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Abstract

In this report, we present a dimensional framework to analyze and design
business innovation directions. Strategists can use this framework to analyze
their business and set business innovation directions. Entrepreneurs can use
the business innovation directions to start the development of new business
models. We contribute to the business model innovation research field, pre-
senting a dimensional framework to select business innovation directions.
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1 Introduction

Game-changing business models disrupt companies, that are satisfied with
their current business performance, in the long term. This is explained by
S-curves, that establish the relationship between market relevance and finan-
cial performance [1]. S-curves are used in the innovation management field
to illustrate introduction, growth and maturity. Figure 1 shows that market
relevance S-curve matures much faster in time than the financial performance
S-curve.

Incumbents can not see the danger of a new entrant into the market be-
cause they are still confident with their increasing financial performance. In-
cumbents are still ascending on their financial performance while their market
relevance decreases. This scenario is illustrated on Figure 1 by the intersection
point “A”, where a company is still ascending on the financial S-curve while is
descending on the market relevance S-curve.

Maturity

Financial performance

Market relevance

Time

Figure 1: S-curves of financial and market relevance (adapted form Breene [1].)

The financial performance confidence influences the top management of a
company to avoid new business identification and development. This financial
success combined with the size of a company increases the difficulty to create
new business opportunities. However, the relation between the market and
financial S-curves show us the need to innovate.

1.1 Goal

Our research is aimed to help strategists and entrepreneurs to set innovation
directions to innovate or develop their business.

1.2 Approach

We identified the barriers and opportunities on the selected literature to in-
novate business models as business innovation drivers. First, we identify the
business innovation drivers by author. Then, the identified drivers are clus-
tered into contextual categories that lead us to define the framework dimen-
sions. Secondly, the related drivers are clustered and merged into a new inno-
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vation driver if there is a relation or redundancy among them. Then, the new
innovation drivers and the contextual categories define our business innova-
tion framework. Finally, we apply the framework to analyze existing business
directions.

1.3 Result

In this report, we describe the dimensions and drivers of a business innovation
framework. Strategists from established companies and entrepreneurs can use
the resulting framework to evaluate and articulate business innovation direc-
tions. We contribute to the business model innovation literature by defining
the choices needed to articulate business innovation initiatives.

1.4 Structure of the document

In Section 2, we identify the business innovation drivers. In Section 3, we
cluster the business innovation drivers. In Section 4, we merge related and
repeated business innovation drivers. In Section 5, we present the framework
dimensions and values. In Section 6, we apply the dimensional framework to
analyze business scenarios. We end this document with conclusions in Section
7.
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2 Identification of business innovation drivers

In Section 1 we explained that we need to innovate to stay market relevant.
This section depicts the goal, approach and the resulting business innovation
drivers identified from the literature.

2.1 Goal and approach

The goal of this section is to identify the choices, based on barriers and op-
portunities, that are needed to articulate business innovation directions. The
identification of these choices is not being study enough in the business model
innovation field [2].

We identify the business innovation drivers by studying of the relevant lit-
erature on business model innovation. The relevant literature was defined by
searching on Google Scholar the keyword “business model innovation” since
2010. The first result is the article “business model innovation: opportunities
and barriers” by Henry Chesbrough [3]. The article establish the dominant
logic as the business model innovation barrier. We extended the relevant liter-
ature by searching the keyword “dominant logic” on Google Scholar, the first
result lead us to the work of Lusch and Vargo on the service dominant logic.

Chesbrough’s article is part of a special issue of business models by Long
Range Planning, one of the leading international journals of strategic manage-
ment. The references made by Chesbrough in this article, related books and
articles of the cited authors, and the remaining articles of special issue on busi-
ness models establishes the relevant literature of our research.

2.2 Result

We found that literature on guiding strategists and entrepreneurs to make
choices to innovate a business model has not being studied enough [2]. We
identify business innovation drivers as the choices to set innovation directions.
In this section we identify the business innovation drivers as follows.

The research and innovation in the service economy recognize the work
of Lush and Vargo as theoretical foundation. Lusch and Vargo emphasize the
importance of service and value co-creation [4] [5], [6], [7], [8].

We identify the business innovation drivers from “goods and services” to
“service and goods” from the work of Lusch and Vargo. The focus on “goods
and services” takes a primary role of goods, where services just add value. The
goods focus emphasize a transactional approach on value defined as value-in-
exchange. The adding-value nature of services is based on Porter’s value chain
which places services as good’s complementary activities. An innovate ap-
proach that reflect the change of the economy is about thinking in service and
goods. Service is defined as the application of competences (such as knowledge
and skills) by one party for the benefit of another. Service is what is important
as economic activity. The service focus establish a relational approach on value,
defined as value-in-use. Goods takes a secondary role, acting as a mechanism
for service provision.

The dominant logic is the mindset of company about how to do business [9].
Chesbrough identifies the dominant logic trap as a barrier to innovate busi-
ness models [3]. Chesbrough identifies the “product business” as a commodity
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trap. In order to escape, we need to innovate using a new logic. The new
logic is about thinking as a “service business”. The “product business” think-
ing focuses on the car as a transaction. The “service business” thinking, is
about offering transportations services, mobility services or even transporta-
tion experiences [10]. We identify “product business” and “service business”
as business innovation drivers.

