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Business Model Innovation Process: Preparation, Organization and Management examines a range of critical questions that merit
thoughtful interdisciplinary consideration, such as: Why do business models, and their innovation in particular, matter today? How
can the process of business model innovation be understood, organized and managed adequately under increasingly volatile,
uncertain, complex and ambiguous technological, business and geo-political conditions? What should decision-making and riskmanagement look like under these conditions, with managers whose rationality is bounded? The book offers a detailed account of
the relatively unknown process of business model innovation by looking into the intersection of strategic, operations and innovation
management, organizational design, decision-making and performance management. In doing so, this book addresses
fundamental issues, and introduces new ideas and theoretical perspectives. In envisioning and thinking about various potential
scenarios of business model innovation and understanding how to organize for each of these under different conditions, the book
provides original arguments and suggestions for practitioners. For that purpose, the book also offers many compelling real-life
examples of business models and their innovation. Combining theory and practice, this book is an essential read for researchers
and academics of business model innovation, as well as strategic management, digital transformation, innovation management
and organizational change. It will also be of direct interest to practitioners and business leaders seeking new perspectives to
increase their competitive advantage.
This volume examines the organisational dimension of business model innovation. Drawing on organisational theory and empirical
observation, the contributors specifically highlight organisational design aspects of business model innovation, focusing on how
reward systems, power distributions, routines and standard operating procedures, the allocation of authority, and other aspects of
organisational structure and control should be designed to support the business model the firm chooses.
“When it comes to growing revenues, not all dollars are equal.” In company after company that Sanjay Khosla and Mohanbir
Sawhney worked for or researched, they saw businesses taking on more products, more markets, more people, more
acquisitions—adding more of everything except what really mattered: sustainable and profitable growth. And in many of these
companies — large or small, from America to Europe to Asia — every quarter became a mad dash to find yet another short-term
revenue boost. There had to be a better way — an alternative to the scramble for mindless expansion. The answer lies in Fewer,
Bigger, Bolder, a market-proven, step-by-step program to achieve sustained growth with rising profits and lower costs. The authors
prove that given the right incentives, managers using this program can produce astonishing results in amazingly short time frames.
That’s exactly what Khosla accomplished as President of Kraft’s developing markets, which enjoyed eye-popping revenue growth
from $5 billion to $16 billion in just six years, while profitability increased 50%. Sawhney, a professor at Northwestern’s Kellogg
School of Management, discovered a similar formula for stellar results when advising a portfolio of businesses, from Fortune 500
giants to technology start-ups. No matter how big the company or how difficult the economic environment, managers who use this
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seven-step program (“Focus7”) will learn how to make fewer but bigger bets and to create a virtuous cycle of growth. Fewer,
Bigger, Bolder crosses the usual boundaries of strategy, execution, people and organization. Its framework shows how you can
drive growth by targeting resources against priorities, simplifying your operations, and unleashing the potential of your people. By
challenging the conventional wisdom about growth, Fewer, Bigger, Bolder is likely to ignite a vigorous debate throughout the
business community. It’s a game-changing book that couldn’t be more timely. Or more needed.
This text draws on research to develop and integrate a framework to help students understand factors that surround a firm's
performance and the central role that business models play in the face of the Internet.
To create a competitive advantage, a company must commit itself to developing a set of capabilities superior to its competitors;
But such commitments tend to be costly and hard to reverse. How then, should a company decide which broad path, or strategy,
to commit itself to? And how are competition and uncertainty to be accounted for in that decision? In this brilliant reassessment of
how companies gain and sustain competitive advantage, Pankaj Ghemawat consolidates contemporary research in economics
and other disciplines into a comprehensive yet practical framework for comparing commitments to strategically distinct options.
This framework will help managers address specific strategic choices such as entry, exit, vertical/horizontal integration, capacity
expansion, and innovation, as well as choices of generic strategy. Step by systematic step, Ghemawat provides managers with the
tools and techniques they need to improve the quality of the choices that they make. Specifically, Ghemawat discusses: * how to
identify the choices that are truly strategic -- that involve commitment -- before rather than after the fact * how to analyze the shortrun and long-run competitive positions implied by a particular strategic option * how to assess the sustainability of superior
competitive positions over time * how to account for the flexibility afforded by a particular option in dealing with future uncertainties
* how to deal with both honest mistakes and deliberate distortions in the process of choice This pathbreaking book will help
managers invest in the future. Its logic applies to choices involving disinvestment as well as those involving investment -- and to
choices that embody elements of both. Its logic can be used for diagnostic purposes, such as the valuation of business, and most
broadly, it win force managers to think about important issues that they may have tended to ignore. Ghemawat's discussion of
these important ideas is concise, studded with detailed examples, based on rigorous research and, above all, practical. It will
become required reading for thoughtful practitioners as well as practitionersto-be in the 1990s.
