use resources of thermige effectively and develop unique
information products. Therefore, under such baakgde more attention will be paid to the
development of new products, because the abilifintbunique demand cannot be copied by
other enterprises for most of the cases, the #talihd development of the market can be
maintained by the development and push of the nedyets. Therefore, based on this, the

conclusions of the study are as below:

Hypothesis 5 No matter a traditional enterprise or modern emigepbased on IT,

tailor-made advantage does not have significahience on efficient type of business model.

Hypothesis 6: No matter a traditional enterprisenmwdern enterprise based on IT,

tailor-made advantage has positive influence orelpwype of business model.

2.4.3 Influence of change of elements of competiéivadvantage on the construction of

theoretical model of evolution of business model dgn

To traditional enterprises with different typeshofsiness models, the traditional type of
business model, to some extent, will decide itartass model design under the background
of new technology due to the resource advantagbeokenterprise as well as the switching
cost. General speaking, enterprise with efficietygye of business model has evolved the
ability of spreading channel information of theesptise in its long-term development, while
enterprise with novelty type of business modelfoasised more on niche market and unique
clients’ requirements, under such circumstancesuttique resources will make the enterprise
think more how to reengineer advantage effectiwglyusing the current resources (Shani &
Chalasani, 2013). i.e. the enterprise has a cedzgnee of basic dependence, and this degree
of dependence will form certain organizational fi@emwhich will lead the enterprise to
continue using the previous model and resourceth@®production in the future development.

Conclusions of the study are as below:

Hypothesis 7 If traditional enterprise makes transition to thackground of IT by
adopting efficiency type of business model, moielli it will adopt efficiency type of

business model.

Hypothesis 8 If traditional enterprise makes transition to theckground of IT by

adopting novelty type of business model, more Yyikelwill adopt novelty type of business
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model.

However, the inertia of the organization might gétfrom the change of IT, i.e. the
influence of change of advantage difference of el@inThe advantage difference of element
here mainly refers to the change of origin of tbenpetitive advantage of the element (of the
enterprise itself) after the transition under tiaekground of IT. Compared to the structure of
competitive advantage of traditional industry, nhairely on physical resources and power
base, under the background of IT, because IT its®if lower the reliance on the current
physical infrastructure for enterprise by a largargim, and this will lead the change of the
origin of competitive advantage of enterprise ftsélor instance, for those traditional
enterprises rely on their channel advantage to ebenphe occurrence of IT make the channel
advantage not as obvious as before, all the emegican send individual and real-time
information to customer information terminal, tHere, the development of IT has change
the formation base of current competitive advantfgine enterprise, and overturn the origin
of the previous competitive advantage to some éxt@md the change of this base will

eventually decide the option of business modehefenterprise.

As a matter of fact, the application of IT makegassible for sharing information within
a snap, the information system of the enterprisentake it get large amount of information
regarding market and commodity exchange to magessible to send self-information to the
market within seconds$Zott &Amit, 2008 . In addition, the application of IT has greatly
lowered the capacity variance in gaining informatéonong competitors, therefore degree of
information asymmetry among competitors has beeveded (Zott &Amit, 2007 . And
degree of lowering information asymmetry enabletemgmise and its competitors to have a
clearer idea of the products and demand informatiotihe counterpart, and then can reduce
loss from inventory respectively, and there is agiulity to realize the aggregation of
demand of commodity exchange and promotion of aegfdailor-made, this will reduce the
advantage base of the previous enterprises that teseéhave advantages of speed and
tailor-made. Moreover, the application of IT caralize informatization of process and
knowledge management. Implement the developmenth@fcombination of information
products realized by individual team previouslyotigh the design of independent unit of
information in process design, this operation me¢arreduce the internal process will greatly
increase the friction brought by the recognitioffiedence among different manufacturers, and
the manufacturing flexibility of the enterprise Moke improved. At the same time, the process
of shortening and the improvement of flexibilitylhalso improve the operational efficiency
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for the enterprise itself.

Under such background, the study will further amalyhe change of the gap between
each element during the formation of competitivevaadage of the enterprise itself and
corresponding enterprises under the backgroundhfofmatization to understand how the
corresponding change of the gap will have influeorcehe change of the business model of

the enterprise.
2.4.3.1 Speed difference and business model option

Speed difference mainly refers to compared to caiopg, the change that the enterprise
itself has made in the advantage and disadvantaggpeed under the background of the
manufacturing of information products and meansarismission of the traditional enterprise
makes transition to the manufacturing of informatjgroducts and means of transmission
based on IT. General speaking, the applicatiom afdn greatly increase the speed of product
information acquisition and expansion to a largeeix This will reduce the speed advantage
of information transmission of those enterpriseselaon channel advantage at a large extent.
And this change of speed advantage will directidl¢o the decision of the business model

design option for the enterprise (Eisenhardt, 1989)

First, as to different enterprises, if compared dompetitors, speed competitive
advantage of the enterprise under IT background reasized its alteration, and this
competitive advantage improves the speed advaritagbe enterprise at a large extent, so
the enterprise will make more innovation on promgtefficiency type of business model.
This is because no matter efficiency or noveltyetgd enterprise, due to the increase of speed
advantage, the enterprise can further developmenbwn competitive advantage. To be
specific, as for the efficiency type enterpriseg tbnterprise can make further resource
integration for its previous efficiency type of oesces with the current IT resources to realize
faster competition. However, with the developmeieifficiency type ability in the product
market, the enterprise will also need better pregluo satisfy its own development in
different levels of the market, in such conditiche enterprise will put corresponding
resources into the development of new products éetrthe demand of market expanding.
Therefore, there is a strong possibility for théegprise to put resources into the improvement

of the ability for market expanding to makeup cep@nding weakness of its own.

However, to novelty type enterprise, as the occuweef speed advantage, the enterprise

will make up the weakness of the high-speed pushthfe creative products, through this
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makeup for the weakness, the comprehensive corvpetbility of the enterprise will be
improved. Nevertheless, if the speed advantage hef eénterprise turns up negative
improvement, then there is also a possibility fer &nterprise to put resources into efficiency
type of business model, because as the speed adeadifference further its way to negative
improvement, it means the gap of competitive gbiht the competitors will become wider,
and the expansion of the gap will have impact &ftrmation of the weakness in the market,
and this will make the enterprise powerless to teperdominance its advantage in the ability
of production innovation effectively due to trapgim the impasse of the weakness. Therefore,

based on this, conclusion of the study is as below:

Hypothesis 9: If traditional enterprise makes tii@ms to the background of IT, there is
more possibility for the enterprise to adopt e#fitty type than the novelty type of business

model with the elevation of speed difference.
2.4.3.2 Flexibility difference and business modehnovation

Flexibility gap mainly refers to compared to commes, under the background of the
manufacturing of information products and meansarismission of the traditional enterprise
makes transition to the manufacturing of informatjgroducts and means of transmission
based on IT, the enterprise itself has already nadtdeation in flexibility of organization and
resources setting. The usage of IT makes the eigerpave change in nature in process
design and process and setting of product manufagtuand this change has greatly
increased the method and speed of product manufagtof the enterprise itself (Upton, 1994;
Sanchez & Mahoney, 1996). Meanwhile, the develogro&iT can also make modulation to
different manufacturing process effectively, thesvelopment of modulation will reduce the
flexibility differences among enterprises. Howevas to different enterprises, there is a
possibility that the flexibility gap will furtherx@and if they can use technical advantage of

their own and the change advantage brought by IT.

The change of flexibility gap will decide the busas model design of the enterprise
during its process of transition from traditionabael to innovative business model based on
IT (Upton, 1994; Sanchez & Mahoney, 1996). To bectt, to those that are original
efficiency type, with the comparison of flexibiliyap and improvement of the competitors,
the enterprise will be able to find out that it camake up the shortfall of the product
innovation by the ability for flexibility design,na the enterprise will be more willing to
develop new business model based on the flexisleurees advantage, and the development

of the business model will effectively promote thevelopment of the competitive advantage
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of the enterprise. As for those enterprises only o spread new information and new
products in a fast speed, as their flexibility ih@®n improved, independently develop new
products that fit the market and fast changing defsawill greatly reduce the shortfall of the
manufacturing (Upton, 1994; Sanchez & Mahoney, 19B®wever, with the reengineering
of business model in IT, if the enterprise finds ftexibility gap is gradually growing
compared to other ones, then it will find out ttied negative impact will be further growing,
and eventually it will be the shortfall of the emiese, therefore, there is a strong possibility

for the enterprise to put corresponding resoureesdtructure of flexible organization.

As for those enterprises that are originally exaklin novelty type of business model,
with the increase of flexibility of the enterprigself, the development of the enterprise will
improve the ability to adapt the market and promzapability to the market. As to these
enterprises, new competitive advantages will beéat on basis of more of its own formation
of advantage. Under the circumstances of constaahge of market requirement and its
instability, enterprise will establish its own coetipive advantage in the market by using its
flexibility advantage to promote the development radw product. However, with the
development of enterprise in novelty type of praduarketing, the enterprise itself will also
need better promotion efficiency to support itsché® the development of the new products,
under such condition, the abilities market promo@md feedback will most likely to become
the shortfall for the development of the enterprikerefore, to makeup, there is a possibility
for the enterprise to put resources into the prasnoof market efficiency. Based on this,

conclusion of the study is as below:

Hypothesis 10: If traditional enterprise makes sion to the background of IT, there is
more possibility for the enterprise to adopt nov&tpe than the efficiency type of business

model with the elevation of flexibility difference.
2.4.3.3 Tailor-made gape and business model innoiat

Tailor-made gap mainly refers to compared to cortgrst under the background of the
manufacturing of information products and meangafismission of the traditional enterprise
makes transition to the manufacturing of informatjgroducts and means of transmission
based on IT, degree of satisfactory ability of émeerprise itself to provide unique products
per client's demand (Waller, Dabholkar, & Gentr@0R; Pine, 1993). The usage of IT makes
different degrees of change in attracting custoraeis analyzing customer demand way for
the enterprise. General speaking, enterprise véattebknowledge of tailor-made can usually

discover the needs of the customers more professiamder the background of
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informatization, this mainly originated from the IfSelf can let the requirements of the
customer screened by more shopping, browsing aatde of commodity exchange. At the
same time, this type of screening can also haveimea feedback effectively via network IT.
As for different enterprises, the original gap aldr-made ability might be shrinking if the
advantages of technical advantage of the enterpigs and change brought by IT can be

combined.

The change of tailor-made will decide the busimasslel design of the enterprise during
the process of its transition from traditional mioatethe emerging business model based on
IT (Waller, Dabholkar, & Gentry, 2000; Pine, 1993h be specific, to those enterprises that
are originally efficiency type, with the improvenesf tailor-made ability, the enterprise will
be able to find out it can make up the shortfalltle product innovation by the ability of
tailor-made design, and the enterprise will be mailéng to develop new business model
based on the tailor-made resources advantagethandevelopment of the business model
will effectively promote the development of the quetitive advantage of the enterprise. As
for those enterprises only rely on spread new médion and new products in a fast speed, as
their tailor-made ability has been improved, indegently develop new products that fit the
market and fast changing demands will greatly redine shortfall of the manufacturing.
However, with the gap the tailor-made ability i9wmg between the enterprise itself and
other enterprises that have competitive advantag&ilor-made, that is it finds out the
disadvantage of tailor-made is going worse, underhscircumstances, the enterprise is
willing to add more resources into nurturing thdigbof tailor-made to reduce the shortfall

brought by lack of tailor-made ability.

Comparatively speaking, as for those enterprisasdre originally excelled in novelty
type of business model, with the increase of fléityo of the enterprise itself, the
development of the enterprise will improve the ipito adapt the market and promote
capability to the market. As to these enterprisesy competitive advantages will be formed
on basis of more of its own formation of advantdggp. under the circumstances of constant
change of market requirement and its instabilityegprise will establish its own competitive
advantage in the market by using its flexibilitwadtage to promote the development of new
product. However, with the development of entegpiis novelty type of product marketing,
the enterprise itself will also need better promotefficiency to support its need for the
development of the new products, under such camjithe abilities market promotion and

feedback will most likely to become the shortfadr fthe development of the enterprise,
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therefore, to makeup, there is a possibility foe thnterprise to put resources into the

promotion of market efficiency. Based on this, dosmon the study is as below:

Hypothesis 11: With the improvement of tailor-mathe possibility for the traditional
enterprises to adopt novelty type is higher thaadopt efficiency type of business model if

the enterprise has made transition from the ti@ahdito IT.

- Traditional Enterprise (Traditional odern Enterprise (Ubiquitous Media
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Figure 2-2 Summary of Hypothesis
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Chapter 3 Methodology

Key researches of this chapter are measuremen@riables, designs of the scales, data
collection before and after transition of the onmeédia, and detailed description of the
procedure of the above, at the same time, confomdactor and exploratory factor will be
analyzed to measure convergent validity, contelditaa and discriminant validity applied in

this research per the relevant data.
3.1 Research Method

The object of this study is different kinds of NHtwomni media transition. As to the
selection of the object of this study, one impdrtaason is that current NE with omni media
is facing multi-aspects of transition and pressuhederstand what factors lead these NEs to
adopt certain kind of business model, at the same tinalyze the influence of relevant
business model on the survival and developmerttistkind of NE under the circumstance of
transition will be in favor of the survival of theelevant NE under the background of
transition. After that, the thesis will mainly iitrate variable measure, analytical method,

scale construction, data collection and many others

There are 120 samples which are randomly seleaeoh@ over 2,000 newspapers
nationwide, hand-out of questionnaire was duringt&aber 2015 to March, 2016 (See Table
3-1), 100 copies were sent either by email or EBBwere reclaimed, recovery reached to
52%. The author took the opportunity of businegs itr January handing out 60 copies of
guestionnaire, and got 40 back, recovery reach@&® .®7%. Altogether there were 92 copies
for this research. The participants include thregomnewspaper with fast transition in
Guangzhou likeYangcheng Evening Newsanfang Dailyand Southern Metropolis Daily
Jiefang Daily and Shanghai Morning Posin Shanghai,Beijing Newsin Beijing, Urban
Expressand Qianjiang Evening Newsn Zhejiang, Chinese Business Gazefite Shanxi,
Xijiang Metropolis Daily Shenyang Evening NewReninsula City Newi Qingdao,Chutian
Metropolis Daily in Hubei, Qilu Evening Newsn Shandong)Yanzhao Metropolis Dailyn
Hebei,Dahe Dailyin HenanTrait Metropolis Dailyin Fujian,Ta Kung PacandWenwei Pan
Hong Kong.
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Table 3-1 Omni Media Transition Questionnaire

Omni Media Transition Questionnaire

People Area Profit
<40 22 Beijing 5
> Euro 15m 5
Age 40-50 61 Shanghai 3
>50 9 Guangzhou 3
Euro 6-15m 16
Bachelor 57 Hong Kong 2
Education .
Background Master 27 Zhejiang 5
Euro 1-6m 36
Ph.D. 8 Sichuan 12
Vice GM 45 Shandong 5
<Im 27
Position GM 26 Henan 3
Director ofthe | ) Hebei 2 Deficit 8
Board
Shaanxi 2
Others 50

The difference between design of traditional NEifess model and design of omni
media NE business model and the source of differamd be measured via carrying out
current maturity scale, as well as analyzing hoeséhfactors will have influence on the
mechanism of change of relevant business modelsiiygueconometric analysis model to
understand how to achieve mechanism of change sihé&ss model during the process of

transition from traditional NE to omni media NE.
3.1.1 Scale Development & Design

In the design of overall research questionnaires $tudy has adopted multiple-items
measurement methods to measure different cons{@hbtgchill, 1979).

This research has made scale structure for relegmaept mainly based on the definition

of relevant concepts and relevant measurement metbforelevant concepts. Due to the main
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adoption of maturity scale is foreign, it is notrteén that it is still valid in domestic
environment, therefore, the application of explonatfactor analysis is adopted to analyze
convergent validity of scale theory, after puttocanvergence of basic theory into practice, the
research further carries out confirmatory factalgsis to analyze discrimination validity and

convergent validity of the relevant scale.

The design of this questionnaire has been accongglisia using tie break Likert scale.
The questionnaire mainly adopts subjective evadnatf the participants, which has some
influence on the objectivity and accuracy of relgvsubjective mensuration, which will lead
difference in results. Based on this, in the foilogy this thesis will adopt the following

methods to prevent problems above from occurring.

Special item has been added to avoid participaitts mo experience, only those with

experience will occur in the samples.

To avoid the unwillingness to finish the questiommadue to privacy, it is clearly
addressed at the beginning that the content imdademic research ONLY, besides, all the
information will not be for business purpose. Dgrthe process of research, network channel
has been adopted for hand-out to make sure theidiodil will be able to get the questionnaire,
and reduce questions concerning privacy. The rekeanainly gives hand-outs to
acquaintances to make sure that the scale is teeeaffective and have prompt access as well

as improve recovery of questionnaire and loweratév of scale.
To avoid excessive theoretical properties for thgearch as well as not being able to

combine with practitioners effectively, during tipeocess, not only discussions were held

with participants and maturity scale, but relevantding has been revised.
3.1.2 Variable Measurement

This research has mainly borrowed and adopted ewhtwnstruct and scale in variable
measurement. Due to the involvement of the adopifaelevant business models before and
after transition of the enterprise, during the psscof the analysis of the research, the change
of business model of the enterprise before and &ftasition has been put into consideration,
therefore, in the design for efficiency and novatiynensions, the research mainly makes

design in the following aspects due to the relechainge before and after transition.
3.1.2.1 Efficiency Dimension

Based on the definition of business model itselpmdvious research, the definition of
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efficiency type of business model of NE is mainlgfided in the following aspects.
Investigation before the transition of omni mediating the development of traditional media
industry and after the transition to omni mediayimy the development of new media
industry based on IT, the process of product (shblg, advertising and activity income)
exchange can lower the cost of the partner effelsti{ffor instance, lost due to inventory and
communication, cost of product exchange procesese pncrease due to market and sales),
moreover, the clients think that it is relativelysg for NE to carry out commodity exchange
which has a feature of expandability (for instansmall and large scales of commodity

exchange can be carried out simultaneously),

ensure transparent commodity exchange to implewimthum decision making for both
parties of cooperation: all kinds of information sérvice and products can be verified
effectively, information is the link of commoditkehange which can reduce the asymmetry
of information, both parties can have access @veait information of service, product and
partners and carry out commodity exchange as sgopoasible. All in all, the core of
improving production efficiency of NE for the efi@ncy type of business model of NE is to
change asymmetry of information, reduce asymmairyotver the cost of corresponding

production model.
3.1.2.2 Novelty Dimension

In the structure of novelty dimension, the struetof scale is also mainly based on the
current matured ARAT, in the current scale, theeaesh mainly investigates newspaper
before transition to omni media, during the deveiept of traditional media industry and
after transition to omni media, whether the proc&ssommodity exchange is based on the
new resources or described from the aspect of girayinew products to current partners. For
instance, relevant construct of scale includes stas follows: realize commodity exchange
between both parties by using different methodsnfrather competitors, get more new
inventions, have the ability to get in touch witliffetent kinds of partners and products
effectively, apply brand-new method to enhance peoation during the process of
commodity exchange, promote degree of collaboratianbrand-new way, as well as carry

out the combination among products, information sewvice.
3.1.2.3 Speed Difference

At the same time, NE has its own advantage compsoeather similar enterprises;

research indicates that the source of advantagtheofenterprise is originated from the
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response speed, flexibility and degree of tailodeaBased on this, combined with the
research of Eisenhardt1989), this thesis points out that in multimedia bussnesmpared to
other similar enterprises, enterprise has advaniagehe following aspects including
transferring speed of information, information ufi@ speed, information feedback speed,
new product launching speed, new product spreafiegd of new product, propagation cycle
of new product via analyzing before and after titeors to omni media to describe the speed

advantage of the enterprise.
3.1.2.4 Flexibility Difference

Flexibility mainly refers to whether NE can reaepidly or not when facing external
shock. Based on this, the research points ountiodification can be done based on the scale
measurement proposed by Worren, Moore & Cardon@2(20and suggests the following
items including: 1) relatively high degree of indepence in business unit, 2) ability of
adapting the need of splitting business unit, 3)itgbof restructuring business units, 4)
subsidiary business will remain even if the corsibess has been changed, 5) reutilization of
current and obsolete resources in an effective Wéyile speaking of the different forming
mechanisms of the competitive advantage existeidgltine process of transition of NE, scale
can be induced before and after transition to ametlia, in the relevant multimedia business,

NE has advantage in the following aspects comparatother similar NE.
3.1.2.5 Tailor-Made Difference

Tailor-made mainly refers to what extent the praslud NE can respond to the individual
requirement from the external environment, base&atha’s (1995) definition, the research

will mainly describe tailor-made in the followingnaensions:

1)design independently per customer’s demand,d®igtual push, 3) individual products
combination, 4) observation of individual consumimgthod, 5) exploration of the same
preference group, 6) adjustment ability of the sameference group, 7) screening ability of
the same preference group, 8) attractive abilitthefsame preference group. While speaking
of the difference in forming mechanisms of competiidvantage existed during the process
of transition of NE, the research at the same imdeices scale before and after transition to
omni media, NE, in relevant multimedia businesss hdvantage in the following aspects

compared to other similar enterprises.
3.1.2.6 Controlled Variable

Take nature and year of establishment of NE asraited variable are mainly because
57



Business Model Transformation of Newspapers froadifional Media Omni Media

the unique difference of NE itselfGray & Phillips, 1994; Price &Mueller, 1981; Mobley
al,1979 . There are big differences among different kindsN& and different years of
establishment of NE, there is a big difference Wwhetifferent kinds of business models exist
and the origin of competitive advantage, on onedhas to different kinds of NE, big
different exists in their resources advantage basituding political relationship, social
resources relationship. While speaking of NE witlifecent years of establishment,
opportunity resources acquisition will lead thenfilng competitive advantage that has
uniqueness during long-term development of NE. &loee, the research takes nature and
year of establishment of NE as one of the importamttrolled variable for the forming of

business model of NE.