Innovating on the service economy requires a networked approach of value.
Lusch and Vargo, and Chesbrough focus on the value network is based on an
explicit reference on the work of Normann and Ramirez [11] on a value constel-
lations. Normann and Ramirez propose the focal of strategic analysis from the
company towards a value-creating system. Within value creating systems dif-
ferent economic actors (i.e: suppliers, business partners, allies and customers)
work together to co-create value [11]. We identify “actors value co-creation” as
a business innovation driver

Chesbrough, identifies the shift on innovation focus from “closed”, in which
all the value is created inside the company to “open”, collaborating across
boundaries of the companies to innovate. Chesbrough’s business model frame-
work, recognize that business models mature from closed to open [12]. We
identify “closed” and “open” as business innovation drivers.

Henderson and Venkatraman recognize the role of networked value co-
creation in business model innovation. We identify “networked co-creation” as
an innovation driver. The networked co-creation is driven by relation among
parties and the value proposed. Henderson and Venkatraman state that busi-
ness model innovation for a company should be seen a set of external partners
and relationships. The co-creation must include a set of partners and the cus-
tomers. Value propositions can be generated in a “deliberated” or “emergent”
manner. We recognize these two approaches as innovation drivers. In the “de-
liberated” approach the process of innovation is coordinated with a tight con-
nection with the current business model. The “emergent” approach is focused
on the assessment of opportunities outside the organization, looking for part-
ners and even competitors as sources for innovation and value [13].

Henderson and Venkatraman recognize that relationships in the value net-
work can be “exclusive” or “inclusive”. “Exclusive relations” in the network
are centrally controlled partnerships and alliances. “Inclusive relations” in the
network are controlled, incorporating different partnerships and alliances in
more loosely controlled environment. We identify these “exclusive” and “in-
clusive” relationships as business innovation drivers [13].

Christensen, by focusing on the impact of the innovations on the market
identifies “sustaining innovation” and “disruptive innovation”. Innovations
can sustain the market (sustaining innovations) or disrupt the market, (dis-
ruptive innovations). Companies sustain the market focusing on the imple-
mentation of more features. The disruption of the market happens with new
value propositions to underserved customers [14].

Johnson, extends Christensen’s work in a business model framework. A dis-
ruptive value proposition that open new markets can be determined by barri-
ers (wealth, access, skill or time) that constrain consumption of non-customers.
We identify “non-customer barrier” as an innovation driver [15] [16] .

Markets can be transformed with new value propositions for the company’s.
The transformation is achieved focusing on the fulfillment of unsatisfied cur-
rent customers jobs-to-be-done (customer needs) [16]. We identify “customer
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transforming” as an innovation driver.

Gardner establishes the relationship between business models and the new-
ness factor of the innovation [17]. We identify “breakthrough”, “revolutionary”
and “incremental” as innovation drivers. These drivers are related with the
newness of the business model value proposition into the market.

Breakthrough innovations are concerned with the exploration of new tech-
nologies which have a high growth potential, but also imply higher risk. The
risk is attributed to the lack of experience with the innovation that departs
from the established offer of the company and its knowledge of proven busi-
ness practices. Revolutionary innovations are superior to what they replace,
becoming the standard choice for a relevant market share. Revolutionary in-
novations also have less entry barriers than breakthrough innovations, because
they can be copied more easily. Incremental innovations are minor changes,
exploiting existing technology. These kind of innovations are focused on cost
or feature improvements in existing products, services, or processes [18], [19],
[20].

In this section we identified the business innovation drivers from the se-
lected literature. The summary of the identified business innovation drivers
are listed on Table 1. The original authors are marked with a black dot and the
supporting authors are marked with an asterisk.
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N2 | Business innovation Authors
drivers
1 | Product business .
2 | Service business .
3 | Open i
4 | Closed .
5 | Goods and services .
6 | Service and goods .
7 | Actors value co-creation * .
8 | Networked co-creation .
9 | Deliberated .
10 | Emergent .
11 | Exclusive .
12 | Inclusive °
13 | Sustaining . *
14 | Disruptive . *
15 | Customer transforming .
16 | Non-customer barrier .
17 | Incremental *
18 | Revolutionary *
19 | Breakthrough *

Table 1: Identification of business innovation drivers from the literature
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3 Identification of business innovation dimensions

In Section 2, we identified the business innovation drivers form the selected lit-
erature. This sections describes the goal, approach and the resulting business
innovation dimensions of our framework.

3.1 Goal and approach

The goal of this section is to cluster the business innovation drivers identified
on Table 1 and define the business innovation dimensions.

We use the business model concept as the approach. A business model is
the combination of Who?, What?, When?, Where?, Why?, and How much? an
organization uses to deliver a value proposition to their customers. A business
model replacement improves the performance at least in four dimensions [26].

We cluster the business innovation drivers by answering four questions :
What?, Who?, Where?, and How?. These questions will lead us to identify the
business innovation dimensions and the related business innovation drivers.

3.2 Result

In Section 3.2.1, we categorize the innovation drivers answering the questions
What?, Who?, Where?, and How?. In Section 3.2.2, we show the innovation
drivers sorted by the recognized dimensions.

3.2.1 What?, Who?, Where?, and How?

Figure 2 shows the questions What?, Who?, Where and How? that will lead
to the clustering of the innovation drivers and the definition of the innovation
dimensions.

What?
Who?

Where?

How?

Figure 2: What?, Who?, Where?, How?
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What? This question is related with what value proposition we want to cre-
ate. We identify the innovation drivers related with the dominant logic to an-
swer what value propositions we want to create.

Chesbrough identifies the dominant logic trap as a barrier to innovate busi-
ness models [3]. The dominant logic is the mindset of company about how to
do business. Figure 3 shows how this mindset can be visualized as an infor-
mation filter inside a funnel. The organizational filter let in relevant data for
the dominant logic, reinforcing the organizational behavior and filtering out
information that does not fit [9].