Business Models for Transforming Customer Relationships What if there were a way to turn occasional, sporadic transactions with
customers into long-term, continuous relationships--while simultaneously driving dramatic improvements in operational efficiency?
What if you could break your existing trade-offs between superior customer experience and low cost? This is the promise of a
connected strategy. New forms of connectivity--involving frequent, low-friction, customized interactions--mean that companies can
now anticipate customer needs as they arise, or even before. Simultaneously, enabled by these technologies, companies can
create new business models that deliver more value to customers. Connected strategies are win-win: Customers get a
dramatically improved experience, while companies boost operational efficiency. In this book, strategy and operations experts
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Nicolaj Siggelkow and Christian Terwiesch reveal the emergence of connected strategies as a new source of competitive
advantage. With in-depth examples from companies operating in industries such as healthcare, financial services, mobility, retail,
entertainment, nonprofit, and education, Connected Strategy identifies the four pathways--respond-to-desire, curated offering,
coach behavior, and automatic execution--for turning episodic interactions into continuous relationships. The authors show how
each pathway creates a competitive advantage, then guide you through the critical decisions for creating and implementing your
own connected strategies. Whether you're trying to revitalize strategy in an established company or disrupt an industry as a
startup, this book will help you: Reshape your connections with your customers Find new ways to connect with existing suppliers
while also activating new sources of capacity Create the right revenue model Make the best technology choices to support your
strategy Integrating rich examples, how-to advice, and practical tools in the form of "workshop chapters" throughout, this book is
the ultimate resource for creating competitive advantage through connected relationships with your customers and redefined
connections in your industry.
A strong business model is the bedrock to business success. But all too often we fail to adapt, clinging to outdated models that are
no longer delivering the results we need. The brains behind The Business Model Navigator have discovered that just 55 business
models are responsible for 90% of the world's most successful businesses. These 55 models – from the Add-On model used by
Ryanair to the Subscription model used by Spotify – provide the blueprints you need to revolutionise your business and drive
powerful change. As well as providing a practical framework for adapting and innovating your business model, this book also
includes each of the 55 models in a quick-read format that covers: What it is Who invented it and who uses it now When and how
to apply it “An excellent toolkit for developing your business model.” Dr Heinz Derenbach, CEO, Bosch Software Innovations
You think you have a winning strategy. But do you? Executives are bombarded with bestselling ideas and best practices for
achieving competitive advantage, but many of these ideas and practices contradict each other. Should you aim to be big or fast?
Should you create a blue ocean, be adaptive, play to win—or forget about a sustainable competitive advantage altogether? In a
business environment that is changing faster and becoming more uncertain and complex almost by the day, it’s never been more
important—or more difficult—to choose the right approach to strategy. In this book, The Boston Consulting Group’s Martin Reeves,
Knut Haanæs, and Janmejaya Sinha offer a proven method to determine the strategy approach that is best for your company.
They start by helping you assess your business environment—how unpredictable it is, how much power you have to change it, and
how harsh it is—a critical component of getting strategy right. They show how existing strategy approaches sort into five
categories—Be Big, Be Fast, Be First, Be the Orchestrator, or simply Be Viable—depending on the extent of predictability,
malleability, and harshness. In-depth explanations of each of these approaches will provide critical insight to help you match your
approach to strategy to your environment, determine when and how to execute each one, and avoid a potentially fatal mismatch.
Addressing your most pressing strategic challenges, you’ll be able to answer questions such as: • What replaces planning when
the annual cycle is obsolete? • When can we—and when should we—shape the game to our advantage? • How do we
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simultaneously implement different strategic approaches for different business units? • How do we manage the inherent
contradictions in formulating and executing different strategies across multiple businesses and geographies? Until now, no book
brings it all together and offers a practical tool for understanding which strategic approach to apply. Get started today.
Although research on business model innovation is flourishing internationally, many important questions on the 'how', 'what', and 'when' of
this process remain largely unanswered, particularly in regard to the role of top management. This book answers some of those pressing
questions by taking a deliberately managerial perspective. Based on new and original findings derived from a survey among firms from
various industries, and several case studies (including DSM, NXP Semiconductors, Randstad, and TomTom), the authors provide new
insights into how and when managers can change a firm's business model. They turn their attention particularly to one key question: is it
better to replicate existing models or develop new ones? Business model renewal is regarded as being especially vital in highly competitive
environments. Nonetheless, whatever the environment, high levels of both replication and renewal will be key for a firm to succeed. The book
looks at four levers that can be used by managers to innovate their business model: management itself, organizational structure, technology,
and co-creation with external parties. It discusses the individual effects of these levers on business model replication and renewal. It also
analyses specific combinations that strengthen business model innovation, including those which are technology oriented, internally oriented,
externally oriented, and those which combine all of the levers in an integrated way.
The spread of the Internet into all areas of business activities has put a particular focus on business models. The digitalization of business
processes is the driver of changes in company strategies and management practices alike. This textbook provides a structured and
conceptual approach, allowing students and other readers to understand the commonalities and specifics of the respective business models.