Sales income indicates the size of the competideantage and overall scale of NE,
general speaking, the bigger NE is, the more olsverope of NE shows. Enterprise with
more obvious advantage of scope, the efficiencgweirall resources acquisition of NE will
have more advantages, however, it will lower iteepdor adjustment when facing new
environment. Therefore, the research takes satesmia as controlled variable for a future

business model.

As to the general NE, whether it is listed or pntioo of new economy like E-commerce
might have great influence on NE. For instancéedisNE might face more requirements of
external supervision; therefore, more manufactupragtices may be in accordance with the
current production criteria. While for NE that at®pE-commerce, the application of
C-commerce can effectively enhance external satisfg for instance, real-time response of

tailor-made.

In addition, NE might also have external influender instance, when external
competition is relatively harsh, NE might need efifee real-time response, therefore
real-time response enterprise structure needs éstablished effectively (Suarez & Lanzolla,
2007). Based on this, the study suggests that rettemvironment dynamism is also an
important index of the business model of NE. Theashgism external environment of NE can
be described as the following relevant indexesuiiclg our preference for the customer,
unpredictable market demand, unpredictable markéawor of the competitors, meaning
that rapid change is needed for the service andugte of the industry, marketing methods
need adjusting from time to time, as well as kegpip with the change of the competitors

and market demand in practice.
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3.1.3 Data Collection

When handing out the questionnaire, to improveabdity of the data, the handouts of
the questionnaire was given away mainly to NE tiaate direct or indirect connection with
the researcher including subsidiary enterprisb@frélated NE.

The main period of the handout of the questionname from September 2015 to March
2016, altogether there were 92 copies collected, résearch to made the relevant factor
analysis by using questionnaire, then purificafimnthe related scale to do the confirmatory
factor analysis and regression analysis. The stilgtyanalyzed the difference of relevant data
of factor analysis and confirmatory factor analy§lee Table 3-2).

In the distribution of the relevant samples, theportion of usage of E-commerce, most
of NE are below 30%, about 82% of NEs are lowentB@% (among them 40% lower than
10%). While speaking of revenue of NE, enterpriath more than 4 million take a large
proportion, among them, NEs with 4 to 40 millionoab 33.7%, NEs with more than 40m
around 33.1%. Regarding the nature of the newsppei6% are state-owned, only two are
private and shareholding. From all the samplesectddd, male occupies 66.2%, female
24.8%.

Table 3-2 Description of Characteristics of Samples

Classification of | Numbers of
Nature of Samples Percentage
Samples Sample
<10% 38 41.3%
10%-30% 38 41.3%
Ratio of E-Busi
alio OT E-BUsiness 30%-50% 14 15.2%
>50% 2 2.2%
<
130 10 10.9%
. <Euro 1.3m
Analytical Sample of 130-200
Exploratory Factor Revenue of NE 22 23.9%
Euro 1.3-4m
(n=92) 400~4000
0,
Euro 4-40m 31 33.7%
>4000
0,
Euro 40m 29 33.1%
Gender Male 60 65.2%
Female 32 34.8%
State-owned 88 95.66%
i 0,
Nature of NE Shz:;\;]acfﬁjin - —
g 2 2.17%
System

PS: Data missing(partially) in the questionnaire
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3.1.4 Analytic Method

During the process, the research did exploratocyofaanalysis and confirmatory factor
analysis to analyze validity of the relevant fartiurthermore, relevant reliability analysis
was done for the factor of validity analysis. Agplion of Spss software was used for

reliability and factor analysis, Lisrel for confiatory factor analysis.
3.1.4.1 Exploratory Factor Analysis

Exploratory factor analysis value is mainly used é&xploration of construct theory
structure; check whether the set of the factorctiine is rational, i. e. the validity of scale
content conception which was mainly proposed bysmeg ad inducting the matured scale

during the process of developing scale.

Therefore, factor analysis will be carried out tpalgze whether relevant factors
dimension is coherent, i. e. with better conteridity. Per self-setting, during the process of
exploratory factor analysis, factor was extractgdising main component analysis model, the
axis was rotated by maximum variance rotation, taedyeneral requirement of factor loading
of each item should be higher than 0.5 to get vt higher consistency of convergence.
(Zhao Tiantian, 2011).

3.1.4.2 Confirmatory Factor Analysis

The confirmatory factor analysis can describe thevergent validity and difference of
relevant scales. The model differentiation and eogence validity can be measured by
measuring the overall structural stability of thedal (Anderson & Gerbing,1988; Gerbing &
Anderson, 1988). During the process of confirmatiagtor analysis, relevant item loading
should be above 0.7 (or nearly equals to 0.7)héf figure is remarkable and meets the
requirement, it means that the corresponding coecistneasure has relatively high convergent
validity. During the process of confirmatory factmalysis, the research mainly adopts Lisrel

software.
3.1.4.3 Hierarchical Regression

The research uses SPSS to make analysis of madgedtect (Cohen Cohen West &
Aiken, 2003). To reduce the impact brought by multi- caérity, method of standard
correlated variable could be applied. During thalgsis, observation and analysis should be
done to R2, to learn whether the model is rationalot. To analyze degree of fit optimization,

observation and analysis for the change of F valuke model are required.
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3.2 Exploratory Factor Analysis

The modification of this research was made basetherenvironment feature, matured
scale and research background of the researchq basthis, analysis and confirmation were
done to the face and content validity by explomattactor model. In relevant research,
brand-new measure model was added, for instanéiejeaty type of business model is
developed based on the current scale. Speakige&2 returned copies, due to the limitation
of the data itself, the research will use the qaestire to make exploratory factor analysis,
and further confirmatory factor analysis will be ndoafter purification of the data. In
controlled samples, the general requirement oaitheunt of variable should be kept between
5 to 10 times. Based on this, the research haadimmet the basic requirement. KMO value
should be above 0.5 during the process of the aisal\Btatistic value of Bartlett is

significantly different from 0(Harman, 1960 .
3.2.1 Efficiency Dimension before Transition

The analysis of relevant scale items of 8 efficjedimensions’ innovation of loaded
business model was made by exploratory analysis T&ele 3-3). Per the requirement, the
lowest featured root should be above 1, and thedb¥actor loading should be above 0.5, 8
corresponding sub-items should be converged unaerconstruct. Per the measured content
of relevant items proposed by the research theébeyresearch believes that the structure of
efficiency type of business model of the enterpiseery well exemplified via improving
information symmetry to lower the cost and impraféiciency of commodity exchange,
therefore, further reliability analysis of relevantiex system should be made based on the
result of relevant convergent result. During thecess of exploratory analysis, relevant
analysis indicates that if the above 8 items geatvemed under one factor, then the
explanatory variance is 73.002%, the realizationthef explanatory variance must be higher
than 50%. At the same time, factor loading is ab@¥e and this has already met the basic
requirement of the lowest theory of convergentdrglj under such circumstance, it meets the
requirement of doing empirical analysis via usiaelgvant scale. Therefore, the 8 items should
have very good validity to reflect measurement afistruct of efficiency type of business

model innovation.
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Table 3-3 Analytic Result of Exploratory Factor Aysas of Efficiency Type of Business Model before
Transition (N=92

Statistical result of description of
variable Factor

Standard loading
Deviation

Items

Mean Value

Lower cost of partner effectively cooperatiof
(e.g. loss due to inventory and communicati
process cost of commodity exchange, price
increase due to the market and sales, etc.)

3.57 1.377 0.543

Clients agree relatively easy for enterprise tg

; 3.72 1.337 0.557
commodity exchange
Commodity exchange with feature of
expandability (e.g. commodity e.xchange of 3.87 1.424 0.698
small-and-large scale to be carried out
simultaneously)
Better to corresponding decisions for partng 3.87 1.344 0.791

Commodity exchange relatively transparent
information of service and products can be | 4.09 1.388 0.811
verified effectively

Information link when commodity exchange
realize information sharing, reduce informati

asymmetry, both parties can have knowledg 3.99 1.363 0.826
corresponding information
Large amount of information of service, 303 1413 0.825
product and other partners
Commodity exchange rapidly 3.96 1.429 0.789

PS When KMO value reaches 0.9®yrtlett is 710.366, the statistic value is significantiffetent from 0

(p<0.000, the explanatory variance of accumulation of aedr from exploratory factor analysis is 73.002%.

Moreover, the research made analysis for scaleffmiemcy type of business model
innovation via reliability analysis model (See Tal8-4), the overall construct reliability
index of all items are above 0.6, in addition, afteletion of relevant item of corresponding
variables, reliability index of corresponding caoost is less than the reliability index of the
single construct of the combination of 8 items, atdhe same time, the overall reliability
index of the overall variable reached 0.946. Thwesfthe construct item of efficiency type of
business model innovation has a very high degreemfergence.

Therefore, the reliability and validity of the seabf efficiency type of business model
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created in this research are relatively high.

Table 3-4 Reliability Value of Efficiency Type ofuBiness Model before Transition (N=92)

. Item- total | Reliability of Kerr Baha
Variable ltems . .
correlation | relevant construct reliability
coefficient | after item deletion
Lower cost of partner cooperation (e.g, loss dug to
inventory and communication, cost of commodity 672 948
exchange process, price increase due to market - '
and sales, etc.)
Commodity exchange with feature of
expandability (e.g, commodity exchange of
: .783 .940

small-and-large scale to be carried out
simultaneously)
Clients agree relatively easy for enterprise to do 683 947
commodity exchange
Better to corresponding decisions for partners .852 .936 .946
Commodity exchange relatively transparent:
information of service and products to be verified .859 .935
effectively
Large amount of information of service, product 870 934
and other partners
Information link with commodity exchange to
realize information sharing, reduce information

. .870 .935
asymmetry, both parties can have knowledge qf
corresponding information
Commodity exchange rapidly .845 .936

3.2.2 Novelty Dimension before Transition

The analysis of relevant scale item of 6 businesdets that are novelty type was made
by exploratory factor analysis during the procetshe research (See Table 3-5). Per the
requirement, the lowest featured root should bevaldg and the lowest factor loading must
be above 0.5, 6 corresponding sub-items shouldobgetged under one construct. Per the
measured content of relevant items proposed byesearch theory, the research believes that
the structure of novelty type of business modehef enterprise is very well exemplified via
whether increasing new cooperation partners and reseurces during the enterprise
cooperation, therefore, further reliability anatysif relevant index system should be made
based on the result of reliability result. Duriftetprocess of exploratory factor analysis,
relevant analysis indicates that the explanatorianae of the above 8 items converged under

one factor is 88.721%, and this eventually meeatsrdiguirement of the explanatory variance
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needs be above 50%.In addition, factor loading sd®dabove 0.5, and this has already met
the basic requirement of the lowest theory of cogmet validity, under such circumstance, it

meets the requirement of doing empirical analygsusing relevant scale. Therefore, the 6
items should have good validity to reflect measweimof construct of novelty type of

business model innovation.

Table 3-5 Analytic Result of Exploratory Factor Ayss of Novelty Type of Business Model before
Transition (N=92)

Statistical Result of Description of Variable Factqr
Loading
Items

Mean Value Standard Deviation
Commodity exchange between bot
parties that is different from other 3.84 1.528 0.819
competitors
More new inventions 3.83 1.411 0.839
Ability in touch with different klpds 3.05 15 0.882
of partners and products effectively
Ne\{v method to '|ncent|ve partners 3.92 1584 0.882
during commodity exchange
:;ossmlllty in attracting new partner 4 1.475 0.893
New method to the combination
among products, information and 3.97 1.493 0.888
service

PS; When KMO value reaches 0.8®artlett is 734.379, the statistic value is significantijfetent from 0
(p<0.000, the explanatory variance of accumulation of aawdr from exploratory factor analysis is 88.721%.

Moreover, the research made analysis for scalahiéty of novelty type of business
model innovation (See Table 3-6), the overall castreliability index of all items is above
0.6, in addition, after deletion of relevant itefncorresponding variable, reliability index of
relevant construct is less than the reliabilityerdf the single construct of the combination
of 6 items, at the same time, the overall relidbilndex of the overall variable reached 0.969.
Therefore, the construct item of novelty type ofibess model innovation before transition

have a very high degree of convergence.

Therefore reliability and validity of the scale of noveltygg of business model before

transition created in this research are relativgy.
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Table 3-6 Reliability Value of Novelty Type of Bagiss Model before Transition (N=92)

Item- total Reliability of
Variable ltems correlation relevant construct | Kerr Baha reliability
coefficient after item deletion
Commodity exchange between
both parties that is different from .864 967
other competitors
More new inventions .880 .965
Ability in touch with different
911 .962

partners and products effectively

New method to incentive

.969

partners during commodity 911 962
exchange
Possibility to attract new

i 919 961
cooperation partners
New method to combination
among products, information and 915 961

service.

3.2.3 Efficiency Dimension after Transition

The analysis of relevant scale items of 8 efficidithensions’ innovation of loaded
business model was made by exploratory analysie Table 3-7). Per the requirement, the
lowest featured root should be above 1, and thesbv¥actor loading should be above 0.5, 8
corresponding sub-items should be converged unaerconstruct. Per the measured content
of relevant items proposed by the research thebeyresearch believes that the structure of
efficiency type of business model of the enterprafeer transition can be very well
exemplified via improving information symmetry tower the cost and improve commodity
exchange efficiency, therefore, further reliabilégalysis of relevant index system should be
made based on the result of convergent result.nQutihe process of exploratory factor
analysis, relevant analysis indicates that the aqibry variance of the above 8 items
converged under one factor is 79.117%, and evdntumakets the requirement of the
explanatory variance needs to be above 50%. As#mee time, factor loading needs to be
above 0.5, and this has already met the basicrergant of the lowest theory of convergent
validity, under such circumstance, it meets thauiregnent of doing empirical analysis via

using relevant scale. Therefore, the 8 items shbale good validity to reflect measurement
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of construct of efficiency type of business modelavation.

Table 3-7 Analytic Result of Exploratory Factor Aysis of Efficiency Type of Business Model after
Transition (N=92)

Statistical result of

description of variable Factor loading

Items
Mean Standard
Value Deviation
Lower cost of partner cooperation (e.g. loss
to inventory and communication, cost of 4.43 1.499 0.699
commodity exchange process, price increas
due to market and sales, etc.)
Clients agree relatively easier for enterprise 458 1416 0.789
commodity exchange
Commodity exchange with feature of
expandability (e.g. commodity e_xchange of 4.68 1.406 0.765
small-and-large scale to be carried out
simultaneously)
Better to corresponding decisions for partnet  4.76 1.425 0.796

Commodity exchange relatively transparent
information of service and products to be 4,72 1.543 0.807
verified effectively

Information link with commodity exchange to
realize information sharing, reduce informati

asymmetry, both parties can have knowledg 475 Lall 0.796
corresponding information

Information knowing about service, product g 4.84 1401 0.858
partner

Commodity exchange rapidly 4.73 1.491 0.82

PS: When KMO value reaches 0.8®4rtlett is 843.796, the statistic value is significantijfetent from 0

(p<0.000, the explanatory variance of accumulation of aedr from exploratory factor analysis is 79.117%.

Moreover, the research will make further analysissicale of efficiency type of business
model innovation via reliability analysis of necéggSee Table 3-8), the overall construct
reliability index of all items is above 0.6, at thkame time, after deletion of relevant item of
corresponding variable, reliability index of copesding construct is 0.962. Therefore, the
construct item of efficiency type of business madelbvation has a relatively higher degree

of convergence among other items.

Therefore, reliability and validity of the scaleedficiency type of business model created

in this research are relatively high.
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Table 3-8 Reliability Value of Efficiency Type ofuBiness Model after TransitiolN=92)

Reliability of
Item-total
. . relevant construct Kerr Baha
Variable ltems correlation ) .
. after item reliability
coefficient .
deletion

Lower cost of partner cooperation (e.g. loss dug to
inventory and communication, cost of commodity 787 961
exchange process, price increase due to market
and sales, etc.)
Clients agree relatively easy for enterprise to 854 957
commodity exchange
Commodity exchange with feature of
expandability (e.g. commodity exchange of

. .836 .958
small-and-large scale to be carried out
simultaneously)

.962
Better to corresponding decisions for partners .858 .956
Commodity exchange relatively transparent -
information of service and products to be verified .862 .956
effectively
Information relevant to both sides at product
.856 .956

exchange to be shared, but not asymmetry
Know information of service, product and partners  900. .954
Carry out commodity exchange rapidly .873 .955

3.2.4 Novelty Dimension after Transition

The analysis of relevant scale item of 6 businesdets that are novelty type was made
by exploratory factor analysis during the procetshe research (See Table 3-9). Per the
requirement, the lowest featured root should ber@ldg and the lowest factor loading must
be above 0.5, 6 items can be effectively convengeder one construct. Per the measured
content of relevant items proposed by the rese#tiebry, the research believes that the
structure of novelty type of business model of #mterprise after transition is very well
exemplified via whether increasing new cooperapantners and new resources during the
enterprise cooperation, therefore, further religbénalysis of relevant index system should
be made based on the result of reliability redbliring the process of exploratory factor
analysis, corresponding analysis indicates thae#panatory variance of the above 6 items

converged under one factor is 76.705%, which m#esrequirement of the explanatory
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variance should be above 50%. At the same timé&rfémading should be above 0.5, and this
has already met the basic requirement of the lownesiry of convergent validity, under this
circumstance, it meets the requirement of doingieoah analysis via using relevant scale.
Therefore, the 6 items should have very good vgliehi reflect measurement of construct of

novelty type of business model innovation.