N Values &
Expectations _]
DXe
A Competitive  Measures of
1 g strategy performance
. \_Heln(orced J
Analytics and Behavior

Dominant

Lo?ic . [

Figure 3: Dominant logic [9]

In stable environments of competition, the dominant logic helps to sustain
organizations. However, the blinders of the dominant logic make hard to rec-
ognize new threats and opportunities in a competitive environment [27]. The
new and unfamiliar directions of rapid industry transformations requires to
learn about changing the dominant logic [28].

The recognition of shifts in the dominant logic of the market is key set
business innovation directions.The importance is given by the shift about what
we understand as good and service. This shift is given by the dominant logic
shift from goods-dominant (G-D) logic to service-dominant (S-D) logic [4] [5],
(6], [7), 8]

The dominant logic shift from G-D to S-D, changes the role of goods. Under
the G-D logic, Good and services” means that goods take a primary role, where
value is created and embedded in goods, and services just add value.

Under the S-D logic, service and goods“ means that goods takes a secondary
role acting as a mechanism for service provision. Service drive the economic
activity. Service is defined as the application of competences (such as knowl-
edge and skills) by one party for the benefit of another.

Chesbrough, in line with the G-D and S-D logics, identifies the mindset
related with “product business” as a commodity trap for companies. The new
logic that solves the commodity trap is about re-thinking the business as a
“service business” [10].

The business innovation drivers clustered by answering the “what” ques-
tion lead us to define the “logic” dimension. “Logic” includes the innovation
drivers that are related with what mindset is used to create a value proposition.

Who? This question is related with who are the creators of the value propo-
sition.
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Business innovation can be initiated inside the company from a “closed”
firm perspective. Within the boundaries of the firm, the innovation labor cre-
ate new value propositions with a strong relation of the current business model
(“deliberated” manner).

The value proposition can be created beyond the boundaries of the firm.
The“open” innovation driver establish that the innovation labor is distributed.
Looking for partners and even competitors outside the organization to inno-
vate the value propositions is supported by the “emergent” approach of inno-
vation.

Moving the focus from the firm towards a networked co-creation is based
on the work of Norman and Ramirez. They propose a value-creating system
in which different economic actors (i.e: suppliers, business partners, allies and
customers) work together to co-create value [11].

The networked co-creation, by the perspective of Henderson and Venkatra-
man, can be “exclusive” or “inclusive”. “Exclusive relations” in the network
are centrally controlled partnerships and alliances. “Inclusive relations” in
the network are controlled incorporate different partnerships and alliances in
more loosely controlled environment.

The business innovation drivers clustered by answering the “Who” ques-
tion lead us to define the “openness” dimension. “Openness” includes the
innovation drivers related with “who” the value proposition is created.

Where? This question is related with where our value proposition will be
delivered. Answering the “Where?” question lead us to the market where our
value proposition will be offered.

Christensen, by focusing on the impact of the innovations on the market
identifies “sustaining innovation” and “disruptive innovation”. Innovations
can sustain the market (sustaining innovations) or disrupt the market, (dis-
ruptive innovations). Companies sustain the market focusing on the imple-
mentation of more features. The disruption of the market happens with new
value propositions to underserved customers [14].

Johnson, extends Christensen’s work in a business model framework. A dis-
ruptive value proposition that open new markets can be determined by barri-
ers (wealth, access, skill or time) that constrain consumption of non-customers.
We identify “non-customer barrier” as a business innovation driver [15] [16] .

Markets can be transformed with new value propositions. The transforma-
tion is achieved focusing on the fulfillment of unsatisfied current customers
jobs-to-be-done (customer needs) [16]. We identify “customer transforming”
as a business innovation driver.

The business innovation drivers clustered by answering the “where” ques-
tion lead us to define the “competitiveness’ dimension. “Competitiveness” in-
cludes the innovation drivers related with “where” the value proposition is
offered.

How? The “How” question is related with how new is the value proposi-
tion. The business innovations drivers related with the newness are the “break-
through”, “revolutionary” and “incremental”.

The “breakthrough” business innovation driver is leads to the exploration
of new technologies which have a high growth potential. The “revolutionary”

10
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driver lead us to a superior value proposition over the existing ones, resulting
in the gain of a relevant market share. The “Incremental” driver lead us to
exploit existing technology, resulting in minor improvement of the exisiting
market offers [18], [19], [20].

The business innovation drivers clustered by answering the “how” question
lead us to define the “newness” dimension. “Newness” includes the business
innovation drivers related with “how” new is the offered value proposition.

3.2.2 Resulting dimensions

We cluster the innovation drivers into four dimensions: logic, openness, com-
petitiveness and newness.

The logic dimension contains the innovation drivers related with what
dominant logic used to define the business value proposition.

The openness dimension include the drivers related with the actors and
partnerships who are involved in the creation of business value propositions.

The competitiveness dimension contains the drivers related with the mar-
ket where the business value proposition is offered.

The newness dimension includes the drivers related with how novel is the
business value proposition.

The result of the clustering of the business innovation drivers from Table 1
among the four dimensions is shown on Table 2.

N Business innovation Logic | Opennness | Competitiven| Newness
drivers (What?) (Who?) (Where?) (How?)

5 Goods and services .

6 Service and goods .

1 Product business .

2 Service business .

7 Actors value co-creation .

8 Networked co-creation .

3 Closed .

4 Open .

9 Deliberated .

10 Emergent .

11 Exclusive .

12 Inclusive .

13 Sustaining .

14 Disruptive .

15 Customer .
new-transforming

16 Non-customer barrier .

17 Incremental .

18 Revolutionary .

19 Breakthrough .

Table 2: Business innovation drivers clustering

11
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4 Business innovation drivers values

In Section 2, we identified the business innovation drivers from the literature.
In Section 3, we clustered the innovation drivers and identified the dimensions
answering the questions: What?, Who?, Where?, and How?. In this section
we present the goal, approach and result of merging the business innovation
drivers.