The book begins with an overview of the business model concept in general by presenting the development of business models, analyzing
definitions of business models and discussing the significance of the success of business model management. In turn, Chapter 2 offers
insights into and explanations of the business model concept and provides the underlying approaches and ideas behind business models.
Building on these foundations, Chapter 3 outlines the fundamental aspects of the digital economy. In the following chapters the book
examines various core models in the business to consumer (B2C) context. The chapters follow a 4-C approach that divides the digital B2C
businesses into models focusing on content, commerce, context and connection. Each chapter describes one of the four models and
provides information on the respective business model types, the value chain, core assets and competencies as well as a case study. Based
on the example of Google, Chapter 8 merges these approaches and describes the development of a hybrid digital business model. Chapter 9
is dedicated to business-to-business (B2B) digital business models. It shows how companies focus on business solutions such as online
provision of sourcing, sales, supportive collaboration and broker services. Chapter 10 shares insight into the innovation aspect of digital
business models, presenting structures and processes of digital business model innovation. The book is rounded out by a comprehensive
case study on Google/Alphabet that combines all aspects of digital business models. Conceived as a textbook for students in advanced
undergraduate courses, the book will also be useful for professionals and practitioners involved in business model innovation, and applied
researchers.
“How are business models purposeful designed and structured? How can the models be implemented professionally and managed
successfully and sustainably? In what ways can existing business models be adapted to the constantly changing conditions? In this clearly
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structured reference work, Bernd W. Wirtz gives an answer to all these issues and provides the reader with helpful guidance. Although,
‘Business Model Management’ is first and foremost a scientific reference book, which comprehensively addresses the theory of business
models, with his book Bernd W. Wirtz also turns to practitioners. Not least, the many clearly analyzed case studies of companies in different
industries contribute to this practical relevance. My conclusion: ‘Business Model Management’ is an informative and worthwhile read, both
for students of business administration as a textbook as well as for experienced strategists and decision makers in the company as a factrich, practical compendium.” Matthias Müller, Chief Executive Officer Porsche AG (2010-2015), Chief Executive Officer (2015-2018)
Volkswagen AG “In dynamic and complex markets a well thought out business model can be a critical factor for the success of a company.
Bernd Wirtz vividly conveys how business models can be employed for strategic competition and success analysis. He structures and
explains the major theoretical approaches in the literature and practical solutions in an easy and understandable way. Numerous examples
from business practice highlight the importance of business models in the context of strategic management. The book has the potential to
become a benchmark on the topic business models in the German-speaking world.” Hermann-Josef Lamberti, Member of the Board
Deutsche Bank AG 1999-2012/ Member of the Board of Directors, Airbus Group “The business environment has become increasingly
complex. Due to changing conditions, the executive board of a company is confronted with growing challenges and increasing uncertainty.
Thus, a holistic understanding of the corporate production and performance systems is becoming more and more important. At this point,
Bernd W. Wirtz introduces and presents the concept of the structured discussion of the own business model. Business models present
operational service processes in aggregated form. This holistic approach channels the attention of management, supports a sound
understanding of relationships and facilitates the adaption of the business to changing conditions. The management of business models is
thus an integrated management concept. Through the conceptual presentation of complex issues the author makes a valuable contribution to
the current literature. In particular, the referenced case studies from various industries make the book clear and very applicable to practice.”
Dr. Lothar Steinebach, Member of the Board, Henkel AG 2007-2012/ Supervisory Board, ThyssenKrupp AG
“Digitalization significantly changes the media. To cope with this change and to exploit new market opportunities is a major challenge for
media corporations. Bernd Wirtz provides a valuable guideline for this new world, combining theory, facts, and practice.” Dr. Hubert Burda,
German publisher and Managing Corporate Partner of Hubert Burda Media Holding KG “The media business is subject to substantial change
while differences between distinctive media areas are fading away. This is due to technical innovation in areas like transmittance of content,
bearer of content and recording devices but also due to new formats, trends and constant change of consumer behavior.” The textbook
“Media and Internet Management” stays abreast of changes and covers this topic on a well-founded and comprehensive basis. It makes a
valuable contribution to theory and practice in media management and is highly recommendable to media managers.” Christoph Mohn,
Chairman of the Supervisory Board, Bertelsmann AG “The world of media is full of challenges and dynamic conditions for its field. The
dynamic of this market is accelerated even more by new digital technologies and ongoing globalization. This book is an absolute “must have”
for everyone who wants to know more about the basics, conditions and requirements of modern media management. The analytical
clearness and structure make this publication highly relevant for students, but also for managers.” Urs Rohner, Chairman of the Board of
Directors, Credit Suisse Group AG “Media Management is a textbook, but a very welcome newcomer for students and teachers as it fills a
market gap for good educational material in this rapidly evolving field. It is concise, simple (but not simplistic), and contains a contemporary
overview of concepts and tools for media managers. ” Prof. Dr. Bozena I. Mierzejewska, Editor of The International Journal on Media
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Management, Fordham University, New York “Summed up, with his second edition Wirtz managed to strengthen the outstanding position of
his publication “Media Management”. His textbook shines because of its content, analytical clearness and the high relevance for business
practice without losing its academic background. With the second edition this book has established its position in the field of media business
as the leading standard reference book in Germany. It is suitable for business students, lectures as well as managers who can gain
magnificent information from it.” Prof. Dr. Wolfgang Fritz, Director of the Institute of Marketing, Braunschweig University of Technology,
Germany; Honorary Professor at the Institute of Business Administration, University of Vienna, Austria.