Table 3-9 Analytic Result of Exploratory Factor Aygas of Novelty Type of Business Model after
Transition (N=92)

Statistical result of description of variable Factor loading

Items

Mean Value Standard Deviation

Commodity exchange between
both parties that is different fron 5.34 1.082 0.635
other competitors

More new inventions 5.34 1.092 0.802
Ability in touch with dlfferent' 543 1.062 0.787
partners and products effectively

New method to incentive partne 543 117 0.763
during commaodity exchange

Posshilities to attract new partne 5.5 1.104 0.831
New method to combination

among products, information an 5.49 1.181 0.784

service

PS: When KMO value reaches 0.884rtlett is 93.668, the statistic value is significantl§felient from 0
(p<0.000 , the explanatory variance of accumulation of ometdr from exploratory factor analysis is
76.705%.

Moreover, the research made reliability analysis doale of novelty type of business
model innovation (See Table 3-10), the overall toies reliability index of all items is above
0.6, at the same time, after deletion of relevéminiof corresponding variable, reliability
index of corresponding construct is less than éhalility index of the single construct of the
combination of 6 items, and meanwhile, the variagbéer Baha « index is about to reach
0.939. Therefore, the novelty type of business rhima®vation after transition that represents

each item among the construct has a relatively degree of convergence.

In summary, reliability and validity of the scalé pbovelty type of business model

innovation in this research are both relativelyhhig
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Table 3-10 Reliability Value of Novelty Type of Boess Model after Transition (N=92)

Item -total Reliability of relevant
Variable Iltems correlation construct after item | Kerr Baha reliability
coefficient deletion

Commodity exchange between
both parties that is different from .718 939
other competitors

More new inventions .842 .924

Ability in touch with different

partners and products effective 831 926
.939
New method to _mcentlve partnefs 815 928
during commodity exchange
Possibility to attract new partners .866 921
New method to combination
among products, information angd .830 .926

service

3.2.5 Speed Advantage before Transition

The research made exploratory factor analysis fer & relevant scale items that
constructed speed competitive advantage beforesitiam (See Table 3-11)Per the
requirement, the lowest featured root needs toboeeal, and the lowest factor loading must
be above 0.5, 6 corresponding sub- items were cgedeunder one construct. Per the
measured content of relevant items proposed byesearch theory, the research believes that
the structure of the construct of speed competitivantage before transition of the
enterprise is very well exemplified via analyzinge tsource of speed advantage before
transition includes information acquisition and egbeof developing products, therefore,
further reliability analysis of relevant index syt was made based on the result of relevant

convergent result.

During the process of exploratory factor analysedevant analysis indicates that the
explanatory variance of the above 6 items converggder one factor is 89.166%, which
meets the requirement of the explanatory variahceild be higher than 50%. At the same
time, factor loading needs to be above 0.5, argltiths already met the basic requirement of
the lowest theory of convergent validity, undertsaogcumstance; it meets the requirement of
doing empirical analysis via using relevant scdleerefore, the 6 items should have very

good validity to reflect measurement of constrdctpeed advantage.
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Table 3-11 Analytic Result of Exploratory Factor alysis of Speed Advantage before Transition
(N=92)

Statistical result of description of
Items variable Factor loading
Mean value Standard deviation
Information transmission speed 4.98 1.569 0.896
Information updating speed 4.97 1.515 0.869
Information feedback speed 491 1.457 0.895
New product launch speed 4.89 1.586 0.905
New product transmission spee 5.04 1.69 0.929
Short lifespan of new product 5.09 1.675 0.856

PS: When KMO value reaches 0.8®hrtlett is 819.198, the statistic value is significantiffetent from 0
(p<0.000 , the explanatory variance of accumulation of ometdr from exploratory factor analysis is
89.166%%.

Moreover, this research made reliability analysales after transition based on the speed
competitive advantage (See Table 3-12), the oveaabtruct reliability index of all items are
above 0.6, at the same time, after deletion ofvasle item of corresponding variable,
reliability index of corresponding construct is dethan the reliability index of the single
construct of the combination of 6 items, and mealaylthe overall reliability index of the
overall variable reaches 0.975. Therefore, each @mong the construct of speed competitive

advantage before transition has a relatively higgrele of convergence.

In summary, reliability and validity of the scalttbe construct of speed competitive

advantage before transition that are envelopekisrésearch are relatively high.

Table 3-12 Reliability Value of Speed Advantagerkation Dimension before Transition (N=92)

Item-total Reliability of
Variable ltems correlation relevant construct | Kerr Baha reliability

coefficient after item deletion

Information transmission speed 921 .970

Information updating speed .903 972

Information feedback speed 921 .970 975

New product launch speed .929 .969 '

New product transmission speed 947 967

Short lifespan of new product .894 973

3.2.6 Flexibility Advantage before Transition

The research made exploratory factor analysis far 8 relevant scale items that
constructed flexibility competitive advantage befdransition (See Table 3-13). Per the
requirement, the lowest featured root needs tobbeeal, and the lowest factor loading must
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be above 0.5, 8 corresponding sub- items were cgadeunder one construct.

Per the measured content of relevant items propbgedde research theory, the research
believes that to describe the source of flexibiltympetitive advantage, analysis of the
convergence of relevant consumers can be nicelye dbming manufacturing, therefore,
further reliability analysis of relevant index syt was made based on the result of relevant
convergent result. During the process of exployattactor analysis, relevant analysis
indicates that the explanatory variance of the ab®.tems converged under one factor is
87.967%, and this meets the requirement of theamgpbry variance needs to be above 50%.
At the same time, factor loading must be above arig this has already met the basic
requirement of the lowest theory of convergentdilj under such circumstance, it meets the
requirement of doing empirical analysis via usiegvant scale. Therefore, the 8 items should
have very good validity to reflect measurement ohstruct of flexibility competitive
advantage.

Table 3-13 Analytic Result of Exploratory Factor alysis of Flexibility Advantage before
Transition (N=92)

Statistical result of description of Factor
ltems variable loading

Mean value | Standard deviation
Design independently per customer’s dem 4.84 1.514 0.775
Individual push 4,91 1.587 0.866
Individual products combination 5 1.631 0.893
Observation of individual consuming meth 4.97 1.634 0.878
Exploration of the same preference group 5.18 1.69 0.924
g%a;tment ability of the same preference 515 1,664 0.902
Slf:orﬁsnmg ability of the same preference 59 1,666 0.892
g:érl?;:tlve ability of the same preference 593 1,684 0.906

PS: When KMO value reaches 0.9Fartlett is 1232, the statistic is significantly differefrom 0
(p<0.000 , the explanatory variance of accumulation of caetdr from exploratory factor analysis is
87.967%.

Moreover, Then, the research made reliability esialgcale before transition based on
the flexibility competitive advantage (See Tabl&é43; the overall construct reliability index
of all items are over 0.6,at the same time, afedettbn of relevant item of corresponding
variable, reliability index of corresponding constr is less than the reliability index of the

single construct of the combination of 8 items, amhnwhile, the overall reliability index of
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the overall variable reaches 0.980. Therefore, é@rh among the construct of flexibility

competitive advantage before transition has aivelgthigh degree of convergence.

In summary, reliability and validity of the scalétbe construct of flexibility competitive

advantage before transition developed in this rebeare relatively high.

Table 3-14 Reliability Value of Flexibility Advang@ Formation Dimension before Transition (N=92)

Item-total Reliability of ha reliabili
Variable Items correlation relevant construct Kerr Baha reliability

coefficient after item deletion

Design |n,dependently per 846 981

customer’s demand

Individual push .908 978

Indmdual_ products 927 977

combination

Observa}tlon of individual 917 978

consuming method 980

Exploration of the same 949 976

preference group

Adjustment ability of the 934 977

same preference group

Screening ability of the 978 977

same preference group

Attractive ability of the 937 977

same preference group

3.2.5 Tailor-made Advantage before Transition

The research made exploratory factor analysis far % relevant scale items that
constructed tailor-made competitive advantage ketaansition (See Table 3-15). Per the
requirement, the lowest featured root needs taboeeal, and the lowest factor loading must

be above 0.5, 5 corresponding sub- items were cgageaunder one construct.

According to the measured content of relevant iteneposed by the research theory, the
research believes that the structure of the cartstfucompetitive advantage before transition
that is exemplified via analyzing the source ofloramade advantage before transition
including  whether enterprise can effectively pdavi relevant unique tailor-made
information according to the unique requiremeninalividual information, further reliability
analysis of relevant index system should be madedan the result of relevant convergent
result. During the process of exploratory factoalgsis, relevant analysis indicates that the
explanatory variance of the above 5 items convergeter one factor is 85.863%, and this

meets the requirement of the explanatory variahoelld be above 50%. At the same time, all
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factor loading is above 0.5, and this has alrea@y the basic requirement of the lowest
theory of convergent validity, under such circumst it meets the requirement of doing
empirical analysis via using relevant scale. Treeefthe 5 items should have very good

validity to reflect measurement of construct ofalamade advantage.

Table 3-15 Analytic Result of Exploratory Factor alysis of Tailor-Made Advantage before
Transition (N=92)

Statistical result of description of variah
Items Standard Factor loading
Mean value I~
deviation
Relf_sltlvely hlgh individuality of 514 1.472 0.785
business unit
Ca_pe_lblllty of adaptlng the need of 4.96 1511 0925
splitting business unit
Sr?i?ablh’[y of restructuring business 502 1519 0.863
Subsidiary b_usmess remains even 502 1576 0.862
the core business has been changg
Effectively reuse of current and 51 1512 0.858
obsolete resources

PS; When KMO value reaches 0.885rtlett is 523.947, the statistic is significantly diffetérom 0(p<0.000,
the explanatory variance of accumulation of onédiafrom exploratory factor analysis is 85.863%.

Moreover, the research made reliability analysialesdefore transition based on the
tailor-made competitive advantage (See Table 3ib&),overall construct reliability index of
all items are above 0.6, at the same time, aftéatida of relevant item of corresponding
variable, reliability index of corresponding constr is less than the reliability index of the
single construct of the combination of 5 items, amehnwhile, the overall reliability index of
the overall variable reaches 0.959. Therefore, é&ch among the construct of tailor-made

competitive advantage before transition has aivelgthigh degree of convergence.

In summary, reliability and validity of the scald the construct of tailor-made

competitive advantage before transition developeatiis research are relatively high.

73



Business Model Transformation of Newspapers froadifional Media Omni Media

Table 3-16 Reliability Value of Tailor-Made AdvaggFormation Dimension before Transition(N=92)

Iltem- total Reliability of
. correlation relevant construct Kerr Baha reliability
Variable Iltems e ) .
coefficient after item deletion
Relf_sltlvely hlgh individuality of 805 958
business unit
Ca_pe_lblllty of adaptlng the need of 937 940
splitting business unit
Sﬁti?ablllty of restructuring business 887 948 959
Sub5|d|ary business remains even |f 886 948
core business has been chat
Effectively reuse current and 884 949
obsolete resourc

3.2.8 Speed Advantage after Transition

The research made exploratory factor analysis fer & relevant scale items that
constructed speed competitive advantage afteriti@m$See Table 3-17). Per the requirement,
the lowest featured root needs to be above 1,lantbtvest factor loading must be above 0.5,
6 corresponding sub-items were converged underconstruct. Per the measured content of
relevant items proposed by the research theoryetbearch believes that the structure of the
construct of speed competitive advantage aftersitian of the enterprise is very well
exemplified via analyzing the source of speed athgmafter transition including information
acquisition and the speed of developing the pragdatther reliability analysis of relevant
index system was made based on the result of r@l@amvergent result. During the process
of exploratory factor analysis, relevant analysdi¢ates that the explanatory variance of the
above 6 items converged under one factor is 84.4@rf this meets the requirement of the
explanatory variance needs to be above 50%. Addhee time, all factor loading is above 0.5,
and this has already met the basic requiremenhefldwest theory of convergent validity,
under such circumstance, it meets the requiremémomg empirical analysis via using
relevant scale. Therefore, 6 items have very gadidity to reflect measurement of construct

of speed advantage after transition.
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Table 3-17 Reliability Value of Speed Advantageriation Dimension after Transition (N=92)

Statistical result of description of variable
ltems Standard Factor loading
Mean value o
deviation

Information transmission speed 5.79 1.172 0.792
Information updating speed 5.72 1.103 0.867
Information feedback speed 5.67 1.159 0.843
New product launch speed 5.79 1.144 0.863
New product transmission spee 5.91 1.201 0.854
Short lifespan of new product 5.9 1.187 0.846

PS: When KMO value reaches0.8®artlett is 656.210, the statistic value is significantijfetent from 0
(p<0.000, the explanatory variance of accumulation of aawdr from exploratory factor analysis is 84.407%.
Moreover, the research made reliability analysslestased on the speed competitive
advantage after transition (See Table 3-18), tleadlvconstruct reliability index of all items
is above 0.6, at the same time, after deletionetévant item of corresponding variable,
reliability index of corresponding construct is dethan the reliability index of the single
construct of the combination of 6 items, and mealayithe overall reliability index of the
overall variable reaches 0.963. Therefore, each @&mong the construct of speed competitive

advantage after transition have a relatively higbrde of convergence.

In summary, reliability and validity of the scalé the construct of speed competitive

advantage after transition developed in this researe relatively high.

Table 3-18 Reliability Value of Speed Advantageriation Dimension after Transition (N=92)

Item-total Reliability of
Variable ltems correlation relevant construct | Kerr Baha reliability

coefficient after item deletion

Information transmission speed .841 .960

Information updating speed .899 .954

Information feedback speed .879 .956

New product launch speed .895 .954 963

New product transmission speed .890 .955

Short lifespan of new product .883 .955

3.2.9 Flexibility Advantage after Transition

The research made exploratory factor analysis far 8 relevant scale items that
constructed flexibility competitive advantage afteansition (See Table 3-19). Per the
requirement, the lowest featured root needs tobeeal, and the lowest factor loading must
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be above 0.5, 8 corresponding sub-items were cgadeunder one construct. Per the
measured content of relevant items proposed byesearch theory, the research believes that
to describe the source of flexibility competitivdvantage after transition via analyzing the
aggregation of relevant consumers during manufegutherefore further reliability analysis
of relevant index system was made based on thdt mfsielevant convergent result. During
the process of exploratory factor analysis, reléamalysis indicates that the explanatory
variance of the above 8 items converged under antif is 79.727%, and this meets the
requirement of the explanatory variance shoulddma 50%.At the same time, all the factor
loading is above 0.5, and this has already meb#sic requirement of the lowest theory of
convergent validity, under such circumstance, ietadhe requirement of doing empirical
analysis via using relevant scale. Therefore, thee®s very have good validity to reflect

measurement of construct of flexibility competitadvantage after transition.

Table 3-19 Analytic Result of Exploratory Factoralysis of Flexibility Advantage after Transition
(N=92)

Statistical result of description of .
. Factor loading
ltems variable
Standard
Mean value L
deviation
Design independently per customer’s dem 5.61 1.109 0.844
Individual push 5.61 1.157 0.897
Individual products combination 5.62 1.203 0.874
Observation of individual consuming meth 5.74 1.203 0.915
Exploration of the same preference group 5.82 1.157 0.903
Adjustment ability of the same preference
5.78 1.137 0.919
group
Screening ability of the same preference
5.75 1.173 0.91
group
Attractive ability of the same preference
group 5.66 1.151 0.878

PS; When KMO value reaches 0.9@artlett is 881.750, the statistic value is significantlyfelient from 0
(p<0.000, the explanatory variance of accumulation of aawdr from exploratory factor analysis is 79.727%.
Moreover, the research made reliability analysiales@fter transition based on the
flexibility competitive advantage (See Table 3-28 overall construct reliability index of all
items is above 0.6, at the same time, after deleifaelevant item of corresponding variable,

reliability index of corresponding construct is dethan the reliability index of the single
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construct of the combination of 8 items, and mealayithe overall reliability index of the
overall variable reaches 0.964. Therefore, eacim iganong the construct of flexibility

competitive advantage after transition has a redgtihigh degree of convergence.

In summary, reliability and validity of the scalttbe construct of flexibility competitive

advantage after transition developed in this researe relatively high.

Table 3-20 Reliability Value of Flexibility Advange Formation Dimension after Transition (N=92)

Item- total Reliability of Kerr Baha reliability
Variable Items correlation relevant construct
coefficient after item deletion
Design |n,dependently per 799 962
customer’s demand
Individual push .866 .958
Individual products combinatior .836 .960

Observa}tlon of individual 887 957
consuming method 964

Exploration of the same

870 958
preference group
Adjustment ability of the same 890 957
preference group
Screening ability of the same 878 957
preference group
Attractive ability of the same 838 960

preference group

3.2.10 Tailor-made Advantage after Transition

The research made exploratory factor analysis fer 5 relevant scale items that
constructed tailor-made competitive advantage dft@nsition (See Table 3-21). Per the
requirement, the lowest featured root needs taboweal, and the lowest factor loading must
be above 0.5, 5 corresponding sub-items were cgadeunder one construct. According to
the measured content of relevant items proposdtdyesearch theory, the research believes
that the structure of the construct of competiideantage after transition that is exemplified
via analyzing the source of tailor-made advantdtgr gansition including whether enterprise
can effectively provide relevant unique tailor-maitdormation according to the unique
requirement of individual information, further rdiility analysis of relevant index system
was made based on the result of relevant convergealt. During the process of exploratory
factor analysis, relevant analysis indicates thatexplanatory variance of the above 5 items

converged under one factor is 85.863%, and thistsnbe requirement of the explanatory
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variance should be above 50%. At the same timdaetidr loading is above 0.5, and this has
already met the basic requirement of the lowesbrthef convergent validity, under such
circumstance, it meets the requirement of doingiecap analysis via using relevant scale.
Therefore, the 5 items have very good validity &flect measurement of construct of

tailor-made advantage after transition.

Table 3-21 Analytic Result of Exploratory Factoralysis of Tailor-Made Advantage after Transition
(N=92)

Statistical result of description of
variable .
Items Standard Factor loading
Mean value L
deviation

Sr(]eiltatlvely high individuality of business 549 12 0.866
Cap_ablllty of adapting the need of splitti 561 1.119 0.925
business unit
Capability of reconstructing business 5.58 1.102 0.816
Sub_5|d|ary business remains even if cor 571 1236 0.904
business has been changed
Effectively reuse current and obsolete 57 1035 0.859
resources

PS; When KMO value reaches 0.8Bartlett is 365.169, the statistic value is significantiffetent from 0
(p<0.000), the explanatory variance of accumulation of aedr from exploratory factor analysis is 76.512%.
Moreover, the research made reliability analysialesa@fter transition based on the
tailor-made competitive advantage (See Table 34B2)overall construct reliability index of
all items is above 0.6, at the same time, afteetael of relevant item of corresponding
variable, reliability index of corresponding constr is below the reliability index of the
single construct of the combination of 5 items, amehnwhile, the overall reliability index of
the overall variable reaches 0.922. Therefore, é&ch among the construct of tailor-made

competitive advantage after transition has a radtihigh degree of convergence.

In summary, the reliability and validity of the #eeaof the construct of tailor-made

competitive advantage after transition developetthisresearch are relatively high.
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Table 3-22 Reliability Value of Tailor-Made Advagt Scale Formation Dimension after Transition
(N=92)

Item-total Reliability of
. . Kerr Baha
Variable ltems correlation relevant construc o
e . ; reliability

coefficient after item deletion

Re_latlvely high individuality of business 786 907

unit

Ca_pgblllty of adaptln_g the need of 875 889

splitting business unit

Capability of restructuring business unit 722 919 .922

Sub_8|d|ary business remains even if core 840 896

business has been changed

Effectively reuse of current and obsolete 778 909

resources

3.2.11 Environment Dynamism

The research made exploratory factor analysis far % relevant scale items that
constructed environment dynamism (See Table 3R2&)the requirement, the lowest featured
root needs to be above 1, and the lowest factalingamust be above 0.5, 5 corresponding
sub-items were converged under one construct. Dufie process of exploratory factor
analysis, corresponding analysis indicates thae#panatory variance of the above 5 items
converged under one factor is 73.265%, and meeatsraquirement of the explanatory
variance should be above 50%.At the same timehalfactor loading is above 0.5, and this
has already met the basic requirement of the lothestry of convergent validity, under such
circumstance, it meets the requirement of doingiecap analysis via using relevant scale.
Therefore, the 5 items should have very good ugliti reflect measurement of construct of

environment dynamism.
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Table 3-23 Analytic Result of Exploratory Factoralysis of Environment Dynamism (N=92)

Statistical result of description of variable Factpr
loading
Items
Standard
Mean value o
deviation
Product or service easily to be
updated or upgraded at our indust 529 1.434 0.842
Difficult to pre_dlct market behavior 59 1.454 0.877
of the competitors
Difficult to prefjlct market demand 53 1.428 0.888
and customer’s preference
Fast innovation of the product or 538 1451 0.88
craft in our industry
Sales promotion adjustment timely
to keep up yvlth the market deman 573 1,232 0.789
and the action change of the
competitor

PS; When KMO value reaches 0.883@rtlett is 322.423, the statistic is significantly diffatdrom 0(p<0.000,
the explanatory variance of accumulation of on¢diaftom exploratory factor analysis is 73.265%.