4.1 Goal and approach

The goal of this section is to integrate the related or equivalent drivers from
each dimension identified on Section 3. The related or equivalent drivers are
merged into a new innovation driver. The innovation drivers that are not
merged are keep unmodified.

4.2 Result

In the logic dimension we merge the logics with the same meaning. The “prod-
uct business” and “goods and services” drivers are related with the mindset
focused on goods and added-value services. We merge these two drivers into
the “goods dominant” innovation driver. “Service business” and “service and
goods” drivers are related with the new mindset focused on service. We merge
these two innovation drivers into “service dominant”.

Clustering the openness dimension relates the innovation drivers with the
actors involved in the value proposition creation. The “closed internal” driver
is generated from merging the “closed”, “exclusive” and “deliberated” drivers.
The three drivers are focused on the internal innovation of the value propo-
sition. The value proposition is created within the firm in a closed and ex-
clusive manner closely related with the current business model. The “open
actors” driver is generated from merging the “open”, “inclusive”, “networked
co-creation” and “actors co-creation”. These three drivers open the innovation
of the value proposition to external parties. The value proposition is generated
in an open and inclusive way among actors.

In clustering of the competitive dimension we integrate the concepts using
the market impact perspective. The “disruptive” and “non-customer barrier”
are equivalent concepts. We keep the “disruptive” driver naming, in which
the value proposition is defined to non-customers based on barriers that dis-
rupt the market. The “transforming” driver is defined from the “customer
new-transforming” to keep a consistent naming to the drivers. The “sustain-
ing” driver remains unchanged, in which the value proposition is delivered to
the current customers through feature improvements.

The newness dimension remain unchanged, including the “ breaktrough
” driver, the “revolutionary” driver , and the “incremental” driver .

In Table 3, we show the classification of innovation opportunities across
four dimensions: logic, openness, competitiveness and newness.

12
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Merging Merged innovation Logic | Openness | Competitive | Newness
Ne drivers
145 Goods dominant .
2+6 Service dominant .
3+9+11 Closed internal .
4+7+8+10 Open actors .
14 Sustaining .
16 Transforming .
15+16 Disruptive .
18 Incremental .
19 Revolutionary .
20 Breakthrough .

Table 3: Innovation dimensions merging

13
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5 Business innovation framework

In Section 2, we identified the business innovation drivers from the literature.
In Section 3, we clustered the innovation drivers and identified the dimensions
answering the questions: What?, Who?, Where?, and How?. In Section 4, we
identified the relevant business innovation drivers by merging the redundant
and similar ones. In this section, we present an holistic view of the dimensional
framework.

5.1 Goal and approach

The goal of this section is to describe the business innovation framework. The
defined dimensions and values of our framework are summarized.

5.2 Result

In Figure 4, we present the business innovation framework. The dimensional
framework is represented by the four-tuple (logic, openness, competitiveness,
newness). The framework is suitable for analyze and design business innova-
tion directions.

Each axis represents a business innovation dimension. We can distinguish
four dimensions: logic, openness, competitiveness and newness. The values
for each dimension are represented by circles.

Logic
Openness
service @
Open actors
Goods @
Closed internal
Py ® o Competitiveness
Sustaining Transforming Disruptive
Incremental
Revolutionary
Breaktrough
Newness

Figure 4: Business innovation framework

14
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5.2.1 Logic

The logic dimension is related with the mindset of a company about the role
of goods and services.

Goods This business innovation driver set the focus on goods. Services are
the intangible that just add value. Under this logic services are added at the
end of the value chain.

Service This business innovation driver set the focus on Service. Service is
the process of applying competences to the benefit to another entity. Under this
direction, the role of goods is established as a mechanism for service provision.

5.2.2 Openness

This dimension establishes the degree of collaboration to deliver a new value
proposition.

Closed internal The value proposition is developed internally by the com-
pany. The value propositions are created in a closed way.

Open actors The value proposition is open to actor co-production. The value
network of actors enables the offering of new value propositions to the market.

5.2.3 Competitiveness

Sustaining The market can be sustained by delivering more features to cur-
rent consumers.

Transforming Markets can be transformed with new value propositions. The
transformation is achieved focusing on the fulfillment of unsatisfied current
customers “jobs-to-be-done” which are based on the customer needs [16].

Disrupting The disruption of the market is achieved targeting the non-consumers
with a barrier-based value proposition. The barriers are the reasons why non-
consumers can not access to an stablished value proposition. The four main
barriers of VP consumption are wealth, skills, access and time. Wealth barrier
consumption is related with the low-net income non-consumers who can not
access to the VP due to high prices. Skills barrier consumption is related with
non-consumers that are excluded by sophisticated and complicated offerings.
Access barrier consumption happens when non-consumers can not get the of-
fered VB because they can not reach them. Time barrier consumption happens
when non-consumers are not able to afford the VP due to time constraints.

5.2.4 Newness

The newness perspective is related with the novel factor of the value propo-
sition to the market. We can distinguish three business innovation drivers in
this dimension: breakthrough, revolutionary and sustaining.

15
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Breakthrough The value propositions are based on the exploration of new
technologies which have a high growth potential, but also imply higher risk.
The risk is attributed to the lack of experience with the innovation that de-
parts from the established offer of the company and its knowledge of proven
business practices.

Revolutionary The value propositions are superior to what they replace, be-
coming the new standard.

Incremental The value propositions are based on minor changes, exploiting
existing technology. They are focused on cost or feature improvements in ex-
isting products, services, or processes.