The world has moved on in the advanced economies where credit based financial systems coupled with malleable accounting systems
disconnect capitalization and wealth accumulation from GDP trajectories and financial surplus. This, the book argues, is the product of
economic, financial and cultural imperatives that privilege and encourage financial leverage for wealth accumulation. This text re-works
business models for a financialized world and presents a distinctive insight into the way in which national, corporate and focal firm business
models have adapted and evolved. It also shows how, in the current financial crisis, financial disturbances can be amplified, transmitted and
made porous, by accounting systems, threatening economic stability. By making visible the tensions and contradictions embedded in this
process of economic development, the authors have constructed a loose business model conceptual framework that is also grounded in
accounting. This is a valuable resource for practitioners, academics and policy makers with an interest in management, accounting and
economic policy.
Business models are the beating heart of your firm's value proposition. Great business models drive rapid growth; bad business models can
doom the most promising ventures. Brilliant Business Models clearly shows you how to create, test, adapt, and innovate successful and
appropriate business models in any business context. Every company has a business model. When the business model works, the company
creates value. Brilliant Business Models combines the latest research, straightforward tools and current examples to bring this surprisingly
tricky topic to life. Straightforward cases from the author's research and experience highlight key lessons. This book applies a novel, life-cycle
based approach to make business models relevant to your company's development stage. Your company changes over time—so should your
business model. Understand how and why business models matter to your organisations success Learn how to evaluate and test business
models to identify the most appropriate model Use the business model life-cycle approach to keep your business model relevant and
successful. “Clever, innovative, and simple -- a must read workbook for entrepreneurs!” Charles CHEN Yidan, Co-Founder, Tencent
Holdings. “Buy it. Read it. Most importantly, use it!” John Mullins, London Business School, Author of The Customer-Funded Business and
The New Business Road Test. “This may well turn out to be your scrapbook for business models. An excellent resource that will get your
ideas flowing!” Shane Corstorphine, VP, Regional Growth (Global Regions) and General Manager (Americas), Skyscanner.
New product success is often attributed to intuition. Yet, while some products born from intuition do make it big, many others crash and burn.
The reason is that intuition is only one aspect of new product development. The other key ingredient of success is having a business model
that outlines the ways in which new products will create market value. This book offers a systematic approach to identifying market
opportunities and developing breakthrough business models. It outlines the key principles of business model generation, presents a valuebased framework for developing viable new offerings, and provides a set of practical tools for creating a meaningful value proposition that
drives market success. The business model framework outlined in this book applies to a wide range of companies—startups and established
enterprises, consumer-packaged-goods companies and business-to-business enterprises, high-tech and low-tech ventures, online and brickPage 6/17
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and-mortar entities, product manufacturers and value-added service providers, nonprofit organizations and profit-driven companies. Practical,
actionable, and succinct, The Business Model is the essential reference and how-to guide for everyone seeking to achieve market success:
from entrepreneurs to experienced managers, from senior executives to product designers, from those creating new market offerings to those
improving on existing ones. This book is for those passionate about building great products that create market value and disrupt industries.
"What makes a business model successful? In this book the roots of business models are traced to the concept of the business idea which
was popularized by researchers in the 1960s and 1970s. The business idea stresses the importance of conformance between the market and
the product system, as well as between the product system and the internal features of the firm. A distinguishing feature of the book is how it
links elements of business models to key concepts in strategic management research and practice, such as the customer offering, activity
systems and strategic resources. It also uses theory and research to explore ways in which the contextual element of business models may
be understood and acted upon. One chapter explores the common denominators of good strategies. For example, it is argued that good
strategies enable realization of objectives, express choices, and build on strengths. Business Models and Strategy is intended as a
companion in the field for reflective practitioners and as an integrative text for postgraduate students with a good grasp of strategy."