Moreover, the research made reliability analys&éeson the environment dynamism (See
Table 3-24), the overall construct reliability ixdef all items is above 0.6, at the same time,
after deletion of relevant item of correspondingiafale, reliability index of corresponding
construct is below the reliability index of the gl construct of the combination of 5 items,
and meanwhile, the overall reliability index of theerall variable reaches 0.909. Therefore,
each item among the construct of environment dysaias a relatively high degree of

convergence.

In summary, the reliability and validity of the $eeof the construct of environment

dynamism developed in this research are relativigiy.
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Table 3-24 Reliability Value of Environment DynamisScale Dimension (N=92)

Item-total Reliability of relevant
Variable Iltems correlation construct after item| Kerr Baha reliability

coefficient deletion

Product or service gasﬂy updated 752 892

or upgraded at our industry

Difficult to predict market

behavior of the competitor 798 882

Difficult to predict market

demand and customer’s .813 .879 909

preference '

Fast mnova_tlon of the product of 804 881

craft at our industry

Sales prometon adjustment timely

to keep up with the market 682 906

demand and the action change of

the competitor

3.3 Confirmatory Factor Analysis

The scale constructed in the research after thioetpry factor analysis, the research
made further confirmatory factor analysis basedatinthe samples. Whether the relevant
dimension of the scale construct set by the rekeigself and basic theory dimension of the
construct set initially by the research are coasisare exemplified by the confirmatory factor

analysis.
3.3.1 Efficiency & Novelty Types of Bus

The research made relevant confirmatory factorysmafor the two basic dimensions of
scale of business model for newspaper (See TaBl),3he result of the research indicates
that the 8 relevant sub-items of efficiency typebosiness model innovation before transition
can effectively converge under one-dimensionalsttivi, and all the index of relevant items is
above 0.6 and reaches the requirement of relatiki@in degree of significance at 0.000.
Further research investigated values of CFl and INdfRhe model respectively, relevant
values are over 0.9, but RMSEA value is relativieigh. Because all the indexes can be
converged in a uniformed model at the level of egponding significance, and this means the

8 sub- dimensions of efficiency type of businessdebtannovation under corresponding
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one-dimensional division is rational. Values of Gid NNFI from the research are 0.94 and
0.92 respectively, ang?/df is 4.59, indicating that the convergent vajidif all items of scale
of efficiency type of business model innovation eefatively high, sufficiently prove that the
research scale is in accordance with theory reonang.

The analysis of the novelty type of business magebvation of the research indicates
that the overall division of the novelty type ofsmess model innovation is relatively rational
under the condition of corresponding dimensionaistbn, the research finds out that all the
indexes are above 0.8 and have a significant paeoce in the level of significance at 0.00
via observing corresponding convergent model ofescAt the same time, the research
discovered that values of CFl and NNFI of the ratgvanalytical model are 0.95 and 0.92
respectivelyy2/df is 6.145, meeting the requirement that it seedbe below 10, and this
explains each measure dimension of efficiency pbusiness model innovation has good
convergent validity, and meanwhile, effective saian and convergence can be done among
each sub-dimension.
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Table 3-25 Confirmatory Factor Analysis of Creat8@ale of Efficiency & Novelty Types of Business

Model before Transition

Full model
Variable ltems estimation T -value P
coefficient
Lower cost of partner cooperation (e.g. loss due to
inventory and communication, cost of commodity exaie 0.66 6.97 0.000
process, price increase due to market and sate}, et
Clients agree relatively easy for enterprise to ity 0.67 712 0.000
exchange
Commodity exchange with feature of expandabilitg(e
commodity exchange of small-and-large scale todogex 0.78 8.85 0.000
out simultaneously)
Better to corresponding decisions for partners 0.84 9.91 0.000
Commpdlty exchange relatively tra.msparent. - infdfoma 0.90 1111 0.000
of service and products to be verified effectively
Information link with commodity exchange to realize
information sharing, reduce information asymmdinth 0.92 11.50 0.000
parties can have knowledge of corresponding inftiona
Understanding service, product and partner infoionat 0.93 11.55 0.000
Commodity exchange rapidly 0.89 10.84 0.0d
X2 91.87 CFI 0.94
Df 20 NNFI 0.92
x2/df 4.592 RMSEA| 0.199
Commodity exchar_wge between both parties that fereifit 0.87 10.38 0.000
from other competitors
More new inventions 0.88 10.64 0.000
Ablllt¥ in touch with different partners and prodsic 0.93 11.64 0.000
effectively
New method to incentive partners during commodity 0.93 11.73 0.000
exchange
Possiblities to attract new partners 0.95 12.1 0@.0
New met_hod to combination among products, inforamati 0.94 11.99 0.000
and service
X2 55.31 CFI 0.95
Df 9 NNFI 0.92
x2/df 6.145 RMSEA| 0.238

PS: Lisrel software is mainly used for data analgsid Stata for relevant coefficient. Parameteeuedch scale
is the index for the confirmatory factor analysighe relevant model.
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3.3.2 Efficiency & Novelty Types of Business Modéhnovation after Transition

The research made relevant confirmatory factorysmafor the two basic dimensions of
scale of business model innovation after transitdbnthe newspaper, i.e. efficiency and
novelty types of business model innovation (Sederd@b26), the result of the research has
some similarity of the result of the relevant besis model innovation before transition, the
result of the research indicates that the effigietype of business model innovation after
transition can be effectively converged into onmeatision under one-dimensional division,
and all the index of relevant items is above 0.6 s reaches the requirement of relatively
high degree of significance at 0.000.Further redealso investigated values of CFl and
NNFI of the model respectively, relevant values aver 0.9, and they are 0.94 and 0.92
respectively, but RMSEA value is relatively higtihetefore the research focused on the
investigation of2/df, whose value reaches 5.56,and this meets the rewgnteof the
maximum value should be lower than 10. Therefolletha indexes can be converged in a
uniformed model at the level of corresponding digance, and this means the 8
sub-dimensions of efficiency type of business modwelovation under corresponding
one-dimensional division is rational, indicatingatithe convergent validity of all items of
scale of efficiency type of business model innavatafter transition are relatively high,

sufficiently prove that the research scale is icoadance with theory requirement.

Similarly, the analysis of novelty type of businessovation after transition of the
research indicates that the overall division ofribgelty type of business model innovation is
relatively rational under the condition of relevainnensional division, the research finds out
that all the indexes are over 0.74 and have a fgignt performance in the level of
significance at 0.00 via observing correspondingveogent model of scale. At the same time,
the research discovered that values of CFl and NiflEie relevant analytical model are 0.94
and 0.90 respectively; however, value of RMSEA heasc0.206, therefore, the research
focused on the investigationy@fdf, whose value reaches 4.85, which meets the requinteme
of the maximum value cannot be above 10, and thidasns each measure dimension of
novelty type of business model innovation has goma/ergent validity, and at the same time,

effective separation and convergence can be dooegeach sub-dimension.
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Table 3-26 Confirmatory Factor Analysis of Creativeale of Efficiency & Novelty Types of

Business Model after Transition

Full model
Variable ltems estimation P
. T -Value
coefficient
Lower cost of partner cooperation (e.g. loss dueventory and
communication, cost of commodity exchange proqasse 0.79 9.03 0.000
increase due to market and sales, etc.)
Clients agree relatively easy for enterprise to immality exchange 0.75 10.13 0.0(
Commodity exchange with feature of expandabilitg.(e
commodity exchange of small-and-large scale todneed out 0.84 9.90 0.000
simultaneously)
Better to corresponding decisions for partners 0.88 10.56 0.000
Commodlty exchange relatlvely.transpar(.ant - infdfomaof 0.89 10.90 0.000
service and products to be verified effectively
Information link with commodity exchange to realinéormation
sharing, reduce information asymmetry, both padashave 0.89 10.83 0.000
knowledge of corresponding information
Information knowing about service, product, andpzration 0.92 11.54 0.00
Commodity exchange rapidly 0.90 11.07 0.000
X2 110.91 CFI 0.93
Df 20 NNFI 0.91
x2/df 5.56 RMSEA | 0.224
Commaodity e.xchange between both parties that feréifit from 0.74 8.07 0.000
other competitors
More new inventions 0.87 10.35 0.000
Abilities in touch with different partners and prmts effectively 0.86 10.13 0.00
New method to incentive partners during commodiishange 0.84 9.77 0.00
Possibilities to attract new partners 0.91 11.16 000.
New method to combination among product, infornratod 0.87 10.45 0.000
service
%2 43.65 CFI 0.94
Df 9 NNFI 0.90
x2/df 4.85 RMSEA | 0.206

PS: Lisrel software is mainly used for data analgsid Stata for relevant coefficient. Parameteeuedch scale

is the index for the confirmatory factor analysighe relevant model.
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3.3.3 Confirmatory Factor Analysis of Formation of Competitive Advantage before
Transition

The research made analysis for each dimensionefdiming source of competitive
advantage before transition of the newspaper;gbearch finds that the forming dimension of
competitive advantage including speed, flexibilapd tailor-made can all effectively be
converged (See Table 3-27). Detailed analysis atdi&that each dimension of the relevant
competitive advantage can be converted into its dimmension very well, this means that
each dimension has a convergent validity. For ms#athe analysis of speed indicates that
each sub- dimension of speed competitive advartagebe effectively converged into one
dimension under one-dimensional division, and [zl index of relevant items is above 0.9
and this reaches the requirement of relatively dggree of significance at 0.000. Further
research also investigated values of CFl and NNIFfh@ model respectively, all the relevant
values are above 0.9, and they are 0.96 and Osp@ctvely, but RMSEA value is relatively
high, therefore the research made further invetstigafy2/df, whose value reaches 5.56, this
meets the requirement of the maximum value canaadbimve 10.Therefore, all the indexes
can be converged in a uniformed model at the le¥eorresponding significance, and this
means the 6 sub-dimensions of speed competitive araalge under relevant
one-dimensional division is rational. This indicatiat the development of scale of speed
competitive advantage before transition not only gaod convergent validity but is rational;

sufficiently proves that the research scale isccoedance with theory requirement.

The research made analysis to flexibility whichaisother dimension of source of
competitive advantage, the study finds that under dondition of relevant sub-dimension
division, all dimensions of the overall model care lzonverged effectively to the
corresponding dimension, based on this, the divisiocorresponding dimension of relevant
variable is relatively rational, the research firda that all the index is over 0.83 and has a
significant performance in the level of significenat 0.00 via observing corresponding
convergent model of scale. At the same time, tesearh discovered that values of CFl and
NNFI of the relevant analytical model are 0.94 @nhfll respectively; but RMSEA value
reaches 0.304,therefore the research made furthiestigation of2/df, whose value reaches
9.4436,this meets the lowest requirement of theevatust be below 10, and this explains the
structure of flexible scale of competitive advamtalgas good convergent validity, and

meanwhile, effective separation and convergencéeatone among each sub dimension.

The research made further analysis to tailor-maklietwis another dimension of source
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of competitive advantage, the study find that urither condition of relevant sub-dimension
division, all dimensions of the overall model care lzonverged effectively to the
corresponding dimension, based on this, the divisiocorresponding dimension of relevant
variable is relatively rational, the research firwdg that all the index is over 0.85 and has a
significant performance in the level of significenat 0.00 via observing corresponding
convergent model of scale. At the same time, tsearh discovered that values of CFl and
NNFI of the relevant analytical model are 0.98 @nh€l6 respectively; but RMSEA value
reaches 3.426, this meets the lowest requiremetiieofvalue must be below 10, and this
explains the structure of tailor-made scale of cetitipe advantage has good convergent
validity, and meanwhile, effective separation armhwergence can be done among each

sub-dimension.
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Table 3-27 Confirmatory Factor Analysis of CompegitAdvantage Origin Scale before Transition

Full model
Variable Iltems estimation | T - Value P

coefficient
Information transmission speed 0.93 11.77 0.000
Information updating speed 0.90 11.11 0.000
Information feedback speed 0.94 12.03 0.000
New product launch speed 0.95 12.17 0.000
New product transmission speed 0.97 12.58 0.000
Short lifespan of new product 0.90 11.12 0.000
x2 43.77 CFI 0.96
Df 9 NNFI 0.93
x2/df 5.56 RMSEA | 0.206
Design independently per customer’s demand 0.83 1 9.7 0.000
Individual push 0.89 10.89 | 0.000
Individual products combination 0.92 11.46 0.000
Observation of individual consuming method 0.91 351. | 0.000
Exploration of the same preference group 0.96 12.48.000
Adjustment ability of the same preference group 60.9 12.53 0.00d
Screening ability of the same preference group 0.96 12.41 0.00d
Attractive ability of the same preference group 70.9 12.58 0.00d
x2 188.72 CFI 0.94
Df 20 NNFI 0.91
x2/df 9.436 RMSEA | 0.304
Relatively high individuality of business unit 0.85 10.09 0.000
Capability of adapting the need of splitting busmenit 0.97 12.56 0.0Q0
Capability of restructuring business unit 0.92 61.5 0.000
Subsidiary business remains even if core busines®éen changed 0.90 11.02 0.000
Effectively reuse of current and obsolete resources 0.89 10.94 0.000
x2 17.13 CFI 0.98
Df 5 NNFI | 0.96
x2/df 3.426 RMSEA | 0.164

PS: Lisrel software is mainly used for data analgsid Stata for relevant coefficient. Parameteeuedch scale

is the index for the confirmatory factor analysigh® relevant model.
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3.3.4 Confirmatory Factor Analysis of Formation of Competitive Advantage after
Transition

The research made analysis for each dimension mofhafion source of competitive
advantage after transition of the enterprise, #search finds that the formation dimension of
competitive advantage including speed, flexibilisnd tailor-made can all effectively
convergent (See Table 3-28). Detailed analysiscatds that each dimension of the relevant
competitive advantage can be converted into its dimmension very well, this means that
each dimension has a convergent validity. For mstathe analysis of speed after transition
indicates that each sub- dimension of speed dimensf competitive advantage can be
effectively converged into one dimension under dimeensional division, and all the index of
relevant items is above 0.86 and reach the regemenof relatively high degree of
significance at 0.000.Further research also ingatdd value of CFl and NNFI of the model
respectively, relevant values are over 0.9, ang @ie 0.965 and 0.91 respectively, but
RMSEA value is relatively high, therefore the re@sbamade further investigation@/df,
whose value reaches 6.244, this meets the requiteofethe maximum value cannot be
below 10. Therefore, all the index can be convenged uniformed model at the level of
corresponding significance, and this means the I&-démensions of speed competitive
advantage under corresponding one-dimensionaliglivis rational and this indicates that the
development of scale of speed competitive advantftgr transition not only has good
convergent validity but is rational, sufficientlygves that the research scale is in accordance

with theory requirement.

The research made analysis to flexibility which aisother dimension of origin of
competitive advantage after transition, the studgd that under the condition of relevant
sub-dimension division, all dimensions of the ollemadel can be converged effectively to
the corresponding dimension, based on this, thésidiv of corresponding dimension of
relevant variable is relatively rational, the r@®d finds out that all the index is over 0.80
and has a significant performance in the level igniicance at 0.00 via observing
corresponding convergent model of scale. At theeséime, the research discovered that
values of CFl and NNFI of the relevant analyticaddel are 0.92 and 0.89 respectively; but
RMSEA value reaches 0.304,therefore the researde fiugther investigation gf2/df, whose
value reaches 8.075,this meets the lowest requireaig¢he value must be below 10, and this
explains the structure of flexible scale of comjpediadvantage has good convergent validity,

and at the same time, effective separation and exgence can be done among each
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sub-dimension.

The research made further analysis to tailor-maklietwis another dimension of source
of competitive advantage after transition, the aesle finds that under the condition of
relevant sub-dimension division, all dimensionsté& overall model can be converged
effectively to the relevant dimension, based os,tthie division of corresponding dimension
of relevant variable is relatively rational, thesearch finds out that all the indexes are over
0.75 and have a significant performance in thelle¥esignificance at 0.00 via observing
corresponding convergent model of scale. At theeséime, the research discovered that
values of CFl and NNFI of the relevant analyticaddel are 0.93 and 0.87 respectively; but
RMSEA value reaches 0.260, therefore the researatienfurther investigation g/df,
whose value reaches 7.172, this meets the requiteshéhe maximum value must be below
10, and this explains the structure of tailor-maabale of competitive advantage after
transition has good convergent validity, and mealaykffective separation and convergence

can be done among each sub-dimension.
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Table 3-28 Confirmatory Factor Analysis of CompegitAdvantage Origin Scale after Transition

Full model
Variable ltems estimation | T - Value P

coefficient
Information transmission speed 0.86 10.22 0.000
Information updated speed 0.91 11.30 0.000
Information feedback speed 0.91 11.17 0.000
New product launch speed 0.92 11.48 0.000
New product transmission speed 0.91 11.22 0.go0
Short lifespan of new product 0.90 11.12 0.000
x2 56.20 CFI 0.95
Df 9 NNFI 0.91
x2/df 6.244 RMSEA 0.240
Design independently per customer’'s demand 0.8( 2 9.2 0.000
Individual push, 0.86 10.25 0.000
Individual products combination 0.84 9.83 0.000
Observation of individual consuming method 0.89 910. 0.000
Exploration of the same preference group 0.90 11.07 0.000
Adjustment ability of the same preference group 20.9 11.53 0.000
Screening ability of the same preference group 0.91 11.25 0.000
Attractive ability of the same preference group 70.8 10.49 0.000
X2 161.52 CFI 0.92
Df 20 NNFI 0.89
x2/df 8.075 RMSEA 0.279
Relatively high individuality of business unit 0.87 10.29 0.000
Capability of adapting the need of splitting busmeanit 0.94 11.67 0.000
Capability of restructuring business unit 0.75 8.19| 0.000
fﬁ::;c(ieizry business remains even if core businesdéen 0.85 988 0.000
Effectively reuse current and obsolete resources 79 0. 8.95 0.000
X2 35.86 CFlI 0.93
Df 5 NNFI 0.87
x2/df 7.172 RMSEA 0.260

PS: Lisrel software is mainly used for data analgsid Stata for relevant coefficient. Parameteeuerdch
scale is the index for the confirmatory factor e of the relevant model.
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3.3.5 Confirmatory Factor Analysis of Scale of Envbonment Dynamism

Research analysis was made for all dimensionalergewt level of scale of environment
dynamism, the study finds out that each dimensibncampetitive advantage can be
converged effectively, and reaches relatively hagnvergent validity (See Table 3-29).
Detailed analysis indicates that the index of rafgtems is above 0.86 and this reaches the
requirement of relatively high degree of significanat 0.000. Further research also
investigated value of CFl and NNFI of the modelpegively, relevant values are over 0.8,
and they are 0.91 and 0.83 respectively, but RMS&l&e is relatively high, therefore the
research focused on the investigation2ddf, whose value reaches 7.898, this meets the
requirement of the maximum value cannot be abov@ iérefore, all the analyses of scale of
environment can be converged in a uniformed modeltha level of corresponding
significance, and this means the 5 sub-dimensiohsertvironment dynamism under
corresponding one-dimensional division is raticesadl this indicates that the development of
scale of environment dynamism not only has goodrergent validity but is rational, and this

explains the research scale is in accordance hétbry requirement.

