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Consumerism: An Investigation on the Mechanism of
Customer-dominant Logic on Business Model Innovation
from the Perspective of Digital Empowerment
HE Chang, MENG Tao, LIU Li-ping. LI Qi

Abstract: Facing the digital economy and the complex and changeable market environment, customer-
centric demand and digital empowerment have become an important strategy for modern enterprises to a-
dapt to the development of the times. Managers'gradually abandon the traditional thinking of competi-
tion, and begin to rethink the essence of enterprise existence. Based on customer-dominant logic and dig-
ital empowerment, the paper takes 412 managers as research subjects to explore the dual paths and
boundary conditions of the influence of customer-dominant logic on business model innovation. The re-
sults show that: (1) Customer-dominant logic has a positive effect on business model innovation; (2)
In the view of capabilities, organizational reconfiguration capabilities (dynamic capability and improvisa-
tion capability) play a mediating role between customer-dominant logic and business model innovation;
(3) Digital empowerment plays a positive moderating role in the relationship between customer-dominant
logic and organizational reconfiguration capabilities, especially for improvisation capability. This study
deepens the research on the connotation and mechanism of customer-dominant logic, which is helpful for
enterprises to understand and develop the corresponding dominant logic, so as to maintain their compet-
itive advantages in the VUCA era,

Key words: customer-dominant logic; organizational reconfiguration capabilities; digital empowerment;

business model innovation
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