16
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6 Examples

This section illustrates the business innovation framework to analyze business
innovations.

6.1 Goal and approach

The goal of this section is to use the four dimensional framework presented in
Section 5.

6.2 Result

We apply the four dimensional framework to analyze three business innova-
tions. We selected the business innovations from different kind of industries
to show how to use the framework across different domains. We selected the
Google Android smartphone platform from the phone industry, the BMW elec-
tric car form the automobile industry, and, Zopa peer-to-peer lending from the
financial services industry.

6.2.1 Google Android platform

The Google’s android business innovation direction can be represented by the
4-tuple (service, open, disruptive, revolutionary ).

Logic dimension: service The role of goods, in this case smart-phone devices
from manufacturers, is just a mechanism for service provision. Google deliver
their service offer consisting on google maps, youtube, google mail among oth-
ers using this platform.

Openness dimension: open The actors participating on the value network
are software developers, hardware manufacturers, telecom carriers, on-line re-
tailers and the end-user.

Software developers increase the value proposition of google android to
customers by creating innovative applications. Hardware manufacturers like
HTC and Samsung, co-create the value proposition with full featured phones
that take the advantage of Google software with the inclusion of sensors and
processors. Carriers and on-line retailers like amazon create their own android
application stores. End-users co-create value trough use, like capturing videos
and increasing the content produced on Youtube.

Competitive dimension: disruptive The value proposition of Google An-
droid is disruptive. The disruption is achieved by focusing on access. End-
consumers that were perviously excluded of the smartphone market due to
high priced devices like the iPhone can access to more affordable android based
devices. Incumbents like Nokia are being disrupted by Google’s Android forc-
ing them to abandon their outdated platform.
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Newness dimension: revolutionary The value proposition of Google An-
droid is revolutionary. Google Android redefine the smartphone market using
proven technologies like Linux and concepts like the virtual machine.

The royalty free approach of the distribution and usage of the Android plat-
form is helping Google to gain a leading position on the smartphone market
share.

6.2.2 BMW/’s electric cars

The BMW’s electric cars business innovation direction can be represented by
the 4-tuple (product, close, sustaining, incremental).

Logic dimension: product BMW's electric cars value proposition is focused
on product. The value proposition is the car with add-on services like mainte-
nance and financing.

Openness dimension: closed BMW innovate their vehicle design with closed
innovation of engines.

Competitiveness dimension:sustaining The value proposition of the elec-
tric car, sustain their luxury target market. BMW target the same customers
that are already using their cars.

Newness dimension: incremental BMW'’s introduced minor changes to their
car, introducing only incremental innovations. The innovation focus just con-
sider the engine of the car.

6.2.3 Zopa peer-to-peer lending

In our analysis of the state-of-the-art of innovation driven business models
we identified Zopa peer-to-peer lending as disruptive and breakthrough [29].
Using the business innovation framework, the Zopa peer-to-peer lending inno-
vation direction can be represented by the 4-tuple (service, open, disruptive,
breakthrough).

Logic dimension: service Zopa applies the process the competences of lend-
ing for the benefit of borrowers and investors. There are no goods involved in
this business.

Openness dimension: open The actors co-create value by lending and bor-
rowing money each other.

Openness dimension: disruptive The value proposition of Zopa is disrup-
tive. The innovation driver is a barrier-based focusing on access. The borrow-
ers lack access on traditional financing mechanisms.

Newness dimension: breakthrough Zopa set a new category on financial
services establishing the peer-to-peer lending platform.
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7 Conclusions

The four dimensional framework presented in this document is appropriate to
evaluate and set business innovation directions. The four dimensions depicted
in this document are logic, openness, competitiveness and newness.

The logic dimension shifts the innovation focus from goods to service. In
the goods dominant logic, goods are the prservices just add-value. In the ser-
vice dominant logic, service takes a primary role where goods are just a mech-
anism for service provision.

The openness dimension establish that innovations are not only created in-
side the company through closed innovation. The open innovation paradigm is
collaborative way to include external ideas to deliver innovative value propo-
sitions to customers.

The competitiveness dimension is related with the market impact of the
business innovation. The value proposition can sustain the market when we
target our current based of customers. Disruption of the market happens when
we deliver a value proposition to non-customers.

The newness dimension is related on the novel aspect of the innovation.
The business innovations can be breakthrough, revolutionary or sustaining in-
novations.

In this work we studied business model innovation directions by answering
the questions: What?, Who?, Where?, and How?. The next steps will be focused
on specific business innovation directions.

19



REFERENCES BETA Working Paper Series

References

[1] P Nunes and T. Breene, Jumping the S-Curve: How to Beat the Growth Cycle,
Get on Top, and Stay There. Harvard Business Press, February 2011.

[2] R. G. McGrath, “Business models: A discovery driven approach,” Long
Range Planning, vol. 43, no. 2-3, pp. 247 — 261, 2010. Business Models.

[3] H. Chesbrough, “Business model innovation: Opportunities and barri-
ers,” Long Range Planning, August 2009.

[4] D. Ballantyne and R. Varey, “The service-dominant logic and the future
of marketing,” Journal of the Academy of Marketing Science, vol. 36, no. 1,
pp. 11-14, 2008.

[5] R. Lusch, S. Vargo, and M. Tanniru, “Service, value networks and learn-
ing,” Journal of the Academy of Marketing Science.

[6] S. L. Vargo and R. E Lusch, “Evolving to a new dominant logic for mar-
keting,” Journal of Marketing, vol. 68, no. 1, pp. 1-17, 2004.