Table 3-29 Confirmatory Factor Analysis of Envirogmh Dynamism Scale

Full model
Variable ltems estimation T Value P
coefficient
Rapid change on updating or upgrading for servjce 0.76 8.36 0.000
and products at industry
Difficult to predict market behavior of competitor 0.88 10.46 0.000
Difficult to predict customer’s preference & market 0.89 10.67 0.000
demand
Fast speed in innovation of the product or craft 810. 9.20 0.000
Sales promotion adjustment timely to keep up wijth 0.71 7.63 0.000
the market demand and the competitor
X2 39.49 CFI 0.91
Df 5 NNFI 0.83
x2/df 7.898 RMSEA 0.275

PS: Lisrel software is mainly used for data analgsid Stata for relevant coefficient. Parameteeuerdch
scale is the index for the confirmatory factor gei of the relevant model.

92



Business Model Transformation of Newspapers froaetlifional Media to Omni Media

93






Business Model Transformation of Newspapers froaetlifional Media to Omni Media

Chapter 4 Empirical Analysis

The relevant research of this chapter mainly udeSS36.0 (statistical software) for
analysis, including the descriptive statistical utesof variables, relevant analysis and

hierarchical regression analysis to study the @tz model for the research.

4.1 Empirical Research on Competitive Advantage Ehaents to Business

Model Design

4.1.1 Descriptive Statistical Result of Variables

While analyzing relevant variables via regressionlgsis model, descriptive statistical
analysis and relevant analysis of all variablesnaeded to be carried out to reduce the impact
of collinearity. Table 4-2 provides the relevaneffizient matrix for all variables, at the same
time variables with standard deviation and meanevake given. As learned from the relevant
coefficient matrix of Table 4-2, dependent varigbland independent variables have
significant relevant coefficients, which to a cartaxtent can prove that dependent variables
and independent variables have some relationsitnpele@ each other. To reduce the impact of
multicollinearity of relevant variables, the resgrawill separate the relevant independent

variables to carry out the regression analysis.

4.1.2Mechanism Analysis of Source of Competitive Adntage of NE and Role of

Selection of Efficiency Type of Business Model

In the following, the research will analyze theluince of construction on efficiency
type of business model to the forming of sourceahpetitive advantage of the enterprise
like speed, flexibility and tailor-made via regressanalysis, here the analysis of the forming
source of the competitive advantage mainly inclusfe=ed, flexibility and tailor-made before

and after transition. The so-called the forming reseuof competitive advantage before
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transition like speed, flexibility and tailor-madwainly refers to the competitive advantage of
response speed, response flexibility and degresdl-oiver tailor-made compared to its peers
under the background of the enterprise that hag/@been in the process of omni media,
However, speed, flexibility and the degree of taittade after transition mainly refers to its
competitive advantage after omni media transitionspeed, flexibility and degree of
tailor-made compared to its peers. Based on thigetevant models are to be used to verify
the relevant hypothesis of this research. Tableste8vs the result that in these six models,
dependent variables are the efficiency type ofrirss model, and independent variables are
speed, flexibility and degree of tailor-made befamed after transition. In Table 4-3, the
research has put relevant controlled variable edlab the enterprise like State owned type,

income level, listed situation, degree of E-comrhodkchange and year of establishment.
4.1.2.1 Speed & Efficiency Type of Business Model

4.1.2.1.1 Speed before Transition & Efficiency Typef Business Model

M2 in Table 4-3 mainly provides the analytical ésuof speed advantage before
transition and the selection of efficiency typeboisiness model. Model 2 indicates that the
coefficient is not significant (regression coeféiot in M2 is 0.193 (p>0.1)) in the efficiency
type of business model and speed advantage befmrgtion. The insignificance independent
regression coefficient indicates that speed adgenbefore transition of the enterprise does
not have a significant influence on the selectibrefficiency type of business model. This
means that before transition, the forming sourceahpetitive advantage in speed is not
going to have a remarkable influence on the seledgndency of efficiency type of business
model of the enterprise. Therefore, Hypothesigraditional enterprise with speed advantage
in competition will be likely to adopt efficiencype of business model is not verified.

4.1.2.1.2 Speed Advantage after Transition & Effi@ncy Type of Business Model

M6 in Table 4-3 mainly provides the analytical désof speed advantage after transition
and selection of efficiency type of business motddel 6 indicates that the coefficient is
significant (regression coefficient in M6 is 0.26&0.01)) in the efficiency type of business
model and speed advantage after transition. Indkgenegression coefficient is significantly

different from O, indicating that speed advantadteratransition of the enterprise has a
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significant influence on the selection of efficigrtype of business model to a certain extent.

This means that after transition, enterprise witdrercompetitive advantage in speed will also

promote its selection tendency of forming of e#fiecy type of business model to some extent.
Therefore, Hypothesis 1 - enterprise with speedaathge in competition will be likely to

adopt efficiency type of business model after titeorsis therefore verified.
4.1.2.2 Flexibility & Efficiency Type of Business Mdel

4.1.2.2.1 Flexibility before Transition & Efficiency Type of Business Model

M3 in Table 4-3 mainly provides the analytical féswf flexibility advantage before
transition and the selection of efficiency typeboisiness model. Model 3 indicates that the
coefficient is 0 (regression coefficient in M3 is387 (p<0.01)) in the efficiency type of
business model and flexibility advantage beforeditéon. Under the circumstance that the
independent regression coefficient is significangicating that the flexibility advantage
before transition of the enterprise has a signifidafluence on the selection of efficiency
type of business model. This means that beforesitian, if the enterprise itself is more
competitive compared to its peers in terms of fidity advantage, meaning that the
enterprise will be more likely to adopt the effisdy type of business model. Therefore,
Hypothesis 3 - traditional enterprise under theuwinstance of having flexibility advantage in
competition will not be likely to adopt efficientype of business model is not verified.

4.1.2.2. Flexibility after Transition & Efficiency Type of Business Model

M7 in Table 4-3 mainly provides the analytical féswof flexibility advantage after
transition and the selection of efficiency typebofsiness model. In Model 7, the coefficient
of the regression result of flexibility advantageertransition to efficiency type of business
model is significant (regression coefficient in M70.164(p<0.05 ). Independent regression
coefficient is significantly different from 0, inchting that the competitive advantage based
on flexibility after transition of the enterprisalMhave a significant influence on the selection
of efficiency type of business model. This meansrafansition, along with the promotion of
competitive flexibility of the enterprise, it wilalso improve its selection tendency of
efficiency type of business model. Therefore, Hjesis 3 - if the enterprise has competitive

advantage in flexibility, then the possibility obtradopting efficiency type of business model
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is not verified.
4.1.2.3 Tailor-made & Efficiency Type of Business Mdel

4.1.2.3.1 Tailor-made before Transition and Efficiacy Type of Business Model

M4 in Table 2 mainly provides the analytical resulf the tailor-made advantage and
selection of efficiency type of business model. Mod indicates that the coefficient is not
significant (regression coefficient of M5 in 0.3@%<0.01)) in the efficiency type of business
model and tailor-made advantage before transitiodependent regression coefficient is
significantly different from 0, indicating that lai-made advantage before transition has a
significant influence on the selection of efficigniype of business model. This means that
before transition, the forming source of tailor-raablvantage is going to have a significant
influence on the selection tendency of efficiengyet of business of the enterprise. Therefore,
Hypothesis 5 - traditional enterprise under thewirstance of having tailor-made advantage
in competition will be likely to adopt efficiencype of business model is not verified.

4.1.2.3.2 Tailor-made after Transition & EfficiencyType of Business Model

M8 in Table 4-3 mainly provides the analytical iswof tailor-made advantage after
transition and selection of efficiency type of mess model. In Model 8, the coefficient of
the regression result of tailor-made advantage fliwiency type of business model is
significant (regression coefficient in M8 is 0.21(p<0.05 ). Independent regression
coefficient is significantly different from O, inchting that the competitive advantage in
tailor-made after transition of the enterprise Wilve a significant influence on selection of

efficiency type of business model.

This means that, after transition, enterprise wibmpetitive advantage in tailor-made
will also promote their selection tendency of famgniof efficiency type of business model.
Therefore, Hypothesis 5 - if degree of tailor-madeability will not promote its selection of

efficiency type of business model is not verified.

4.1.3 Mechanism Analysis of Source of Competitive dvantage of NE and Role of

Selection of Novelty Type of Business Model

The research will further analyze the influence cohstruction of novelty type of
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business model to the forming source of competitisreantages of the enterprise like speed,
flexibility and tailor-made via regression analydiere the analysis of forming source of the
competitive advantages mainly including speed,ilfiéy and tailor-made before and after
transition. Based on this, six relevant modelstarke used to verify the relevant hypothesis
of this research. Table 4-4 shows the result thdhése six models, dependent variables are
mainly to the novelty type of business model, wiildependent variables speed, flexibility
and degree of tailor-made before and after tramsitin Table 4-3, the research has put
relevant controlled variable related to the eniseptike State owned, income level, listed

situation, degree of E-commodity exchange and gkastablishment.
4.1.3.1 Novelty Type of Business Model before & &ft Transition

4.1.3.1.1 Speed before Transition and Novelty Typd Business Model

M10 in Table 4-3 mainly provides the analytical ukts of speed advantage before
transition and selection of novelty type of bussiewdel. In Model 10, the coefficient of the
regression result of speed advantage before timmgid novelty type of business model is
significant (regression coefficient in M10 is 0.27f<0.05 ), indicating that the relevant
coefficient is significantly from 0, meaning thate®d advantage before transition will also a
have influence on novelty type of business modkeis Mmeans that, before transition, based on
the improvement of the forming of the speed contipetiadvantage, enterprise will have a
great influence on its selection tendency of ngveytpe of business model. Therefore,
Hypothesis 2 - traditional enterprise with compegitadvantage in speed will not be likely to
adopt the novelty type of business model is nafieek

4.1.3.1.2 Speed after Transition and Novelty Typef @usiness Model

M14 in Table 4-3 mainly provides analytical resufsspeed after transition and novelty
type of business model. In Model 14, the coeffitieh the regression result of speed
advantage after transition to novelty type of bess model is significant (regression
coefficient in M14 is 0.261(p<0.0D ). Independent regression coefficient is signifiba
different from 0, indicating that competitive adt@age in speed after transition will have a
significant influence on the selection of novelgpé of business model. This means that, after

transition, enterprise with competitive advantagespeed will also promote their selection
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tendency of forming novelty type of business modélerefore, Hypothesis 2 - competitive
advantage in speed after transition will not belifko adopt novelty type of business model

is verified.
4.1.3.2 Flexibility and Novelty Type of Business Miel

4.1.3.2.1 Flexibility before Transition and NoveltyType of Business Model

M11 in Table 4-3 mainly provides analytical resusfsflexibility before transition and
novelty type of business model. In Model 11, thefficient of the regression result of
flexibility advantage before transition to novetyype of business model is significant from 0
(regression coefficient in M11 is 0.511<0.0D ). Under the circumstance of independent
regression coefficient significant, indicating tl@mpetitive advantage in flexibility before
transition will have a significant influence on esgtion of novelty type of business model.
This means that, before transition, if, compardyivepeaking, competitive advantage in
flexibility is higher than its peers, enterprisellvide more likely to improve its selection
tendency of adopting novelty type of business modiberefore, Hypothesis 4 - under the
circumstance of having competitive advantagesaenilfility, the enterprise will be likely to
adopt novelty type of business model is verified.

4.1.3.2.2 Flexibility after Transition & Novelty Type of Business Model

M15 in Table 4-3 mainly provides analytical resutifsflexibility after transition and
novelty type of business model. In Model 15, thefttoient of the regression result of
flexibility advantage after transition to noveltype of business model is significant
(regression coefficient in M11 is 0.493<0.00D ). Independent regression coefficient is
significantly different from 0, indicating that cqtitive advantage in flexibility will have
some influence on the selection of novelty typebo$iness model. This means that, after
transition, along with the improvement of compeétadvantages in flexibility, enterprise will
be more likely to improve its selection tendencyadbpting novelty type of business model.
Therefore, Hypothesis 4 - under the circumstancehafing competitive advantages in

flexibility, enterprise will be likely to adopt nelty type of business model is verified.

4.1.3.3 Tailor-made & Novelty Type of Business Mode
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4.1.3.3.1 Tailor-made before Transition & Novelty Ype of Business Model

M12 in Table 4-3 mainly provides analytical resutfstailor-made advantage before
transition and selection of novelty type of busige®del. In Model 12, the coefficient of the
regression result of flexibility advantage befawnsition to novelty type of business model is
significant (regression coefficient in M12 is 0.388<0.05 ). Coefficient of relevant variable
is significantly different from 0, indicating thabmpetitive advantage in tailor-made before
transition has a significant influence on the si@ecof novelty type of business model. This
means that, before transition, based on the safrcempetitive advantages in tailor-made,
enterprise will be more likely to improve its sdlen tendency of adopting novelty type of
business model. Therefore, Hypothesis 6 - tradiliemterprise with competitive advantage in
tailor-made, to some extent, will be likely to atlapvelty type of business model is verified.

4.1.3.3.2 Tailor-made after Transition and NoveltyType of Business Model

M16 in Table 4-3 mainly provides analytical resufstailor-made after transition and
selection of novelty type of business model. In klotl6, the coefficient of the regression
result of flexibility advantage after transition novelty type of business model is significant
(regression coefficient in M11 is 0.48(0<0.05 ). Independent regression coefficient is
significantly different from O, indicating that cqmetitive advantage in tailor-made after
transition will have a significant influence on tbelection of novelty type of business model.
This means that, after transition, enterprise wimpetitive advantage in tailor-made will be
more likely to improve its selection tendency obpting novelty type of business model.
Therefore, Hypothesis 6 - competitive advantagailor-made after transition will have more

positive influence on selection of novelty typebokiness model is verified.
4.1.4 Discussion

4.1.4.1 Sources of Competitive Advantages & Selemti of Efficiency Type of Business
Model

This research points out that different types afrses of competitive advantages have
very similar effects on the selection of businesslets. In fact, the result of the research

shows that before transition, competitive advantafgepeed of the enterprise can effectively
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promote the selection of the novelty type of businenodel. Different from the initial
hypothesis, this research believes that the cothgetadvantage of speed only has direct
influence on the efficiency type of business modébwever, the result shows that the
competitive advantage of speed does not have #isag influence on the selection of the
efficiency type of business model. On the contrémg, results find out that the existence of
flexibility and tailor-made advantages of the eptese make it select the efficiency type of
business model with higher probability. At the saimee, the research also indicates that the
existence of flexibility and tailor-made advantages matter before or after transition, can
effectively support the selection of the efficiengpe of business model of the enterprise.
This research believes that the key reason forr#ssilt lies in the existence of flexibility
advantage and high degree of tailor-made that erthblenterprise to be more flexible during
the process of innovation of business models utitehbackground of informatization and
omni media, and have the current resources inegjiato the already existed business model,
for instance, enterprise with high degree of fléitipcan effectively promote the capability
of one-to-one service as well as provide uniquedpects according to the clients’ demand.
Therefore, it is also possible for the enterprisén Wigh degree of flexibility and tailor-made
to achieve efficiency type of business model. Mdaitey as the basic source of competitive
advantages, if an enterprise can effectively estabtapacity factors in the three aspects
above, it will enable the enterprise to achieve plossibility of shifting among multiple
business models effectively. In nature, this presidn essential competitive base for forming

all types of business models.

4.1.4.2 Sources of Competitive Advantages and Sdlea of Novelty Type of Business

Model

Speaking of different sources of different competitadvantages, the research finds out
that no matter before or after transition, difféareources of competitive advantages can have
direct influence on the forming of novelty type bifisiness model. For instance, before
transition, response speed, flexibility and taiwaide, all play important roles in forming the
competitive advantages of novelty type of busimaesel of the enterprise. This indicates that
the response speed, flexibility and tailor-maderaostly served as fundamental elements for
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various types of business models. Only when anrgmse can achieve its advantages in
response speed, flexibility and tailor-made, cdraite more options of business models. As a
matter of fact, the research finds out that thenfog of various competitive advantages has
its own unique function in its own field though,etforming of these advantages can
effectively make up the shortfalls of other indivads or beneficiaries which will enable to

provide necessary foundation for bringing new demsato broaden the influence to the

enterprise. Under such circumstance, it will bespgale for the enterprise to achieve various

types of business models.

Based on this, this research believes that comptreestablishing a set of unique
business model to achieve development effectivielynight not be realistic under the
environment of modern competition in nature, howevkthe enterprise can effectively
realize individual breakthrough in certain fielddithe ability in response speed, flexibility or
tailor-made, then it will promote its flexibilityniselecting different types of business models
under different circumstances. Therefore, undercthreent background, the enterprise will be

more likely to adopt mixture of certain businessdels instead of single.

The research, of course, finds out that to an priser, the higher degree of the source of
its competitive advantages is like speed, flextyiéind tailor-made, it is more likely to adopt
the novelty type of business model. For instangehe relevant regression coefficients, no
matter before or after transition, the researclidimut that the regression coefficients of
different elements of competitive advantages draigher than the design of efficiency type
of business model. After transition, particularlpeed, flexibility and tailor-made have
promoted effects on the forming of novelty typebokiness model, indicating that compared
to the design of efficiency type of business moafehature, the forming sources of different

competitive advantages have more effects on promotovelty type of business model.
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Table 4-1 Summary of validation results of hypoihes the influence on the elements of competitive
advantages on selection of business models

No. of Hypothesis Content of Hypothesis Verificatio
No matter a traditional NE or omni media NE, thereno Partiall
artia
Hypothesis 1 | significance of its advantage in speed is, the rikedy will i ;/
verifie

the enterprise adopt efficiency type of businesdeho

No matter a traditional NE or omni media NE, adeges in
Hypothesis 2 | speed do not have significant influence on novalpe of| Not verified
business model.

No matter a traditional NE or omni media NE, adeges in
Hypothesis 3 | flexibility do not have significant influence onfiefency Not verified

type of business model.

No matter a traditional NE or omni media NE, adeges in
Hypothesis4 flexibility have positive influence on novelty typef Verified
business model.

No matter a traditional NE or omni media NE, adeges in
Hypothesis 5 | tailor-made do not have a significant influenceefficiency |  Not verified
type of business model.

No matter a traditional NE or omni media NE, adeges in
Hypothesis6 tailor-made have positive influence on novelty typé Verified

business model.