Digital transformation is not about technology--it's about change. In the rapidly changing digital economy, you can't
succeed by merely tweaking management practices that led to past success. And yet, while many leaders and managers
recognize the threat from digital--and the potential opportunity--they lack a common language and compelling framework
to help them assess it and guide them in responding. They don't know how to think about their digital business model. In
this concise, practical book, MIT digital research leaders Peter Weill and Stephanie Woerner provide a powerful yet
straightforward framework that has been field-tested globally with dozens of senior management teams. Based on years
of study at the MIT Center for Information Systems Research (CISR), the authors find that digitization is moving
companies' business models on two dimensions: from value chains to digital ecosystems, and from a fuzzy
understanding of the needs of end customers to a sharper one. Looking at these dimensions in combination results in
four distinct business models, each with different capabilities. The book then sets out six driving questions, in separate
chapters, that help managers and executives clarify where they are currently in an increasingly digital business
landscape and highlight what's needed to move toward a higher-value digital business model. Filled with straightforward
self-assessments, motivating examples, and sharp financial analyses of where profits are made, this smart book will help
you tackle the threats, leverage the opportunities, and create winning digital strategies.
This textbook introduces readers to digital business from a management standpoint. It provides an overview of the
foundations of digital business with basics, activities and success factors, and an analytical view on user behavior.
Dedicated chapters on mobile and social media present fundamental aspects, discuss applications and address key
success factors. The Internet of Things (IoT) is subsequently introduced in the context of big data, cloud computing and
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connecting technologies, with a focus on industry 4.0, smart business services, smart homes and digital consumer
applications, as well as artificial intelligence. The book then turns to digital business models in the B2C (business-toconsumer) and B2B (business-to-business) sectors. Building on the business model concepts, the book addresses digital
business strategy, discussing the strategic digital business environment and digital business value activity systems
(dVASs), as well as strategy development in the context of digital business. Special chapters explore the implications of
strategy for digital marketing and digital procurement. Lastly, the book discusses the fundamentals of digital business
technologies and security, and provides an outline of digital business implementation. A comprehensive case study on
Google/Alphabet, explaining Google's organizational history, its integrated business model and its market environment,
rounds out the book.
Rapid technological advancements have the ability to positively or negatively impact corporate growth and success.
Professional leaders and decision makers must consider such advancements when designing and implementing new
policies in preparation for the sustainable future of the business environment. Developing Strategic Business Models and
Competitive Advantage in the Digital Sector focuses on the application of preemptive planning in the media and
entertainment industries to combat an increasingly uncertain future of innovation and competition. With research-based
examples and analysis, this book is an essential reference source for academicians, researchers, and professionals
interested in learning more about the impact of technology on industry success, including the changes and challenges
created by the Internet and electronic media.
This compilation of summaries of Working Papers released during July-December 1993 is being issued as a part of the
Working Paper series. It is designed to provide the reader with an overview of the research work performed by the staff
during the period. Authors of Working Papers are normally staff members of the Fund or consultants, although on
occasion outside authors may collaborate with a staff member in writing a paper. The views expressed in the Working
Papers or their summaries are, however, those of the authors and should not necessarily be interpreted as representing
the views of the Fund. Copies of individual Working Papers and information on subscriptions to the annual series of
Working Papers may be obtained from IMF Publication Services, International Monetary Fund, 700 19th Street N.W.,
Washington, D.C. 20431. Telephone: (202) 623-7430 Telefax: (202) 623-7201
Business Models: A Strategic Management Approach by Allan Afuah represents a new kind of book. Business models
are about making money and most firms are in business to make money (a profit). It is therefore no surprise that the
phrase "business model" is increasingly finding its way into CEO speech after speech and in business school functional
areas from accounting to finance to marketing to strategy. Because strategic management is inherently integrative in
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nature and increasingly more focused on firm performance, strategy textbooks have come closest to addressing the
subject of business models, but only implicitly and partially so. Business Models: A Strategic Management Approach
draws on the latest research in strategic management to explicitly and fully explore business models. It draws on the
latest research on to explore which activities a firm performs, how it performs them, and when it performs them to make a
profit. It offers an integrated framework for understanding the relationship between the set of activities that a firm chooses
to perform, its revenue model, its cost structure, its resources and capabilities, the competitive forces in the firm's
industry, and its ability to sustain a competitive advantage even in the face of change. It provides the link between
resources, product-market positions and profits?how resources and product-market positions are translated into profits.
(Existing strategy texts demonstrate correlation between resources or product-market positions and profits, not their
translation into profits). Additionally, it explores the relationship between business models and corporate social
responsibility as well as the international component to business models. It offers a definition of business models that is
deeply rooted in the resource-based and product-market theories of strategy.
Many companies are relying on a business model that is fundamentally suited to a different era. Now, organizations are
under pressure from new trends such as digitization and servitization. Trying to adapt to a new environment, they risk
relying on improvements that only scratch the surface of developing a radically different value proposition. Based on
rigorous research into companies that have successfully and radically redesigned their business models, Radical
Business Model Transformation shows why they made the leap, what they had to do to achieve it and how it has
transformed the potential for their organizations. This book is a step-by-step guide for leaders who want to seize the
opportunity of new business models and gain a competitive advantage. It explains how to assess the status quo, identify
the value of future business models and develop a transformation path. It also provides advice on how to involve both the
leadership team and all other employees in order to implement successful business model transformation. Illustrative
case studies of organizations that have crossed the line to a more transformative business range from exponentialgrowth companies like Netflix and global players like Xerox, SAP and Daimler to mid-sized hidden champions like KnorrBremse and LEGIC. Radical Business Model Transformation is essential reading for business leaders, transformation
experts and MBA students interested in ensuring that their business model is future-proof and can withstand the new
proliferation of innovations that are set to transform the business landscape.
