38 244 o T
2017 4E 12 A PACKAGING ENGINEERING 23

%1+ B R R A T Ml A K 8 5 SR R

i, O °, ERES
(LAEHRRHER S, I 430074; 2 RAEHRHLR A TALE AR TR, AR5E 523808;
3UARPIEAERARATR, KR3E 523808)

WE: Be) MAERREFHERABATRIMERS F Rl #egianE L, REBEZIT 7L kFHR LR
W&, AT A BB AR IR F B R BT SRRk E R K, AR H R R ATl d
AL A, TREAZTEXGEEMA, FAALZTIMEEX LR, Fik #E “&KHE
P EA” AT kA X, MARA LT B A A S AT RR Sk ] 69 A AE R A, At s —dt Y]
R BRI, B RN ZRXG T RS R, R FLRETEN ., & ASFAFHHLE
KRB R A F B R # K30 K R AL T 69 30T Kb An B8, A& B3 & oy B A X R
B, FIMEXGCIRET FREH AR,

K@ T B HRBA; TR IR XA Sk P RelH; B XA ke
FESHES: TB472 XEitRIZAG: A XEHS: 1001-3563(2017)24-0023-07

The Innovation and Practice of Business Model of Exchanging Design for Sock Rights

CAO Huai', FENG Chong’, DONG Si-ji€’
(1.Huazhong University of Science and Technology, Wuhan 430074, China;

2.Guangdong HUST Industrial Technology Research Institute, Dongguan 523808, China;
3.Guangdong Circo Creative Technology Co., Ltd, Dongguan 523808, China)

ABSTRACT: With the urgent demands for brand strategy and product innovation during the period of regional economy
transformation and upgrading, China's design industry has greeted an opportunity for rapid development. The current sit-
uation in which most of the design companies predominantly exchange services for cash has restrained them from growing
large due to fierce price competition. The purpose of this article is to grope for a way of business model innovation to
break through the bottleneck of traditional method of corporate operation, and to realize leaping profitability for local de-
sign companies. It has raised a business model named "Exchange design for stock rights", which features a fundamental
relationships change from provider-needer to cooperating partners, and has successfully incubated a series of "Double
creations" companies by gradually refining the methods and processes of such model. It aims to provide new design tac-
tics and thoughts for business model research in university-industry cooperation and the realization of national innova-
tion-driven developing strategy, and to provide practical cases of subversive innovation for the economic breakthrough of
China's design industry.

KEY WORDS: exchange design for stock rights; business model innovation; brand strategy; product innovation; subver-
sive innovation; design thinking
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Fig.5 Circo had created VIS for Bonfeel, starting a new era of
"Smelling equals branding"
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Fig.7 Circo had introduced new brand strategy for Tuxiaoya with its user experience promoted
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Fig.8 Changing from "Cloupaint" to "Tuxiaoya", the brand value had rapidly increased
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