4.1.5 Summary

In this research, it is found out that no matteoteeor after transition, different element
structures of competitive advantages have diredtsagnificant effect on the selection of the
business model of NE. For instance, flexibility addgree of tailor-made have direct
influence on both efficiency and novelty types akimess model. And speed has more direct
influence on the construct of novelty type of besi® model. There are some differences
between the relevant research result and initiglothesis, indicating that the fundamental
elements of competitive advantages have fundamesatale of the selection of business
model of the enterprise itself. Only when NE esg&hias high enough competitive advantage
in certain aspect, can the selection of flexibibfydifferent types of business models during

the process of design of business models be grieabisoved.
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Overall, the more obvious of the different eletsesf competitive advantages are, the
more demands for the forming the novelty type dibeiss model will be than the efficiency
type of business model. However, such tendencyoisabsolute, to the NE with these
competitive advantages, under the background ahgauch competitive advantages, during
the process of design of the business model, tBsilpbty of integrating efficiency type of
business model also gets promoted. Under suchnegtzunce, the fundamental elements of
competitive advantages have more fundamental \altige forming of the business model of

NE itself.
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Table 4-2 Matrix of Correlation Coefficient of Celated Variables

State E-Commodity Years of Efficiency|Novelty Speed |Flexibility
Mean (Std OwnedIncome |Listed Exchange |Establishmer|Efficiency|Novelty| Transition Transitior|Speed |Flexibility | Tailor-madg Transitior] Transition
State Owned 1.66 [.998
Income 2.86 [.990 -.182
Listed 14 .350 .012 |.185
Exchange of
E-Commodity 1.78 |.782 116 |-.069 |.234*
Year of Establishmen|18.680414.72267.279* |-.042 |-.114|.037
Efficiency 3.8736 (1.18012(-.097 |.117 |.180 |-.207* -.161
Novelty 3.9167 1.39564 |-.015 |.036 |.155 |-.062 -.204 .785**
Efficiency Transition [4.6861 |1.28809 |-.125 |.223* |.017 |-.393** -171 B579%  |.428**
Novel 5.4221|.97635 |-.093 |-.046 |.054 |.023 -.196 .352* 1.303** |.255*
Speed 4.9801 [1.49395|.084 |-.271**(.040 |.183 .182 117 .241* |-.112 .226*
Flexibility 5.0598 (1.53300(.100 |-.239* |.038 |.307** 214 .209*  |.393**|-.195 248*  |.792**
Tailor-made 5.0478 (1.40654 |.162 |-.183 |.044 |.197 .047 .246*  |.373**|-.100 A26**  |.727**|.800**
Speed Transition 5.7989 (1.06634 |.106 |-.010 |.033 |.088 .105 .102 .067 |.197 A433**  |.476**|.301** |.542**
Flexibility Transition |5.6984 |1.03695|.008 |-.061 |(.035 (.108 .014 .186 .198 |.104 526** |.520**|.396** |.543* .785**
Tailor-made Transitio|5.6152 [.99592 |(-.008 |-.087 |-.057|.066 .008 .207*  |.171 |.169 BS11**  |.544%*| 374** |.529** 744** | .883**

*. Correlation is significant at the 0.05 leveltgled).

** Correlation is significant at the 0.01 levek@iled).
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Table 4-3 Source of Competitive Advantage of Erisep& Standard Regression Model Chosen by Busikestel (Efficiency Type)

Business Model (Efficiency Type)

N=92(non-balanced samples will be deleted autorlat)c

Variables M1 M2 M3 M4 M5 M6 M7 M8
Before Transition After Transition

Controlled Variables

Type of Enterprise .003 .009 -.004 -.035 -.022 6.04 -.024 -.018

Scale of Enterprise -.018 .047 .083 .054 159 .160 173 182

Listed .269* .243 233 .242* .056 .031 .047 .055

Degree of Electronic -.213 -.229 -.295** -.258* -.346** -.349** -.367** -.360**

Year of Establishment -.124 -.161 -.195 -.128 -.139 -.163 -141 -141

Core theoretical construct

Speed .193

Flexibility 357**

Tailor-Made .335%*

Speed Transition .261**

Flexibility Transition .164*
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Tailor-Made Transition 210*

R? 0.107 0.138 0.209 0.209 0.177 0.243 0.203 0.220
D-R2 0.107 0.031 0.102 0.101 0.177 0.066 0.026 .04
A-R? 0.040 0.059 0.136 0.135 0.114 0.173 0.129 0.148
F 1.586 2.357 8.383 8.319 2.836 5.667 2121 3.599
Df (5,66) (1,65) (1,65) (1,65) (5,66) (1,65) (1,65) (1,65)
P(F) 0.176 0.130 0.005 0.000 0.022 0.020 0.150 90.16

PS: Analysis adoptedSpss16.0
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Table4-4 Source of Competitive Advantage of Eniegp& Standard Regression Model Chosen by Busikeste! (Novelty Type)

Business Model (Novelty Type)

N=92(non-balanced samples will be deleted automlat)c

Variables M9 M10 M11 M12 M13 M14 M15 M16
Before Transition After Transition

Controlled Variable

Type of Enterprise .076 .084 .065 .031 -.124 -.161 -.131 -.116

Scale of Enterprise -.031 .061 114 .053 -.095 4-.09 -.054 -.044

Listed .209 173 .157 178 .068 .030 .039 .065

Degree of Electronic -.048 -.070 -.165 -.100 .001 .003 -.061 -.030

Year of Establishment -.201* -.252* -.303** -.205 -.157 -.193 -.162 -161

Core theoretical construct

Speed 271*

Flexibility 51 xx*

Tailor-made .386**

Speed Transition 394 xx*

Flexibility Transition AQ3F**
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Tailor-made Transition A460***
R? 0.084 0.146 0.293 0.219 0.061 0.212 0.296 0.269
D-R2 0.084 0.061 0.209 0.135 0.061 0.151 0.235 8.20
A-R? 0.015 0.067 0.228 0.147 -0.01 0.139 0.231 0.201
F 1.215 4.664 19.191 11.238 0.855 5.667 21.720 858.4
Df (5,66) (1,65) (1,65) (1,65) (5,66) (1,65) (1,65) (1,65)
P(F) 0.312 0.034 0.000 0.001 0.516 0.001 0.000 00.00

PS: Analysis adopted Spss16.0, + p< 0.1, * p < 0.65 ¥ 0.01, *** p < 0.001 Speed transition means #tdvantage of speed after transition, same abiflgx

transition and tailor-made transition, meaningdbeantage of related elements after transition
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4.2 Empirical Study on the Evolution for Competitive Advantage

Elements to Business Model Design

The following will analyze in detail how the changecompetitive advantage

elements will influence the change of business hdesign of NE.

4.2.1 Mechanism of Action of the Change in Competite Advantage Elements &

Efficiency Type of Business Model

In the following, the research is going to analgtze influence on the selection of
competitive advantages of the enterprise itseltibhtd by the change of the source of
forming of competitive advantages of the enterpviseregression analysis. Here the
fundamental element of the forming of the competitadvantages mainly refers to
the change of fundamental elements of speed, fleéxitand tailor-made. The
performance of speed difference in this researcécridwes the change of speed
advantage for NE before and after transition comgdp other newspapers in the
industry. The speed difference mentioned here seferthe difference in speed
advantage before and after transition. While fléxybdifference refers to the change
of flexibility advantage for NE before and afterarisition compared to other
newspapers in the industry. The flexibility difface mentioned here refers to the
difference in flexibility advantage before and afteinsition. Tailor-made difference
refers to the change of tailor-made advantage fir béfore and after transition
compared to other newspapers in the industry. @thertmade difference mentioned

here refers to the difference in tailor-made adages$ before and after transition.

Based on this, the research will verify the hypsib®f the relevant models by
using regression analysis. Table 4-5 and 4-6 shenoverall results of the analysis.
In these tables, dependent variable in Table 4d4a@ are efficiency type of business
model after transition and novelty type of businesslel after transition respectively.

Relevant control variables include state owned ,typeome level, listed situation,
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degree of E-commodity exchange and year of estabéat.

4.2.1.1 Business Model before Transition & Selectio of Efficiency Type of

Business Model after Transition

4.2.1.1.1 Business Model before Transition & Selaonh of Efficiency Type of

Business Model after Transition

M2 in Table 4-5 provides the analytical resultstfoe efficiency type of business
model before transition and the selection of threesanodel after transition. In Model
2, the coefficient of the regression results of dfigciency type of business model
before and after transition is significant (regresscoefficient in M2 is 0.518
(p<0.001)), indicating that if the enterprise adoefficiency type of business model
before transition, then, it is highly likely thatwill adopt the same business model
after transition. M7 in Table 4-5 provides analgticesults of novelty type of business
model before transition and efficiency type of Imesis model after transition. In
Model 7, the coefficient of the regression resiilthe novelty type of business model
before transition to the efficiency type of busmesodel after transition is significant
(regression coefficient in M7 is 0.318 (p<0.001lijjdicating that if the enterprise
adopts novelty type of business model before ttamsithen, it is also likely that it
will adopt efficiency type of business model afteansition. However, compared to
the adoption of efficiency type of business moddiirty its initial phase, enterprise
that adopted novelty type of business model imytidhe probability to change the
design of business model is much lower. Meanwhiégarding the enterprise with
efficiency type of business model, in Model 17, toefficient of the regression result
of efficiency type of business model before traositto novelty type of business
model is significant (regression coefficient in Mis70.406 (p<0.001)), lower than
regression coefficient in M2 (0.5180<0.00D . Relevant regression coefficient is
lower than the possibility of adopting efficiencypé of business model after
transition. Therefore, the research thinks thahéf enterprise adopts efficiency type
of business model before transition, it will stitlopt efficiency type of business

model substantially. Based on this, the researolgihat Hypothesis 7 is verified.
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4.2.1.1.2 Influence of Difference in Speed Advantagn Efficiency Type of

Business Model after Transition

M3 and M8 in Table 4-5 mainly provide analyticasuéts that control the change
of speed advantage after transition after the #sefecf business model before
transition and the selection of efficiency type afsiness model. In Model 3, the
coefficient of the regression result of speed ath@m after transition to efficiency
type of business model is significant (regressioefficient in M3 is 0.257p<0.0D ).
Due to independent regression coefficient is sigaiftly different from 0, and M8
provides similar result, in Model 8, the coeffidieaf the regression result of speed
advantage after transition to efficiency type ofsibess model is also significant
(regression coefficient in M8 is 0.351p<0.0D ), indicating that if the competitive
advantage in speed has improved significantly af@arsition, then the possibility for
the enterprise to promote the development of tydamisiness model will be increased

greatly.

4.2.1.1.3 Influence of Difference in Flexibility Adantage on Efficiency Type of

Business Model after Transition

M4 and M9 in Table 4-5 mainly provide analyticasuéis that control the change
of flexibility advantage after transition after tiselection of business model before
transition and the selection of efficiency type afsiness model. In Model 4, the
coefficient of the regression result of flexibiliglvantage after transition to efficiency
type of business model is significant (regressioefficient in M4 is 0.244p<0.0D).
Due to independent regression coefficient is sigaiitly different from 0, and M9
provides similar result, in Model 8, the coeffidieaf the regression result of
flexibility advantage after transition to efficigntype of business model is significant
(regression coefficient in M9 is 0.30<0.0D ), indicating that if the competitive
advantage in flexibility has improved significantlgfter transition, then the
enterprise will effectively promote the developmanit business models that are
relevant to efficiency type.

4.2.1.1.4 Influence of Difference in Speed Advantagon Tailor-made Type of
113



Business Model Transformation of Newspapers froadifional Media Omni Media

Business Model after Transition

M5 and M10 in Table 4-5 mainly provide analyticasults that control the
change of tailor-made advantage after transitioer ahe selection of business model
before transition and the selection of efficiengget of business model. In Model 5,
the coefficient of the regression result of tailoade advantage after transition to
efficiency type of business model is significargession coefficient in M5 is 0.286

(p<0.0D ) . Due to independent regression coefficient isifigantly different from
0, and M10 provides similar result, in Model 10e tboefficient of the regression
result of flexibility advantage after transition édficiency type of business model is
significant (regression coefficient in M10 is 0.360<0.0D ), indicating that if the
competitive advantage in tailor-made has improvgdificantly after transition, then
the enterprise will effectively promote the devetegt of business models that are

relevant to efficiency type.

4.2.1.2 Business model before transition & selectioof novelty type of business

model after transition

4.2.1.2.1 Business Model before Transition & Selaoh of Novelty Type of

Business Model after Transition

M12 in Table 4-6 provides the analytical result fioe novelty type of business
model before transition and the selection of threesanodel after transition. In Model
12, the coefficient of the regression result of tiwvelty type of business model
before transition to the novelty type of businessdei after transition is significant
(regression coefficient in M12 is 0.518 (p<0.00ipdicating that if the enterprise
adopts novelty type of business model before ttiamsithen, it is highly likely that it
will adopt the same business model after transitidil7 in Table 4-6 provides
analytical results of efficiency type of businessdal before transition and novelty
type of business model after transition. In Modg| the coefficient of the regression
result of the efficiency type of business modebbeftransition to the novelty type of
business model after transition is significant (esgion coefficient in M17 is 0.318

(p<0.001)), indicating that if the enterprise adoefficiency type of business model
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before transition, then, it is highly likely thatwill adopt the construction of novelty
type of business model after transition. Howevennpared to the adoption of
efficiency type of business model initially for tleamterprise, to the enterprise that
adopted novelty type of business model, it is nkely that the enterprise will
continue to invest for its original business moddie reason might be there is little
room for further improvement for the enterprisecsinthe degree of novelty is
comparatively higher. At the same time, for theegmtise adopted novelty type of
business model initially, the possibility for theterprise to adopt efficiency type of
business model after transition will be improvedr fnstance, in Model 7, the
coefficient of the regression result of noveltydyp business model before transition
to efficiency type of business model is significgregression coefficient in M7 is
0.381(p<0.00D, higher than regression coefficient in M12 0.2880.0D, indicating
that the hypothesis of the enterprises that adopteetlty type of business model,
after transition, more will adopt efficiency typé business model is not verified.

Therefore Hypothesis 8 is not verified.

4.2.1.1.2 Influence of competitive advantage in spd on novelty type of business

model after transition

M13 and M18 in Table 4-6 mainly provide analyticabkults that control the
change of speed advantage after transition aféeselection of business model before
transition and the selection of novelty type of ibhass model. In Model 13, the
coefficient of the regression result of speed athgm after transition to novelty type
of business model is significant (regression cogffit in M13 is 0.249p<0.0D ) .
Due to independent regression coefficient is sigaiftly different from 0, and M18
provides similar result, in Model 18, the coeffitieof the regression result of speed
advantage after transition to efficiency type ofibess model is also significant
(regression coefficient in M18 is 0.242<0.0D ), indicating that if the competitive
advantage in speed has improved significantly af@arsition, then the possibility for
the enterprise to promote the development of npugfie of business model will be

increased greatly.
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The influence of efficiency type of business mobebught by the change of
difference in speed in Comparison Table 4-5, tlseaech finds out that the change of
the difference in speed will not give impetus te #nterprise to have the tendency of
selecting efficiency type of business model. Thenef hypothesis 9 cannot be

verified.

4.2.1.1.3 Influence of competitive advantage in ftéility on novelty type of

business model after transition

M14 and M19 in Table 4-6 mainly provide analyticakults that control the
change of flexibility advantage after transitioneafthe selection of business model
before transition and the selection of novelty tgp&usiness model. In Model 14, the
coefficient of the regression result of flexibiligvantage after transition to efficiency
type of business model is significant (regressiaefficient in M14 is 0.265

(p<0.0D ) . Due to independent regression coefficient isifigantly different from
0, and M9 provides similar result, in Model 19, twefficient of the regression result
of flexibility advantage after transition to noweltype of business model is also
significant (regression coefficient in M19 is 0.30p<0.0D ), indicating that if the
competitive advantage in flexibility has improvedrsficantly after transition, then
the enterprise will effectively promote the devetegmt of business models that are

relevant to novelty type.

The influence of efficiency type of business mobedught by the change of
difference in flexibility in Comparison Table 4-Bhe research finds out that the
change of the difference in flexibility will not\wg impetus to the enterprise to have
the tendency of selecting novelty type of businesslel. Therefore, Hypothesis 10

cannot be verified.

4.2.1.1.4 Influence of competitive advantage in féility on novelty type of

business model after transition

M15 and M20 in Table 4-6 mainly provide analyticabkults that control the
change of tailor-made advantage after transitioer dhe selection of business model

before transition and the selection of novelty tgpéusiness model. In Model 15, the
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coefficient of the regression result of tailor-madivantage after transition to novelty
type of business model is significant (regressioefficient in M15 is 0.024p>0.1D).
Due to independent regression coefficient is sigaiftly different from 0, and M20
provides similar result, in Model 19, the coeffitieof the regression result of
flexibility advantage after transition to noveltype of business model is also
significant (regression coefficient in M20 is 0.008>0.1D ) , indicating that if the
competitive advantage in tailor-made has improvgdificantly after transition, then
the enterprise will effectively promote the devetegt of business models that are

relevant to tailor-made type.

The influence of efficiency type of business mobedught by the change of
difference in tailor-made in Comparison Table 4% research finds out that the
change of the difference in tailor-made will givepetus to the enterprise to have the
tendency of selecting efficiency type of businessdel move effectively, which is
exactly opposite to the existed research, therefbiygothesis 11 gets reversely

verified.
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Table 4-5 Change in the Source of Enterprise CathpeAdvantage & Standard Regression Model ChdseEfficiency Type of Business Model

Efficiency type of business model after transition

N=92 (non-balanced samples will be deleted autaais)

Variables ML | M2 E M4 M5 M6 M7 M8 M9 M10
Controlled variables

Type of enterprise -.022 -.023 -.052 -.021 .019 80.0 | -.075 -114 -.058 -.035
Scale of enterprise 159 J68 | .071 113 125 219 | .191 .099 132 175
Listed .056 -.083 -.071 -.081 -.075 .100 -.006 .016 | -.013 .015
Degree of Electronic -.346%*| -235* | -209 -.191%| - 194% -359" | -.333 -298% | -281% | - 292%*
Year of Establishment -.139 -.075 -.037 -.021 -.065 | -.139 -.049 -132 -.058 -.129
Core theoretical construct

Efficiency type before transition 518***|  0.541*%** | 5E5*** | [581***

Novelty type before transition 381%%  A39%* | 465%r* | 490%**
Difference in speed 0.257** .351**

Difference in flexibility 0.244** 0.300**
Difference in tailor-made .286** .360**
R? 0.177 0.417 0.471 0.467 0.489 0.172 0.305 0.401 800.3 | 0.408
D-R2 0.177 0.240 0.295 0.290 0.312 0.172 0.133 0.22| 0.208 0.236
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A-R? 0.114 | 0.363 0.414 0.409 0.433 0.109  0.241 0.335 3120. | 0.343

F 2.836 | 26.752 | 17.833 17.440|  19.569 2.745 12440 2172 | 10.730 | 12.741
Df (5,66) | (1.65) | (2,64) (2,64) | (2,600 |(566) | (1,65) | (2,64) | (2,64) | (2,64
P(F) 0.022 | 0.000 0.000 0.000 0.000 0.026 0.000  00.00| 0.000 0.000

PS: Analysis adopted Spss16.0

+p<0.1, * (08,0* p < 0.01, ** p < 0.001
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Table 4-6 Change in the Source of Enterprise CoitygeAdvantage & Standard Regression Model ChdseNovelty Type of Business Model

Novelty type of business model after transition

N=92 (non-balanced samples will be deleted autaaiaf)

Variables M1l M12 M13 M14 M15 M16 M17 M18 M19 M20
Controlled

variables

Type of enterprise | -.124 -.146 -.178 -.150 -.143 189. -.168 -.195 -.154 -.164
Scale of enterprise| -.095 -.086 -.179 -.144 -.090 | .032 -.049 -.110 -.093 -.050
Listed .068 .008 .013 .006 .008 116 -.010 .013 08.0 -.008
Degree of

Electronic .001 .015 .039 .057 .018 -.013 .078 102 | .123 .082
Year of

establishment -.157 -.100 -.053 -.029 -.098 -.146 | .09k -.156 -.109 -.099
Core theoretical

construct

Novelty Type

before transform .288** | 0.348** 377+ 297+

Efficiency type

before transition .406** AL7* A4 3F** A412*
Difference in speed 0.249* .242*

Difference in
flexibility .265%* .238**
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Difference in

tailor-made .024 .003
R? 0.061 0.137 0.185 0.191 0.137 0.053 0.200 0.247 500.2 | 0.201
D-R2 0.061 0.076 0.124 0.130 0.076 0.053 0.148 .16 | 0.198 0.148
A-R? -0.010 | 0.057 0.096 0.103 0.043 -0.019 0.127 0.194| 0.168 0.114
F 0.855 5.721 4.889 5.152 2.836 0.734 8.267 8.267| .4428 5.947
Df (5,66) (1,65) (2,64) (2,64) (2,64 (5,66) (1,65) (2,64) (2,64) (2,64
P(F) 0.516 0.020 0.011 0.008 0.066 0.601 0.001 10.00 | 0.001 0.004