The most comprehensive, global guide to business model design and innovation for academic and business audiences.
Business Model Innovation Strategy: Transformational Concepts and Tools for Entrepreneurial Leaders is centered on a
timely, mission-critical strategic issue that both founders of new firms and senior managers of incumbent firms globally
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need to address as they reimagine their firms in the post COVID-19 world. The book, which draws on over 20 years of
the authors collaborative theoretical and rigorous empirical research, has a pragmatic orientation and is filled with
examples and illustrations from around the world. This action-oriented book provides leaders with a rigorous and detailed
guide to the design and implementation of innovative, and scalable business models for their companies. Faculty and
students can use Business Model Innovation Strategy as a textbook in undergraduate, MBA, and EMBA degree courses
as well as in executive courses of various designs and lengths. The content of the book has been tested in both degree
and non-degree courses at some of the world's leading business schools and has helped students and firm leaders to
develop ground-breaking business model innovations. This book will help you: Learn the basics of business model
innovation ?including the latest developments in the field Learn how business model innovation presents new and
profitable business opportunities in industries that were considered all but immune to attacks from newcomers Learn how
to determine the viability of your current business model Explore new possibilities for value creation by redesigning your
firm's business model Receive practical, step-by-step guidance on how to introduce business model innovation in your
own company Become well-versed in an important area of business strategy and entrepreneurship Authors Amit and Zott
anchored the book on their pioneering research and extensive scholarly and practitioner-oriented publications on the
design, implementation, and performance implications of innovative business models. They are the most widely cited
researchers in the field of business model innovation, and they teach at the top-ranked Wharton School of the University
of Pennsylvania and the prestigious global business school IESE with campuses in Barcelona, Madrid, Munich, New
York, and São Paulo.
The notion of business model has been used by strategy scholars to refer to "the logic of the firm, the way it operates and
how it creates value for its stakeholders." On the surface, this notion appears to be similar to that of strategy. We present
a conceptual framework to separate and relate business model and strategy. Business model, we argue, is a reflection of
the firm's realized strategy. We find that in simple competitive situations there is a one-to-one mapping between strategy
and business model, which makes it difficult to separate the two notions. We show that the concepts of strategy and
business model differ when there are important contingencies upon which a well-designed strategy must be based. Our
framework also delivers a clear separation between tactics and strategy. This distinction is possible because strategy and
business model are different constructs.
Rethink how your organization creates, delivers, and captures value--or risk becoming irrelevant. If you read nothing else
on business model innovation, read these 10 articles. We've combed through hundreds of Harvard Business Review
articles and selected the most important ones to help you reach new customers and stay ahead of your competitors by
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reinventing your business model. This book will inspire you to: Assess whether your core business model is going strong
or running out of gas Fend off free and discount entrants to your market Reinvigorate growth by adding a second
business model Adopt the practices of lean startups Develop a platform around your key products Make business model
innovation an ongoing discipline within your organization This collection of articles includes "Why Business Models
Matter," by Joan Magretta; "Reinventing Your Business Model," by Mark W. Johnson, Clayton M. Christensen, and
Henning Kagermann; "When Your Business Model Is in Trouble," an interview with Rita Gunther McGrath by Sarah
Cliffe; "Four Paths to Business Model Innovation," by Karan Girotra and Serguei Netessine; "The Transformative
Business Model," by Stelios Kavadias, Kostas Ladas, and Christoph Loch; "Competing Against Free," by David J. Bryce,
Jeffrey H. Dyer, and Nile W. Hatch; "Why the Lean Start-Up Changes Everything," by Steve Blank; "Finding the Platform
in Your Product," by Andrei Hagiu and Elizabeth J. Altman; "Pipelines, Platforms, and the New Rules of Strategy," by
Marshall W. Van Alstyne, Geoffrey G. Parker, and Sangeet Paul Choudary; "When One Business Model Isn't Enough,"
by Ramon Casadesus-Masanell and Jorge Tarzijan; and "Reaching the Rich World's Poorest Consumers," by
Muhammad Yunus, Frederic Dalsace, David Menasce, and Benedicte Faivre-Tavignot. HBR's 10 Must Reads paperback
series is the definitive collection of books for new and experienced leaders alike. Leaders looking for the inspiration that
big ideas provide, both to accelerate their own growth and that of their companies, should look no further. HBR's 10 Must
Reads series focuses on the core topics that every ambitious manager needs to know: leadership, strategy, change,
managing people, and managing yourself. Harvard Business Review has sorted through hundreds of articles and
selected only the most essential reading on each topic. Each title includes timeless advice that will be relevant regardless
of an ever?changing business environment.