[7] S. L. Vargo and R. E Lusch, “It’s all b2b...and beyond: Toward a systems
perspective of the market,” Industrial Marketing Management, vol. 40,
pp- 181-187, February 2011.

[8] S. L. Vargo, P P Maglio, and M. A. Akaka, “On value and value co-
creation: A service systems and service logic perspective,” European Man-
agement Journal, vol. 26, pp. 145-152, June 2008.

[9] R. A. Bettis and C. K. Prahalad, “The Dominant Logic: Retrospective and
Extension,” Strategic Management Journal, vol. 16, no. 1, pp. 5-14, 1995.

[10] H. Chesbrough, Open Services Innovation: Rethinking Your Business to
Grow and Compete in a New Era. Jossey-Bass, January 2011.

[11] “From value chain to value constellation: Designing interactive strategy,”
Harvard Business Review, vol. July-August, pp. 65-77, 1993.

[12] H. Chesbrough, “Business model innovation: it’s not just about technol-
ogy anymore,” Strategy & Leadership, vol. 35, no. 6, pp. 12-17, 2007.

[13] N. Venkatraman and J. C. Henderson, “Four vectors of business model
innovation: Value capture in a network era,” From Strategy to Execution,
pp- 259-280, 2008.

[14] C. M. Christensen, The Innovator’s Dilemma. Perseus Distribution Ser-
vices, June 1997.

[15] M. Johnson, C. Christensen, and H. Kagermann, “Reinventing your busi-
ness model,” December 2008.

[16] M. W. Johnson, Seizing the White Space: Business Model Innovation for
Growth and Renewal. Harvard Business Press, 1st ed., February 2010.

[17] J. Gardner, Innovation and the Future Proof Bank: A Practical Guide to Doing
Different Business-as-Usual. Wiley, 1st ed., October 2009.

20



REFERENCES BETA Working Paper Series

[18] D. Fasnacht, Open Innovation in the Financial Services. Springer, 1st ed.,
2009.

[19] R. Landau, Technology and Economic Policy. Ballinger Pub Co, November
1986.

[20] A.Kates and J. R. Galbraith, Designing Your Organization: Using the STAR
Model to Solve 5 Critical Design Challenges. Jossey-Bass, November 2007.

[21] H. W. Chesbrough, Open Innovation: The New Imperative for Creating And
Profiting from Technology. Harvard Business Press, first trade paper edi-
tion ed., 9 2005.

[22] H. Chesbrough, Open Business Models: How to Thrive in the New Innovation
Landscape. Harvard Business Press, 1st ed., December 2006.

[23] B. Hefley, W. Murphy, R. E Lusch, and S. L. Vargo, “The service-dominant
mindset,” in Service Science, Management and Engineering Education for the
21st Century (B. Hefley and W. Murphy, eds.), Service Science: Research
and Innovations in the Service Economy, pp. 89-96, Springer US, 2008.

[24] R. E Lusch and S. L. Vargo, “Service-dominant logic: reactions, reflections
and refinements,” Marketing Theory, vol. 6, no. 3, pp. 281-288, 2006.

[25] S. Michel, S. Vargo, and R. Lusch, “Reconfiguration of the conceptual
landscape: a tribute to the service logic of richard normann,” Journal of
the Academy of Marketing Science, vol. 36, no. 1, pp. 152-155, 2008-03-01.

[26] D. Mitchell and C. Bruckner, “Business model innovation breakthrough
moves,” Journal of Business Strategy, vol. 25, no. 1, pp. 16-26, 2004.

[27] C. K. Prahalad, “The blinders of dominant logic,” Long Range Planning,
vol. 37, no. 2, pp. 171 - 179, 2004.

[28] C. K. Prahalad and G. Hamel, “Strategy as a field of study: Why search
for a new paradigm?,” Strategic Management Journal, vol. 15, pp. pp. 5-16,
1994.

[29] E. Liiftenegger, S. Angelov, E. van der Linden, and P. Grefen, “The state
of the art of innovation-driven business models in the financial services
industry.”” BETA Working Paper Series, 2010 March.

21



Working Papers Beta 2009 - 2011

nr. Year Title Author(s)

351 2011 A Framework for Business Innovation Directions E. Liiftenegger, S. Angelov, P. Grefen

350 2011 The Road to a Business Process Architecture:  Remco Dijkman, Irene Vanderfeesten,

An Overview of Approaches and their Use Hajo A. Reijers

349 2011 Effect of carbon emission regulations on K.M.R. Hoen, T. Tan, J.C. Fransoo
transport mode selection under stochastic G.J. van Houtum
demand e

348 2011 An improved MIP-based combinatorial approach Murat Firat, Cor Hurkens

for a multi-skill workforce scheduling problem

347 2011 An approximate approach for the joint problem R.J.l. Basten, M.C. van der Heijden,
of level of repair analysis and spare parts J.M.J. Schutten
stocking

R.J.I. Basten, M.C. van der Heijden,
Joint optimization of level of repair analysis and J.M.J. Schutten

346 2011 spare parts stocks

Inventory control with manufacturing lead time

345 2011 flexibility Ton G. de Kok
Analysis of resource pooling games via a new .
344 2011 extenstion of the Erlang loss function Frank Karsten, Marco Slikker, Geert-Jan
van Houtum

Murat Firat, C.A.J. Hurkens, Gerhard J.