PS: Analysis adopted Spss16.0

+p<0.1, * p08,0* p < 0.01, *** p < 0.001
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4.2.2 Discussion

4.2.2.1 Business Model before Transition & Selectioof Business Model

This research believes that for NE that uses diffetype of business models, it is more
likely that it will still adopt its original type fabusiness model in the future. For instance, for
NE that initially adopted efficiency type of busasemodel, during the research, it not only
indicates that it will have direct influence on tiuéure efficiency type of business model, but
direct influence on the future design of noveltyeayof business model. Under such condition,
the research makes comparison of influence of ieffay type of business model before
transition on efficiency and novelty types of besis model in the future, the result shows
that the efficiency type of business model will bwre likely to select the design for
efficiency type of business model. However, in cangon, if design of novelty type of
business model adopted before transition, thenr afgnsition, there will not be much
difference between efficiency and novelty typeswadiness model. The research suggests that
the main reason for this is that enterprise adefffisiency type of business model has
relatively higher qualification in operation whidan be easily transferred to the business
model after transition, for instance, after thelaapion of IT, it will enable the newspaper
industry to get further improved in the operatiorefficiency. Therefore, for the NE with high
efficiency, it will expand itself in novelty typejut its advantage will allow it to further
optimize in efficiency type of business model. VEhib those NEs that adopt the novelty type
of business, under the background of transitiomfiarmatization, the resources, information
and partners that the NE can acquire will be impdogreatly, however, if output expected,
the enterprise must better allocate the relevant nesources, under the circumstances of the
transition to IT-based media for the NE, if it dategrate new resources of new media in IT,
brand-new competitive advantage will be gained eBasn this, for traditional NE that adopts
novelty type of business model, under the backgtafriransition to new media based on IT,
the ability of adopting either efficiency or nowetype of business model has been improved.
4.2.2.2 Change of Source of Competitive Advantage &election of Business Model after

Transition
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To NE with different sources of competitive advaygs, under the background of
transition to multimedia, the change for the eletaasf competitive advantages will have
great influence on the selection of the businessahior NE. As shown in the research, under
the circumstances that the speed advantage of & ihas been improved greatly, its
selection of both efficiency and novelty type ofsiness model will be greatly improved,
while under the circumstances that the flexibidigvantage of NE itself has been improved
greatly, under the background of new media tramsibiased on IT, the selection of adopting
both efficiency and novelty type of business mddeNE will also be improved significantly,
indicating regardless of the change in either speedlexibility advantage, under the
circumstance of transition of new media based onhid ability and probabilities of adopting
both efficiency and novelty type of business mddele been improved, thanks to the unique
advantage of new media based on IT. Therefore,athiity for the NE to adopt either
efficiency and novelty type of business have beeatty improved transition of NE based on
new media of IT under the background of transitmomew media based on IT. The empirical
results show that with the improvement of speedfimdbility advantages of NE, there is no
significant difference between the probability afoating efficiency and novelty types of
business model for the new media based on IT dftensition. However, with the
improvement of tailor-made difference, under thewinstance of transition to new media
based on IT, NE will not overuse the novelty tygebosiness model, but efficiency type of
business model more often. It is rational to soxterd, along with the improvement of the
ability of tailor-made, the priority for NE is hote make high-valued tailor-made products
come into being with small quantity demand. Undechs circumstance, the competition
between NE and its peers will be improved effedyivda integrating current resources.
Comparatively speaking, if advantages in speedflemibility of NE get improved, the speed
of commodity exchange, methods of accessing neauress, new partners as well as new
cooperation and collaboration will be improved figantly, under such circumstance, NE

will make substantial investment to both efficieraryd novelty types of business model.
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Table 4-7 Summary of the Hypothesis Test result€ahpetitive Advantage Elements on Business

Model Selection

Hypothesis No.

Content of Hypothesis

Verification

Hypothesis 7

If traditional NE adopts efficiency type of busisgaodel,
under the background of transition to IT, omni naedE will

be more likely to adopt the same business model.

Verified

Hypothesis 8

If traditional NE adopts novelty type of businessdal, under
the background of transition to IT, omni media NH tae more

likely to adopt the same business model.

Not verified

Hypothesis 9

With the improvement of speed difference, if trewtil NE
adopts efficiency type of business model, undeb#wkground
of transition to IT, omni media NE will be moredily to adopt

novelty type of business model.

Not verified

Hypothesis 10

With the improvement of flexibility difference, ifaditional
NE adopts novelty type of business model, under the
background of transition to IT, omni media NE vii#é more

likely to adopt efficiency type of business model.

Not verified

Hypothesis 11

With the improvement of flexibility difference, ifaditional
NE adopts novelty type of business model, under the
background of transition to IT, omni media NE viiéé more

likely to adopt efficiency type of business model.

Verified

reversely

4.2.3 Summary

It is found in this research that the change dfedint elements of competitive

advantage no matter before or after transitionl@are direct and significant influence on the

selection of business model of NE. For instance ctimnge of ability differences in speed and

flexibility both have direct influence on efficiem@and novelty types of business model, while

the improvement of the ability of tailor-made hasdisect and significant influence on

124



Business Model Transformation of Newspapers froadifional Media to Omni Media

efficiency type of business model. In general, tegearch finds out the more obvious of
competitive advantages of various elements, theermprovement of demanding efficiency
type of business model of NE will be. However, tkisd of tendency is not absolute; for
instance, NE with high degree of tailor-made, untiher circumstance of transition to new
media based on IT, new NE with competitive advaatadl enhance itself to adopt efficiency

type of business model more often.

At the same time, the research also indicates ftraNE that own different types of
business model, under the circumstance of transiticmew media, it will remain its business
model at a large extent. For instance, NE withcefficy type of business model under the
circumstance of transition to new media based omliT be more inclined to adopt the same
type of business model; while NE with novelty tygfebusiness model under the circumstance
of transition to new media based on IT, will alstmpt efficiency type of business model to a
certain degree while keeping application of novéjtye of business model. Advantages in
speed, flexibility and tailor-made are with fundara value in construction of business

model during commercial development.
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Chapter 5 Conclusion

In this chapter, we will summarize the main reskaoconclusions and important
contributions, analyze the main innovation of thealg, outline enlightenments in practice and
theory by writing of this thesis, and finally dissuthe shortfalls and limitations as well as

look forward to the future.

5.1 Main Conclusions

This study uses the formation of competitive adagetof the NE to analyze the change
of selection of business model of NE during itsisiion. The study points out that no matter
what type of NE it might be, the core element reses of the competitive advantage formed
during the process of the development of the erigerpincluding respond speed in the market,
respond flexibility to the market, and degree @btanade per unique requirements from the
customers based on the basic research of formatarce of the competitive advantage of
modern NE. Per different competitive advantageseitain field of the enterprise itself, it will
make special design of business model on the guneled basis. That is, based on the speed
and flexibility advantage as well as degree ofttir-made of the enterprise, the enterprise
will be more likely to choose the design of effitdg type and novelty type for its new
business model. Research indicates that the reléazamic elements of competitive advantage
have played an active role in the formation ofttisiness model of the enterprise. While the
change of the relevant basic competitive advantagis® promote the adjustment of the

business model of the enterprise.
1) Omni media transition is a must trend for the NE

The omni transition of the newspaper is an integtadroduct of media, a product of IT

development, media digitalized evolution is thedagjarting point of omni transition.

2) Competitive advantage element of the NE sergesaraimportant basis of forming

different business models.

Different from the previous studies, this study gests that the NE needs to choose its
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own business model instead of the network structdirehe NE, this is because relatively
unigue advantage exists in the relevant competétantage of the NE itself. Based on the
relevant basic advantage, it enables the enterppissombine relevant element resources
effectively to construct business model that cath&r give full play to the relevant element
with monopoly advantage. Based on this, relevaatyars has been made for the change of
the business model design during the process ositran from traditional media to new
media based on IT, the result of the research shivatsspeed, flexibility and tailor-made will
have unique influence to different business modeiswever, difference does exist in its
mechanism. For instance, enterprise with relatiwlyious competitive advantage in speed,
flexibility and tailor-made will be more likely t@adopt novelty type of business model,
especially new media based on IT, this element rhase influence on the selection of
business model of the enterprise. Comparativelgldpg, the novelty type of business model,
enterprise with strong competitive elements wilvéndess influence on the selection of

efficiency type of business model.

3) Change in basic elements of competitive advastagill bring the evolution of

business model

The study believes that after transition (NE) tmimatization, the relevant elements of
the competitive advantage will change, and the gbaa an important basis that leads the
enterprise to reform its business model. Thathis,study believes that change of the elements
of competitive advantage includes difference inespehange, flexibility change and degree in
tailor-made. To be specific, the study has fountitbat after transition to multimedia, great
improvement has been made in speed as competiiantage; the enterprise will put more
efforts on both efficiency and novelty types of iness model. While under the circumstances
that great improvement has been made in flexibitlig enterprise will also put more efforts
on both efficiency and novelty types of businesslehoHowever, if under the circumstance
that tailor-made has been greatly improved, mdi@tsfwill be made to the improvement of
efficiency type of business model. This indicatest to some extent, change in different types
of competitive advantage elements will have infkeeeron the selection and change of the

business model, and this influence, at a greangxtell decide the ability and resources that
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the enterprise is going to have in the future.

Meanwhile, the study shows that to different eniegs, the selection of the business
model is comprehensive, especially when the engerfras some unique advantage in certain
field, it will promote the construction of the mikebusiness model, i.e. not only the
commodity exchange system needs to be in highigfiiy and speed, but new products, new
network should be launched from time to time. Amatter of fact, under the background of

IT, the competition of this model has become maow @ore obvious.
4) Formation of business model has its specifib papendence

The study also finds out that the formation of thesiness model of the NE will be
determined by the business model adopted in itteeatage. This, at a large extent, will
depend upon the resources that the enterprise @@nsral speaking, as to the newspaper that
has competitive advantage in traditional field Wwiling relevant elements to the social system
with information and multimedia. This study alsalicates that to those enterprises that
adopted efficiency type of business model durirgrthkarly stage, it is more likely for them
to adopt the same business model during the tramgit the future. While as to the enterprise
with novelty type of business model, under the baoknd of transition to multimedia, the
newspaper will enhance its adoption of design ditiehcy type of business model. This
study believes that under the circumstance of meltiia, the newspaper can gain more new
resources and new information, the newspaper isdatie challenge of how to effectively
reintegrate the resources and information to crigsenique advantage. Therefore, the study
thinks that during the process of transition, tesign of business model before transition will

play an active role in the design of the businesdehin the future.

5.2 Main Contributions

Innovations of the thesis are as below:

1) Research on the mechanism of omni transitiomefspaper business model to

construct general theory model for the first time.

After analyzing the mechanism of omni media traositof newspaper based on IT,
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analysis and comparison have been made beforef@ndransition, general theory model has
been constructed. It suggested creative theorymwii onedia transition, i.e. omni integration
does not mean traditional media melt away new medieew media gobble up the traditional
media, instead, it means matrix integration. lraéign is theory, mentality, content and
technology, we do as to make adjustment and irtiers; we pursue recreation and win-win.
At the same time, we propose the development mésrhaof omni media transition of the
newspaper as well as the probe and research déwslopment trend of the business model

after transition.

2) Take relevant elements of competitive advantageisnportant basis for the structure

of business model

Research points out that during the process ofdthelopment of the newspaper, the
construct of the business model is not originatethfthe position of the commercial network
that the newspaper is in, but largely based oruthigue resources that has been constructed
during the its process of development. i.e. basedampetitive advantages with high speed,
flexibility advantage with quick respond, and indival service ability with high degree of
tailor-made. Based on different types of basicitdsl, omni NE will conduct different types
of designs of business model to improve relevastneht value with high efficiency and the

ability to improve overall configuration.

3) Angle tie between design of business modelstl@ahanging process of elements of

competitive advantages

The study indicates that during the design proadsisusiness model of the NE, the
change of elements of different types of competitndvantage will change the design of the
business model. Essentially speaking, the designcashpetitive advantage of NE is
comprehensive, with constant adjustment carriecbaséd on certain elements of competitive
advantage. General speaking, the change of adwairnagpeed, flexibility and tailor-made
can all lead to the adjustment of efficiency andelty types of business model in NE, but in

practice, the NE will make more adjustments incgficy.

5.3 Practical Implication
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1) Omni media transition based on IT is a greanaptt, customers, partners, competitors
and stakeholders are all together to create a radwe \network system, NE needs to reorient
itself in this new value chain, and its businesgletavill also be reconstructed. At the same
time, the models of profit, channel, marketing, faiag of the omni media also need

readjustment.

2) The design of business models in supportingNtReitself needs to be based on the
competitive advantages owned by itself. That'say sluring the process of the development
of NE, first, enterprises should expand their &bsi in terms of speed, flexibility or
tailor-made; meanwhile, based on the formations@sipf their own competitive advantages,
NE should further use its own competitive advantagbuild relevant business models that
are suitable for continuous expansion, and this eviable the enterprises to have long-term

sustainable competitive advantages during theiréutevelopment.

3) Moreover, there is a certain law between thenfdion of elements of competitive
advantages of NE and the evolution of business modaring the development of NE,
business models need to be designed from the aspeatresponding commercial advantage
of resources. During the process of developmenfpetitive advantages of NE may be
constantly changing, therefore, along with the gesnof basic elements of corresponding

competitive advantages, NE should also constadilysathe corresponding business models.

5.4 Study of Limitations and Prospects

1) Limitations and Prospects

Despite certain value exists in practice and thetms study has shortfalls in the

following aspects which needs further enhancement.

First, the shortfall during the research of thiesiB is that the samples are simple, for
instance, during the process of the study, the tmumsmire was done only by the
acquaintances, meaning there might be errors irplgaoollecting. Nevertheless, based on
the limitation of the study, the objects of thedstiare mainly media enterprises, and at the
same time multimedia transition experience is nexguifor the relevant media enterprises,
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therefore, the selection of the samples become®mwaat some extent. And this requires
quantity; channels for the hand-out as well as owpment of diversity of questionnaire can
be further developed in the future. Meanwhile, odume of questionnaire distribution is

expected to be more, due to the restriction of hautdchannels and objects, samples are
relatively small in total, hopefully the currentsoeirces will be better used to get more

resources for the questionnaire to better anahaetactical problems in the future time.

Moreover, under the current background of econameicelopment, enterprise itself in
most cases adopt mixed type of design of businesteimcompared to the enterprise under
traditional (non-multimedia) environment, there amere integration and overlapping in the
application of efficiency, new clients’ developmeatquisition of new resources done by the
enterprises. Under such circumstances, relevaidblas developed by this study based on
the traditional theory will be somewhat limited the current manufacturing situation.
Especially under the current background, there beagonsiderable overlapping between the

formation of efficiency and novelty types of busisenodels.

Under such circumstances, how to effectively pramibte development of scales of
business models which have a high degree of diffextton and can measure the unique
operation models of the enterprise will have of hieig practical guidance value for

understanding the development of the enterpriséseifuture.

Last but not at least, during the analytical precefsthe study, research variables were
mainly obtained by way of subjective ratings. lelsicase, a high correlation will be formed
between the relevant variables, and this can leadhtigher possibility of multicollinearity. In
the future study, it is hoped that objective datalgsis methods will be introduced to examine

the design of business models of the enterprisesdiiace errors caused by subjective ratings.

The research of business model transition of omadienis a long and hard process,
because until now, the practice of omni media itemsof global newspapers based on IT
cannot be described as matured. For instance, paymenline version of New York Times
whose revenue is more than its advertisement. Wasta City Daily yields benefit from
sailing its copyright as well as launch Live via RBf mobile news. Zhejiang Daily gets its

benefit by going into cultural and sports indudikg mobile game, whose avenue increases a
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lot while the revenue of advertisement and isswp dreatly. Though partial victory, it has

brought hope to the newspaper in its future devetg.

Therefore, transition development of omni medith&s only way for the traditional NE
to get reborn. As a long-term important carrier faman beings to acquire information,
newspaper, no matter from which angle --- interstaéngth, external condition, personnel
quality, branding influence, it has is unique adage in omni media transition. However, the
success of the transition depends on whether ddéitbnal NE will shift its advantage to path,
further enhance its advantage to realize the onamiantransition taking newspaper resources
as a core. As a matter of fact, the developmenT otipdate of mobile new technology is
providing a golden opportunity for the newspapelbteak the ice and realize renascence.
Because the core of media --- credibility resourmesfirmly in the hand of the newspaper.
Just like The Americans and Their News (LeonardaiuDooney, Robert G Kaiser 2012)
mentioned, “if there is no newspaper, news worldl W more like an elegant caravan

without engine. “
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Annexes

Appendix 1: Questionnaire and Its Result for Semi-Buctural Interview

This interview is about the study about transforarafor newspapers from traditional
media industry to omni media, and the analysigotommercial model mechanism after its
transformation. The interviewees include the retévenedia executive, operations and

business staff particularly in newspaper indudthanks for your answering below questions.

From September 2015 to March 2016, | carried ceg-ta-face interviews to the heads of
25 newspapers and experts and scholars on “OmniaMiegdnsformation” in succession by
taking the opportunities of business trips and imgst Excerpts of some opinions are as

follows:
Question 1: What do you think of the “Omni Media Transformation” of newspapers?

Hu Huaifu, deputy secretary general of China Newspaer Association: Newspapers
have already stepped into the new age of “full-damé&ull-time and Omni Media”, and
integrated development has become an inevitablecetand new development mission of
transformational development. System and mechaaignthe internal power and source for
newspapers to achieve their sustainable and radlapment. If the system and mechanism
were flexible and advanced, newspapers would Heofwitality and energy; if the system
and mechanism were backward and rigid, the devetopmprocess of newspapers would be

full of barriers.

Shi Feng, president of Xinjiang Metropolitan Daily: “Omni Media Integration” is a
multiple concept, meaning the convergence of cdstethe convergence of different

platforms, or the convergence of all techniquederémy around products.

Peng Lan, professor of School of Journalism of RenM University of China: Omni
Media convergence refers to the convergence prooédsuman wisdom and machine
capacity. The power of machines is mainly embodiedugh big-data technology, including

data collection and data analysis. Although machihave considerably promoted the
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efficiency of news collection, machines cannot aepl media personnel at any time, while
media personnel proficient in applying machinesracee irreplaceable. Media convergence

is not a fixed goal, but a process. Everything wde possible.

Prof. Zhang Liwei, head of News Communication Reseeh Institute of Academy of
Social Sciences of Sichuan Provincéf newspapers and networks did not cooperate with
each other, both would lose in the game. Cooperatiache absence of competition would
make loss already a fact. We should choose to wiwosell different reorganized databases
and to whom not to sell them, sell the contenta netail way, and rebuild the game rules of
newspapers and networks, so that cooperation amgpedition can exist together. We can
achieve integrated development only through theaathge complementation between new

and old media.

Zhang Zhian, dean of School of Communication and Bsign of Sun Yat-Sen
University: With regarding to the convergence transformationciby dailies, we should
change the traditional concept of “focus on corite@ur measurement of whether they are
valuable is no longer limited to news or informatidut involves idea, service and users.
Where are users? Both the fans and local readarsobile customer terminals play a major

part.

Wang Wenjian, chief editor of Yangtze Evening Postin the age of the intensive
development of new media, the past glory of thditi@al press has gone far away from us.
Today, we are all in a brand-new state. We mushlbaw to adapt to and actively respond to
the new normal state. For this purpose, we musy fategrate resources, carry out omni
media convergence desirably, and exchange the af@went of chemical reaction for the

leapfrog of transformation.
Question 2: What are the approaches to Omni Mediaransformation of newspapers?