As strategic business models are important to understand the transformative operations of an enterprise system, for
present and future competitiveness, Betz's exploration into both manufacturing and financial firms, along with retailing
firms and conglomerates, broadens the business literature.
Modern business practice, especially in the field of marketing, depends on the integration of creative and analytical
thinking. One of the tools in this process is the use of management models to guide business decisions. However, the
inherent power of the models is only released when the people applying them have the ability to gather relevant
information and interpret the relationships between the variables in the model. This book examines the role of some of
the most popular management models and will help you determine when they should be applied. In addition, it suggests
which models may be relevant and, more importantly, identifies the type of information needed to implement them; and
also reduces the complexity of these models through a logical and systematic approach. Models recognize the impact of
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globalization, technology, systems thinking, and the need for an integrated approach in strategic marketing. You’ll find
new ones dealing with consumer engagement, gamification, supply chain management, and cultural integration. If you’re
a student of business and marketing, a junior market researcher, or a manager responsible for the preparation of
strategic analyses prior to problem-solving and planning sessions, this book is for you!
Business Model Generation is a handbook for visionaries, game changers, and challengers striving to defy outmoded
business models and design tomorrow's enterprises. If your organization needs to adapt to harsh new realities, but you
don't yet have a strategy that will get you out in front of your competitors, you need Business Model Generation. Cocreated by 470 "Business Model Canvas" practitioners from 45 countries, the book features a beautiful, highly visual,
4-color design that takes powerful strategic ideas and tools, and makes them easy to implement in your organization. It
explains the most common Business Model patterns, based on concepts from leading business thinkers, and helps you
reinterpret them for your own context. You will learn how to systematically understand, design, and implement a gamechanging business model--or analyze and renovate an old one. Along the way, you'll understand at a much deeper level
your customers, distribution channels, partners, revenue streams, costs, and your core value proposition. Business
Model Generation features practical innovation techniques used today by leading consultants and companies worldwide,
including 3M, Ericsson, Capgemini, Deloitte, and others. Designed for doers, it is for those ready to abandon outmoded
thinking and embrace new models of value creation: for executives, consultants, entrepreneurs, and leaders of all
organizations. If you're ready to change the rules, you belong to "the business model generation!"
How to outsmart risk Risk has been defined as the potential for losing something of value. In business, that value could
be your original investment or your expected future returns. The Risk-Driven Business Model will help you manage risk
better by showing how the key choices you make in designing your business models either increase or reduce two
characteristic types of risk—information risk, when you make decisions without enough information, and incentivealignment risk, when decision makers’ incentives are at odds with the broader goals of the company. Leaders who
understand how the structure of their business model affects risk have the power to create wealth, revolutionize
industries, and shape a better world. INSEAD’s Karan Girotra and Serguei Netessine, noted operations and innovation
professors who have consulted with dozens of companies, walk you through a business model audit to determine what
key decisions get made in a business, when they get made, who makes them, and why we make the decisions we do. By
changing your company’s key decisions within this framework, you can fundamentally alter the risks that will impact your
business. This book is for entrepreneurs and executives in companies involved in dynamic industries where the locus of
risk is shifting, and includes lessons from Zipcar, Blockbuster, Apple, Benetton, Kickstarter, Walmart, and dozens of other
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global companies. The Risk-Driven Business Model demystifies business model risk, with clear directives aimed at
improving decision making and driving your business forward.
The long-awaited follow-up to the international bestsellers, Business Model Generation and Value Proposition Design
Alex Osterwalder and Yves Pigneurs’ Business Model Canvas changed the way the world creates and plans new
business models. It has been used by corporations and startups and consultants around the world and is taught in
hundreds of universities. After years of researching how the world’s best companies develop, test, and scale new
business models, the authors have produced their definitive work. The Invincible Company explains what every
organization can learn from the business models of the world’s most exciting companies. The book explains how
companies such as Amazon, IKEA, Airbnb, Microsoft, and Logitech, have been able to create immensely successful
businesses and disrupt entire industries. At the core of these successes are not just great products and services, but
profitable, innovative business models--and the ability to improve existing business models while consistently launching
new ones. The Invincible Company presents practical new tools for measuring, managing, and accelerating innovation,
and strategies for reducing risk when launching new business models. Serving as a blueprint for your growth strategy,
The Invincible Company explains how to constantly stay ahead of your competition. In-depth chapters explain how to
create new growth engines, change how products and services are created and delivered, extract maximum profit from
each type of business model, and much more. New tools—such as the Business Model Portfolio Map, Innovation Metrics,
Innovation Strategy Framework, and the Culture Map—enable readers to understand how to design invincible companies.
