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Abstract

The purposes of this research were to (1) investigated the factors of the value
proposition, customer type, revenue model, channel, delivery model & (2) investigated the
model of the value proposition, customer type, revenue model, channel, delivery model
contributing to the performance of software firms. The quantitive method was used 183
questionnaire as instrument for collection data. The instrument of data was being analyzed by
using frequency, percentages, mean, st&ard deviation & the multiple regression analysis was
used to analyze & test research hypotheses.

The results have shown that the value proposition was in higher level following
the channel, delivery model, revenue model & customer type. The result also insists that the
value proposition, customer type, revenue model, channel, delivery model have impact on

performance of software firms to used social network site 76.6 percent.

Keywords: Value Proposition, Customer Type, Revenue Model, Channel, Delivery Model,

Performance.
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