Zhu Xuedong, assistant of president of Beijing NewdVith regarding to the integrated
development of media in the age of e-commerce lama@ge of big data, it is very difficult for
traditional media to integrate themselves. The dmBakthrough lies in innovation, because
the thinking and consuming habits and expressioansién the age of e-commerce and the

age of big data are completely different. The ragedelopment of technology has already
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opened a lot of space of imagination for media. Howump out of the familiar approaches,

in my opinion, is the breakthrough that must be enfd media under the new normal state.

Huang Ping, vice-president of Chongqging Daily Pres&roup: Information is a rigid
demand. Once the people’s demand exists, mediament providers would not vanish.
Traditional media and emerging media are not imedable opposite sides; they must choose
the road of integrated development. In terms ofaggeroaches of integrated development, we
should: 1) break technical barriers; 2) reorgathieeinternal organization structure; 3) rebuild

the operation system.

Liu Zuyuan, president and chief editor of ChonggingTimes Office: Three stages
have been gone through for traditional media torec®the Internet. Stage 1 was focused on
“how to observe the Internet”, namely: observing timternet from the perspective of
traditional media; Stage 2 was focused on “hovhiokt with the help of the Internet”. At this
stage, almost all traditional media had the expegeof omni media. Stage 3 is the stage of
convergence that we are now exploring. Media ageired to know how to integrate existing

resources and the Internet, forming a greater dadgan

Qi Huaiwen, chief editor of The Daily News:City dailies never lack innovative genes.
In the past, news was counted by day. Now, it veagited by second. As traditional media,
city dailies must study the features of dissemoratof new media, and actively achieve

integrated development with new media by using teslhinology and concepts.

Shang Lin, chief editor of South China Metropolitan Post: In the past 20 years, city
dailies have started press economy as the mainstdapress. Nowadays, the press is
adapting to the new normal state at a new stagge&uto the influence of the Internet, along
with the press reform, the means of disseminatiba, profit mode and the organization
structure have also been changing accordingly. Needia and convergence are the
development approaches that the press is now éxgloklthough the exploration has been
going on for several years, the press is stillha initial stage of transformation. Even

European and American press does not have a vdorenaode.

Du Shaoling, chief editor of Kunming Evening News:Media convergence is an

inevitable trend. We need to solve three major lgmob at present: 1) The problem of
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continuous hematopoiesis; 2) ldentifying the subcintegration; 3) Selecting a suitable
object of integration. Mature media need to trémt integrated development of media in a
self-centered way. We are required to maintainrangt zeal, remain calm, adopt resolute

strategies and carefully-chosen tactics, and maistdf-confidence and courage.
Question 3: How to carry out the omni media transfamation of newspapers?

Cao Feng, general manager of West China City DailyThe omni media transformation
layout and creation of West China City Daily bega2011. So far, the cluster of West China
media has already come into being, centering ard/edt China City Daily, and including
four paper media: Tianfu Morning Paper, West Chifetropolitan Reader and West China
Community Paper. In 2015, Cover Media, a mobilerdmet platform with national Class-1
news qualification, was created in cooperation Wilibaba. In addition, there is a new media
matrix of 27 units, including West China MetropalitNetwork, the microblog, WeChat and
news customer terminals of West China City Dailjne@gdu Style and Tianfu Technology.
Plus, West China Community Outdoor Media, Logistidsmpany, Advertising Company,

Investment Company, etc., a powerful omni medi#@lan has come into being.

Zhang Ruhai, executive deputy chief editor of Chutin City Newspaper: Excellent
information is released via new media immediatiiythe process of transformation to digital
media, Chutian City Newspaper uses new technolagyn@w media, promotes the timeliness
and closeness of major reports, typical reportsergency reports and other reports, and
seizes the consensus positions of new media. liti@ddby analyzing reader databases,

Chutian City Newspaper launches its products pedteedemands.

Cao Ke, president of Southern City SystemThe connotation of e-commerce is “using
the Internet techniques for marketing and transasti Media should be an important link on
the value chain of e-commerce. With the help ofah@bmmerce cooperation with Alibaba,
West China City Daily has selected and matched-&é0nemerce bases in Sichuan Province,
which is a very significant new exploration. In tpast, a core product manufactured by the
entire Southern City System is Southern Urban Ddilythe future, we hope that the entire
omni media content production of Southern City o@et the production demand of Mobile

Internet. The network-undertaking function of theper should exceed that of the present
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Urban Daily, forming a higher-level and richer foahomni media products.

Wang Zihe, president of Dahe Newspaper Officeln the process of exploring the
integrated development of media, we put forward degelopment philosophy of “mutual
convergence and fan”, namely, during the integradelopment of media, we should break
the internal and external mechanism barriers amgeshesources per the “people-oriented”
principle, and from the perspective of users. lmgeof mutual integration, we have opened
the dissemination media, system and mechanismeirttid newspaper office. In terms of
mutual fan, we have set up a self-media platformafdialogue with users on an equal footing,
to meet user demand and achieve co-prosperity amavim situation with readers, users and

customers.

Lan Hai, chief editor and general manager of Qi Lu Evening News: The
newspaper-network integrated development mentidayeidsiders in the contemporary times
refers to a channel and method of press transfa@malhe most important thing for press is
returning to the user age and the reader age. Ngesp can also use e-commerce to serve

readers and create more value.

Chen Lei, chief editor of Baidu Newsin December 2013, Baidu launched Baidu Baijia,
covering more than 300 authors in the field of stife and technological Internet, half of
whom originated from professional reporters andogsliof traditional media. So far, Baidu
Baijia has issued profit of RMB 11 million to autBo The success or failure of media
convergence lies in the ratio between input anguwutlf a type of convergence attempt
cannot bring a healthy profit, this would meanfagdure. Media convergence has brought

both challenges and opportunities to traditionatlize

Li Gao, chief editor of Qianjiang Evening News:Media convergence does not refer to
the independence and non-crossing between newspapdrnetworks. It should be a solid
communication institution including newspapers, B@d mobile equipment, aiming at
creating a service platform, building a new profibdel of news, creating a solid capital
platform based on newspapers and encompassingteg&hsid mobile platforms; and opening

the capital channel.

Chen Jun, chief editor of Tibet Business NewsVith their own brand influence, media
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intensively participate in regional economy and ognjnatural advantage in creating
e-commerce platforms. This year, Tibet Business $\also conforms to the times, seeks for
transformation, endeavors to set up an e-commdatéopn that suits local characteristics,
and spreads the specialties and natural resourcdsbet to other parts of China. This
e-commerce platform will be a key project of Tili@isiness News next year, aiming at

diversified operation incomes.

Guan Hong, president of Chongging Daily Newspaper fiice and Chongging Press
Association: The first thing for the integrated development dio8gqging Daily Press Group
is to accelerate the construction of the commuiingtlatform, which is a foundation for the
integrated development of media. The next thingoisiccelerate the website construction
based on the construction of media array, to erthehcommunication forms of traditional
media through these newspaper networks. Integraeeelopment cannot do without
technical guidance and support. Therefore, in qguinion, the construction of technical
platform and the convergence of multi-media tecbgglare the crucial factors for the
integrated development of media. The group is Inglda center of news media
communication and a platform of technical supp@tie 24-hour communication and the
coordinated release of omni media must be suppdgeal technical platform. Therefore, we
must set up it despite any difficulty. The reinfemeent of strength, the sustainable
development and the reinforcement of hematopofetiction are very important standards
for measuring the success of integrated developrierd certain extent. In the case of
integrated development, we cannot abandon our mamess, especially our main operating
business. Second, we should extend our industrahc For example, we can connect release
with e-commerce, and we should not only print neapsps, but also expand commercial
printing. The innovative mechanism is the guaramteamtegrated development. We should
reinforce the convergence of content resourcesethate internal homogeneous competition.
In terms of news, our group enforces omni mediassaent of collection and edition, and all

reporters release news via microblog, WeChat arizbitee

Chen Pengyu, chief editor of Guizhou City Daily:How to convert influence into

productivity? How to directly convert influence danteconomic efficiency? To achieve
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convergence and leapfrog, we must cross the boyrahal cross the new boundary with new
sectors, new fields and new areas. For examplet af Imedia operate real estate, hotel, etc.
We will also carry out relevant convergence witk tielp of the advantageous sectors and
industries of Guizhou Province, e.g. tea, alcohdlinks and tourism. By promoting media

influence, such sectors can produce added valtleet@entire marketing and increase added

profit through integration.

Wang Liandi, deputy general manager of China New Phlication Media Group:
The newspaper-network interaction and the newspagigvrork linkage mentioned by you are
yet to be reinforced, in my opinion. Along with tlidevelopment of Internet and mobile
terminals, the news reading means of people haaeged thoroughly. Paper media can keep
up with the market only based on full convergendth wew media. Some leading domestic
city media have already been exploring “centrathens”, considering newspaper-network
interaction as the whole, and providing news preslot different tastes per the demands of
different audience. There are relevant cases gigorcountries. Some media groups sold the

same news release 7 times in terms of differenthasgs, intensively tapping its benefit.

Du Shaoling, chief editor of Kunming Evening NewsA medium cannot take the place
of another. We have set up Kunming New Media Opmraenter, and we attach importance
to resource innovation and encourage personalicere@t the sectors of microblog and
WecChat. How to realize sustainable profit? The audation of users is a very tough process.
Although the user base is large, the drain of uiseatso large. After users are accumulated to
a certain quantity, we should consider how to tilmem into economic resources and vyield
sustainable profit. In terms of the media historything new can completely take the place of
another type of media. The same goes for newspapeéradvertising. To achieve sincerity in
operation service, every traditional medium hasspace for existence. To return to the
essence of news in information delivery, every neveslium has its value of existence and
integration. Therefore, we will try to join “med@nvergence”, and we will not lose our

confidence in newspapers.

Li Huimin, vice-president of School of News and Communication of Lanzhou
University: We should use Internet thoughts to meet the deméwulifferent audience. The
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all-round emergence of Internet new media and dpédrpopularization of mobile terminals
impact the survival of traditional media. The qimstof media convergence was proposed
several years ago, and some Western countriesoarénnthe phase of transformation. There
are both successful experience and failure lesddasever, no good model has yet been
established. At present, the structure, demandesitend reading means of the audience are
changing. Therefore, city media have begun to pomder the change of the production
mode of media and the change of content generdtiothe opinion of some media, digital
media should be a type of crowd-funding productiand the author team should adapt to
their richness and pertinence. In the past, a nepespwas issued in hundreds of thousands of
copies. Today, the number of audience may reachdemillions. Some readers are fond of
extensive reading, while some are fond of intenseading. Readers have different reading
interests. Therefore, the authors should try totntee demand of different audience per

“Internet thoughts”.

Appendix 2: Survey Instrument

Dear Madam / Sir,
This questionnaire is about the study of businesdahselection for newspaper commercial
enterprises which analyzes the current understgnaiwards the business development of
newspaper enterprises. It will take you around 3Quies to complete this questionnaire. It
would be much appreciated if you would consisteatigwer all questions as follows.

0 The name of your company (organization, entity):

0 The name of your department:

Part I: Basic information (please fill your information in corresponding blanks or mark

the corresponding “[number]” with a mark of “ V")

Gender : [1] male; [2] female

Age : [1] 20; [2]21-25; [3]26-30; [4]31-35

Type of your company:
3 | [1] SOE(state-owned enterprise) [2] POC(privatered/company)

[3] Foreign-funded enterprise [4] Others
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The company (organization, entity) was founded in

5 | The staff number of your company (organizationity):

The average revenue (in RMB) of your company (oirgdion, entity) in recent 2 years:
6 | [1] <5 million [2] 5 million — 30 riion
[3] 30 million — 300 million [4] > 300 million

Is it a listed company?
[1] yes [2] no

8 | The location of your company (organization, gitit

The percentage of E-business in total revenue wf gompany (organization, entity):
[1] <10% [2] 10%-30% [3]30%-50% [4] >50%

Part II: Please mark the corresponding “[number]” with a mark of “~" by relevance.

Scoring Range:
1: we do not have such item or totally disagree. Relevance:

4: we uphold a neutral view. 1(Low)-------- 7(high)
7: we absolutely agree with it or we have everythinin place.

Before the transition of all-media, in the transadin process of traditional media industry:

Does the transaction reduce the cost of partnérsiide the
cost of inventory, communication, transaction psscand 12| 3| 4| 5| 6| 7
sale, etc.)

Whether the costumers regard it as a conveniegeps@ 1 2 3 4 5 6 7

Does the transaction have expandability (For irttathe
process of transactions can be conducted on b ésnd |1 | 2| 3| 4| 5| 6| 7
small scale simultaneously.)?

w
P~
\ "1
~

Does the transaction help partners to make wisisidas? 1 2 3 4

Efficiency |5 the transaction process transparent enoughHichvihe

information, the service and the use and delivégyroducts | 1 | 2| 3| 4| 5| 6| 7
can be verified)?

Does the company have enough information to shaheits
partners to reduce information asymmetry?

Does your company have enough information of the
products, the services and other partners?

Does your company have the abilities to conduetsa f
transaction?

12|34 5 6] 7

Before the transition of all-media, in the transadin process of traditional media industry:

Does your company conduct transactions in an irin@va

112| 3| 4| 5| 6 7
way?

Innovation Does your company make inventions in this businesdel?| 1| 2/ 3 4 5 6 ¥

Does your company have various partnersand prsduct | 1| 2| 3| 4 5 6 7
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Does your company incent your partners throughvatice 11213l 4l sl 6
way in transactions?

Does innovation bring about new partners? 1| 2| 3 4 65
Have your company already accomplished the integraf 11213l 4l sl 6
products, information and services?

Part Ill: Please mark the corresponding “[number]” with a mark of “ " by relevance.

Scoring Range:

1: we do not have such item or totally disagree.

4: we uphold a neutral view.

7. we absolutely agree with it or we have everythinin place.

Relevance:

1(Low)-------- 7(high)

After the transition of all-media, in the transaction process of traditional media industry:

Does the transaction reduce the cost of partnérsiide the
cost of inventory, communication, transaction psscand
sale, etc.)

Whether the costumers regard it as a convenieceps@

Does the transaction have expandability (For irtstathe

process of transactions can be conducted on bafaéand |1 | 2| 3| 4| 5| 6

small scale simultaneously.)?

Does the transaction help partners to make wisisidas? 11 2 3 4 5 6
Efficiency | Is the transaction process transparent (in whieh th

information, the service and the use and delivégyroducts |1 | 2| 3| 4| 5| 6

can be verified)?

Does the company have enough information to shaheits 11203lal sl 6

partners to reduce information asymmetry?

Does your company have enough information of the

) 112|3| 4| 5/ 6
products, the services and other partners?
Does your company have the abilities to condueisa f
. 1/2|3| 4| 5/ 6

transaction?
After the transition of all-media, in the transaction process of traditional media industry:

Does your company conduct transactions in an ininava

1/2|3| 4| 5/ 6
way?
Does your company make inventions in this businesdel? | 1 | 2| 3| 4| 5| 6
) Does your company have various partners and prsdluct | 1| 2| 3| 4 5 @
Innovation 5 - . " o et
oes your company incent your partners throughvatiee
) Y p Y YOUrP J 1/2|3| 4| 5/ 6

way in transactions?

Does innovation bring about new partners? 3 4 65

Have your company already accomplished the integratff | 1| 2 4 6
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products, information and services? ‘ | ‘ ‘ | ‘ | ‘

Part IV: Please mark the corresponding “[number]” with a mark of “~” by relevance.

Scoring Range:
1: we do not have such item or totally disagree. Relevance:
4: we uphold a neutral view. 1(Low)-------- 7(high)
7: we absolutely agree with it or we have everythinin place.
Before the transition of all-media, compared with ¢her company, the advantages of your
company lie in:
The transmission speed of information 2|3|4(5|6|7
The update speed of information 234|567
Speed The feedback speed of information 2|3/4|5|6|7
The length of update period of new products 2A3|4(5|6|7
The transmission speed of new products 2134|567
The life circle of your companies’ products is ghor 112|3|4|5|6|7
Before the transition of all-media, compared with ¢her company, the advantages of your
company lie in:
The unique design per costumers’ demand 213|4|5|6 |7
The personal information push P|3|4|5|6]|7
The combination of personal products 2/3(4|5|6|7
Flexibility The observation on patterns of personal consumption | 123 (45|67
The ability to discover those groups with samegmegice | 2|3 |4 |5(6| 7
The ability to integrate those groups with saméeguesice | 12 (3 (4 (56| 7
The ability to screen those groups with same peefs 12|3|4|5|6|7
The ability to attract those groups with same pesfee 12|3|4|5|6|7
Before the transition of all-media, compared with ¢her companies, the advantages of your
company lie in:
The independence of different units in business 213
The ability to split units per business demand 213
The ability to integrate units per business demand 11234
Customization The ability to continue subsidiary business on the 1l2l3lalslsl
condition that the core business has changed
The ability to re-use the resources in hand whieh a
already out of date 11213145167

Part V: Please mark the corresponding “[number]” with a mark of “~” by relevance.
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Scoring Range:

1: we do not have such item or totally disagree.
Relevance:

4: we uphold a neutral view. )
1(Low)-------- 7(high)

7. we absolutely agree with it or we have everythinin place.

After the transition of all-media, compared with other company, the advantages of your
company lie in:

The transmission speed of information 2/3(4|5|6|7

The update speed of information 2|3|4|5|6|7

The feedback speed of information 2|13|4|5|6/|7
Speed

The length of update period of new products 2/3(4|5|6|7

The transmission speed of new products 23|4(5|6|7

The life circle of your companies’ products is ghor 112|3|4|5|6|7

After the transition of all-media, compared with other company, the advantages of your
company lie in:

The unique design per costumers’ demand 213|4|5|6 |7
The personal information push P|3(4|5|6|7
The combination of personal products 3/4/5|6|7
The observation on patterns of personal consumption | 12 (3[4 (5|67
Flexibility
The discovery of groups with same preference 2134|567
The ability to integrate those groups with saméeguesice | 12 (3 (4 |(5(6| 7
The ability to screen those groups with same peefs 112(3|4|5|6|7
The ability to attract those groups with same pezfee 1234|567

After the transition of all-media, compared with other companies, the advantages of your
company lie in:

The independence of different units in business 213(4|5|6|7
The ability to split units per business demand 2A13|4(5|6|7
The ability to integrate units per business demand 1(12(3|4|5[|6]|7

Customizatio - . - :
The ability to continue subsidiary business on the

condition that the core business has changed

The ability to re-use the resources in hand whieh a

already out of date

Part VI: Please mark the corresponding “[number]” with a mark of “\” by relevance.
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Please answer following questions per your comparsg/performance | Relevance:
in recent 2 years. 1(Low)-------- 7(high)

Compared with related companies, the condition o{

. 2134|567
average growth of your company in recent 2 years.

Compared with related companies, the
competitiveness of your company’'s productsin |1 |2 | 3| 4| 5| 6| 7

Company’s market.

performance

=]

Compared with related companies, the completio
of your company’s profit target.

Compared with related companies, the profit rate
level (before tax) of your company.

Part VII: Please answer following questions with amark of “ " by relevance per your

company’s performance in recent 2 years.

Please answer following questions per your compars/external Relevance:

environment. 1(Low)-------- 7(high)
Our products are easily to update. 12| 3| 4 5 6/ 7
It is hard for us to predict our competitors’ mane 1213l 4l sl 6 7
market.
It is hard for us to forecast the market demand and

. 1(2|3| 4| 5 6/ 7

Environment’s the preference of our customers.

dynamics The update period of our products or process is

Y paate P P P 1]2|3| 4| 5| 6 7
short.
Our marketing & sales practice always keeps the
pace with the market and the move of our 12| 3| 4| 5| 6 7
competitors.

END OF SURVEY -THANK YOU FOR YOUR COOPRATION
Please tick whether you wish to receive a summatigeofindings:
1: YES

2: NO

Please indicate the email address to be sent youfwish to receive a summary of the
findings:
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