Vehicle refueling with limited resources W .
oeginger

343 2011
Optimal Inventory Policies with Non-stationary

Supply Disruptions and Advance Supply
Information

342 2011

Redundancy Optimization for Critical Kurtulus Baris Oner, Alan Scheller-Wolf
Components in High-Availability Capital Goods Geert-Jan van Houtum

341 2011

Bilge Atasoy, Refik Giilli, TarkanTan

Analysis of a two-echelon inventory system with Joachim Arts, Gudrun Kiesmiller
339 2010 two supply modes

Analysis of the dial-a-ride problem of Hunsaker

and Savelsbergh
338 2010

Murat Firat, Gerhard J. Woeginger

Attaining stability in multi-skill workforce
335 2010 scheduling Murat Firat, Cor Hurkens




Flexible Heuristics Miner (FHM) A.J.M.M. Weijters, J.T.S. Ribeiro
334 2010

An exact approach for relating recovering P.T. Vanberkel, R.J. Boucherie, E.W.
surgical patient workload to the master surgical Hans, J.L. Hurink, W.A.M. van Lent, W.H.
schedule van Harten
3332010 —
Efficiency evaluation for pooling resources in Peter T. Vanberkel, Richard J. Boucherie,
health care Erwin W. Hans, Johann L. Hurink, Nelly
332 2010 Litvak
The Effect of Workload Constraints in
Mathematical Programming Models for M.M. Jansen, A.G. de Kok, |.J.B.F. Adan

331 2010 Production Planning

Using pipeline information in a multi-echelon Christian Howard, Ingrid Reijnen, Johan

330 2010 spare parts inventory system Marklund, Tarkan Tan

Reducing costs of repairable spare parts supply

systems via dynamic scheduling .
329 2010 H.G.H. Tiemessen, G.J. van Houtum

Identification of Employment Concentration and
Specialization Areas: Theory and Application

328 2010

F.P. van den Heuvel, P.W. de Langen,
K.H. van Donselaar, J.C. Fransoo

A combinatorial approach to multi-skill workforce
scheduling

327 2010

Murat Firat, Cor Hurkens

Murat Firat, Cor Hurkens, Alexandre

Stability in multi-skill workforce scheduling .
Laugier

326 2010

Maintenance spare parts planning and control: A
framework for control and agenda for future
research

325 2010

M.A. Driessen, J.J. Arts, G.J. v. Houtum,
W.D. Rustenburg, B. Huisman

Near-optimal heuristics to set base stock levels

in a two-echelon distribution network R.J.l. Basten, G.J. van Houtum
324 2010

Inventory reduction in spare part networks by

selective throughput time reduction M.C. van der Heijden, E.M. Alvarez,
323 2010 J.M.J. Schutten

The selective use of emergency shipments for

service-contract differentiation E.M. Alvarez, M.C. van der Heijden, W.H.
Zijm

322 2010

Heuristics for Multi-ltem Two-Echelon Spare
Parts Inventory Control Problem with Batch




Ordering in the Central Warehouse

321 2010
Preventing or escaping the suppression
mechanism: intervention conditions

320 2010 . L. . . .
Hospital admission planning to optimize major

resources utilization under uncertainty

319 2010 Minimal Protocol Adaptors for Interacting
Services

318 2010 Teaching Retail Operations in Business and
Engineering Schools

317 2010 Design for Availability: Creating Value for
Manufacturers and Customers

316 2010 Jransforming Process Models: executable
rewrite rules versus a formalized Java program

Getting trapped in the suppression of
exploration: A simulation model

315 2010

314 2010 A Dynamic Programming Approach to Multi-
Obijective Time-Dependent Capacitated Single
Vehicle Routing Problems with Time Windows

313 2010

2010

Tales of a So(u)rcerer: Optimal Sourcing
312 2010 Decisions Under Alternative Capacitated
Suppliers and General Cost Structures

In-store replenishment procedures for
311 2010 perishable inventory in a retail environment with

handling costs and storage constraints

The state of the art of innovation-driven
310 2010 business models in the financial services

industry
Design of Complex Architectures Using a Three

Sl 20 Dimension Approach: the CrossWork Case

Effect of carbon emission requlations on
transport mode selection in supply chains

308 2010

Interaction between intelligent agent strategies
for real-time transportation planning

307 2010

306 2010 Internal Slackening Scoring Methods

305 2010 Vehicle Routing with Traffic Congestion and

B. Walrave, K. v. Oorschot, A.G.L.
Romme

Nico Dellaert, Jully Jeunet.

R. Seguel, R. Eshuis, P. Grefen.

Tom Van Woensel, Marshall L. Fisher,
Jan C. Fransoo.

Lydie P.M. Smets, Geert-Jan van Houtum,
Fred Langerak.

Pieter van Gorp, Rik Eshuis.

Bob Walrave, Kim E. van Oorschot, A.
Georges L. Romme

S. Dabia, T. van Woensel, A.G. de Kok

Osman Alp, Tarkan Tan

R.A.C.M. Broekmeulen, C.H.M. Bakx

E. Liftenegger, S. Angelov, E. van der
Linden, P. Grefen

R. Seguel, P. Grefen, R. Eshuis

K.M.R. Hoen, T. Tan, J.C. Fransoo, G.J.
van Houtum

Martijn Mes, Matthieu van der Heijden,
Peter Schuur

Marco Slikker, Peter Borm, René van den
Brink

A.L. Kok, E.W. Hans, J.M.J. Schutten,



304 2010

303 2010

302 2010

300 2009

299 2009

298 2010

297 2009 Forecasting and Supply Management during the

296 2009 surgical patient workload to the master surgical

295 2009 optimization of repair decisions and spare parts

294 2009

293 2009

292 2009

291 2009

290 2009

289 2009 scheduling from a distributed decision making

288 2009

287 2009

286 2009

285 2009

284 2009

Drivers' Driving and Working Rules

Practical extensions to the level of repair
analysis

Ocean Container Transport: An Underestimated

and Critical Link in Global Supply Chain
Performance

Capacity reservation and utilization for a
manufacturer with uncertain capacity and
demand

