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Design-driven Innovation: An Innovation Model in Open Society

Chen Jin,Chen Xuesong
(1. College of Public Administration,Zhejiang University, Hangzhou 310027, China;
2. School of Management,Zhejiang University, Hangzhou 310027, China)

Abstract: This paper introduces a new innovation model called design-driven innovation which is based on the social openness,and gives a con-

ceptual model and a mechanism model about it. Finally,it gives some advices to Chinese enterprises to improve design capabilities.
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