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Fig. 2 Value co - creation ecosystem of network integrated audio platform in China
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Business Model Innovation for Value Co — Creation of

Web - Based Audio Platforms: A Multiple — case Study
ZHANG Xianhua LI Qi

( School of Accountancy Lanzhou University of Finance and Economics Lanzhou 730101  China)

Abstract: The web — based audio industry has developed rapidly because it can meet the needs of users for
fragmented learning and satisfaction of companionship. Today although a monetization model centered on user
payment rewards advertising marketing and hardware sales has been formed the pain point of how to achieve
profitability has not yet been resolved. Therefore relying on the value co — creation model of the multilateral business
model platform this paper selects the largest three web — based audio platforms Himalaya Lizhi and Qingting FM as
typical cases and analyzes the five dynamic value dimensions of each platform in the process of co — creation. The
results show that the business models of the three platforms have common problems. First homogeneity of the value
proposition is the fundamental reason for the homogeneity of the platforms and product content. Secondly in value
delivery the three platforms rely too much on specific co — creators resulting in a weak lock — in effect and other
risks. Thirdly constantly adjusted value creation model has never been able to achieve a balance between costs and
benefits. Fourthly they have enjoyed the support of the value network but are deeply constrained by the network.
Finally they fail to form a mechanism to maximize the value of the co — creation parties while making the platforms
profitable growth. In response to the results it is proposed that the web — based audio platforms need to create high —
quality content products expand application scenarios form a complete industrial chain and achieve win — win
cooperation explore clearer value propositions value co — creation logic and models and shape the attributes of the
value co — creation ecosystem through innovative business models so as to share profitable growth with co - creation
parties.

Key words: value co — creation; business model innovation; web — based audio platforms
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Analysis of Influencing Factors on the Development of
Digital Inclusive Finance in China’s Provinces
Based on GTWR model

ZHAO Qingtuan LUO Shuai GE Guanpeng
( School of Economics Guangdong Ocean University Zhanjiang 524000 China)

Abstract: Based on China’s provincial panel data from 2011 to 2020 taking digital financial inclusion as the
research object the spatiotemporal geographic weighted regression model ( GTWR) was introduced to incorporate
temporal and spatial information into the research model to examine the influence of five aspects ( economic
development traditional financial development informatization construction government intervention and industrial
structure) on digital inclusive finance in China’s provinces from the perspective of spatial heterogeneity. The study
found that each factor has a positive effect on the development of digital financial inclusion to varying degrees. By
drawing a visual map it is found that the promotion effect of each factor has obvious individual differences and
increasing spatial agglomeration effects in the spatial distribution. We should continue to develop the economy give
full play to the role of financial institutions strengthen the construction of basic information increase government
support and supervision and optimize the industrial structure.

Key words: digital financial inclusion; GTWR model; spatial heterogeneity; spatial agglomeration
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