Spare parts inventory pooling games

Capacity flexibility allocation in an outsourced

supply chain with reservation

An optimal approach for the joint problem of

level of repair analysis and spare parts stocking

Responding to the Lehman Wave: Sales

Credit Crisis

An exact approach for relating recovering

schedule

An iterative method for the simultaneous

stocks

Fujaba hits the Wall(-e)

Implementation of a Healthcare Process in Four

Different Workflow Systems

Business Process Model Repositories -
Framework and Survey

Efficient Optimization of the Dual-Index Policy

Using Markov Chains

Hierarchical Knowledge-Gradient for Sequential

Sampling

Analyzing combined vehicle routing and break

perspective

Anticipation of lead time performance in Supply

Chain Operations Planning

Inventory Models with Lateral Transshipments:

A Review

Efficiency evaluation for pooling resources in

health care

A Survey of Health Care Models that
Encompass Multiple Departments

Supporting Process Control in Business

W.H.M. Zijm

R.J.I. Basten, M.C. van der Heijden,
J.M.J. Schutten

Jan C. Fransoo, Chung-Yee Lee

Y. Boulaksil; J.C. Fransoo; T. Tan

F.J.P. Karsten; M. Slikker; G.J. van
Houtum

Y. Boulaksil, M. Grunow, J.C. Fransoo

R.J.I. Basten, M.C. van der Heijden,
J.M.J. Schutten

Robert Peels, Maximiliano Udenio, Jan C.
Fransoo, Marcel Wolfs, Tom Hendrikx

Peter T. Vanberkel, Richard J. Boucherie,
Erwin W. Hans, Johann L. Hurink, Wineke
A.M. van Lent, Wim H. van Harten

R.J.I. Basten, M.C. van der Heijden,
J.M.J. Schutten

Pieter van Gorp, Ruben Jubeh, Bernhard
Grusie, Anne Keller

R.S. Mans, W.M.P. van der Aalst, N.C.
Russell, P.J.M. Bakker

Zhigiang Yan, Remco Dijkman, Paul
Grefen

Joachim Arts, Marcel van Vuuren, Gudrun
Kiesmuller

Martijn R.K. Mes; Warren B. Powell; Peter
|. Frazier

C.M. Meyer; A.L. Kok; H. Kopfer; J.M.J.
Schutten

Michiel Jansen; Ton G. de Kok; Jan C.
Fransoo

Colin Paterson; Gudrun Kiesmuller; Ruud
Teunter; Kevin Glazebrook

P.T. Vanberkel; R.J. Boucherie; E.W.
Hans; J.L. Hurink; N. Litvak

P.T. Vanberkel; R.J. Boucherie; E.W.
Hans; J.L. Hurink; N. Litvak

S. Angelov; K. Vidyasankar; J. Vonk; P.



283 2009 Inventory Control with Partial Batch Ordering

282 2009

281 2009

280 2009

279 2009

278 2010

277 2009

276 2009

275 2009

274 2009 aggregation and precedence relations applied to

273 2009

272 2009 Echelon Spare Parts Inventory Control Problem

271 2009

270 2009 Routing Problem with Time Windows and EC

269 2009

267 2009

266 2009

Collaborations

Translating Safe Petri Nets to Statecharts in a

Structure-Preserving Way

The link between product data model and
process model

Inventory planning for spare parts networks with

delivery time requirements

Co-Evolution of Demand and Supply under
Competition

Toward Meso-level Product-Market Network

Indices for Strategic Product Selection and

(Re)Design Guidelines over the Product Life-

Cycle

An Efficient Method to Construct Minimal
Protocol Adaptors

Coordinating Supply Chains: a Bilevel
Programming Approach

Inventory redistribution for fashion products

under demand parameter update

Comparing Markov chains: Combining

sets of states

Separate tools or tool kits: an exploratory study

of engineers' preferences

An Exact Solution Procedure for Multi-ltem Two-

with Batch Ordering

Distributed Decision Making in Combined
Vehicle Routing and Break Scheduling

Dynamic Programming Algorithm for the Vehicle

Social Legislation

Similarity of Business Process Models: Metics

and Evaluation

Vehicle routing under time-dependent travel

times: the impact of congestion avoidance

Restricted dynamic programming: a flexible
framework for solving realistic VRPs

Grefen
O. Alp; W.T. Huh; T. Tan

R. Eshuis

J.J.C.L. Vogelaar; H.A. Reijers

I.C. Reijnen; T. Tan; G.J. van Houtum

B. Vermeulen; A.G. de Kok

B. Vermeulen, A.G. de Kok

R. Seguel, R. Eshuis, P. Grefen

Ton G. de Kok, Gabriella Muratore

G.P. Kiesmuller, S. Minner

A. Busic, I.M.H. Vliegen, A. Scheller-Wolf

I.M.H. Vliegen, P.A.M. Kleingeld, G.J. van
Houtum

Engin Topan, Z. Pelin Bayindir, Tarkan
Tan

C.M. Meyer, H. Kopfer, A.L. Kok, M.
Schutten

A.L. Kok, C.M. Meyer, H. Kopfer, J.M.J.
Schutten

Remco Dijkman, Marlon Dumas,
Boudewijn van Dongen, Reina Kaarik, Jan
Mendling

A.L. Kok, E.W. Hans, J.M.J. Schutten

J. Gromicho; J.J. van Hoorn; A.L. Kok;
J.M.J. Schutten;

Working Papers published before 2009 see: http://beta.ieis.tue.nl




	Voorblad WP 351
	Beta_wp351
	Working Papers Beta

