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Abstract

This paper takes Xiaomi Corporation as an example to discuss the business model innovation based
on the theory of value co-creation. This paper first introduces the general situation of Xiaomi Cor-
poration and the development process of its business model. Secondly, it expounds Xiaomi’s busi-
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ness model innovation mechanism based on the value co-creation theory from four dimensions:
value proposition, value co-creation, value delivery and value acquisition. Finally, it summarizes the
performance and impact of Xiaomi Corporation’s business model innovation. The study shows that
through the application of value co-creation theory, Xiaomi Corporation successfully promotes the
innovation of business model, enhances the core competitiveness of the enterprise, improves the
market share and profitability, and provides valuable reference experience for other enterprises.
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Figure 1. Analysis of Xiaomi Corporation’s business model innovation based on value co-creation theory
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