The Invincible Company: ? Helps large and small companies build their growth strategy and manage their core
simultaneously ? Explains the world's best modern and historic business models ? Provides tools to assess your
business model, innovation readiness, and all of your innovation projects Presented in striking 4-color, and packed with
practical visuals and tools, The Invincible Company is a must-have book for business leaders, entrepreneurs, and
innovation professionals.
Business frameworks sit at the heart of every successful business. They add structure and clarity to business problems
and can help practitioners overcome the everyday challenges they face. The Business Models Handbook brings together
the most helpful and widely used templates and frameworks into a single, invaluable resource. Each chapter focuses on
an individual business framework, giving an overview of 50 of the best known frameworks and how it will help an
organization grow and be profitable. Each supported by a real-world case study, these include ANSOFF matrix, PriceQuality-Strategy model, Stage-Gate model, Service Profit Chain and many more. Authored by a leading global market
researcher with a background working on over 3,000 different research projects, The Business Models Handbook is an
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invaluable resource for any student or professional. Online resources include lecture slides that align with each chapter.
Two top specialists in profitable growth and innovative customer-supplier relationships show companies of all sizes how
to compete with the tech giants—by choosing and providing peerless value to the right customers for long-term success.
Every year, managers at companies large and small are finding it harder to compete with the likes of Google and
Amazon, who are muscling into their businesses, stealing their customers, and cornering every conceivable market and
service. There is, however, a way for companies to survive—and win—in this era of digital behemoths. Choose Your
Customer is a powerful, consumer-targeted guide that can help managers level the playing field against their biggest
competitors. Written by Jonathan Byrnes, the legendary MIT-based expert on profits, pricing, and strategy, and John
Wass, a key member of the team that made Staples a major national brand, Choose Your Customer shows managers
how to: Identify the customers who are the most profitable—and focus on them. Provide services and experiences that
can’t be replicated by the tech giants, no matter how much data they have, or how much automation they use. Support
your chosen customers’ diverse and rapidly evolving needs to accelerate profitability and growth. These customer-driven
strategies enable leaders to build a uniquely targeted business that the digital giants just can’t match. From unbeatable
customer service to superior pricing and product selection, Choose Your Customer provides detailed and actionable
advice on how to compete successfully with the big guys and how to increase profits as a result.
Shift your business model and transform your organization in the face of disruption Business Model Shifts is co-authored by
Patrick van Der Pijl, producer of the global bestseller Business Model Generation, and offers a groundbreaking look at the
challenging times in which we live, and the real-world solutions needed to conquer the obstacles organizations must now face.
Business Model Shifts is a visually stunning guide that examines six fundamental disruptions happening now and spotlights the
opportunities that they present: The Services Shift: the move from products to services The Stakeholder Shift: the move from an
exclusive shareholder orientation to creating value for all stakeholders, including employees and society The Digital Shift: the
move from traditional business operations to 24/7 connection to customers and their needs The Platform Shift: the move from
trying to serve everyone, to connecting people who can exchange value on a proprietary platform The Exponential Shift: the move
from seeking incremental growth to an exponential mindset that seeks 10x growth The Circular Shift: the move from take-makedispose towards restorative, regenerative, and circular value creation Filled with case studies, stories, and in-depth analysis based
on the work of hundreds of the world’s largest and most intriguing organizations, Business Model Shifts details how these
organizations created their own business model shifts in order to create more customer value, and ultimately, a stronger, more
competitive business. Whether you’re looking for ways to redesign your business due to the latest needs of the marketplace,
launching a new product or service, or simply creating more lasting value for your customers, Business Model Shifts is the
essential book that will change the way you think about your business and its future.
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Write a business model? Easy. Business Models For Dummies helps you write a solidbusiness model to further define your
company's goals and increaseattractiveness to customers. Inside, you'll discover how to: make avalue proposition; define a market
segment; locate your company'sposition in the value chain; create a revenue generation statement;identify competitors,
complementors, and other network effects;develop a competitive strategy; and much more. Shows you how to define the purpose
of a business and itsprofitability to customers Serves as a thorough guide to business modeling techniques Helps to ensure that
your business has the very best businessmodel possible If you need to update a business model due to changes in themarket or
maturation of your company,Business Models ForDummies has you covered.
In this volume leading scholars from North America, Europe and Asia come together to explore the topic of business models that
takes the demand side (customers and their engagement) seriously. The first part deals with the model dimension of business
models. The second part deals with business models and change.
Developing Strategic Business Models and Competitive Advantage in the Digital SectorIGI Global
Named a Top 10 Business Strategy Book of 2018 by Inc. magazine In his pioneering book Seizing the White Space, Mark W.
Johnson argued that business model innovation is the most proven path to transformational growth. Since then, Uber, Airbnb, and
other startups have disrupted whole industries; incumbents such as Blockbuster, Sears, Toys "R" Us, and BlackBerry have fallen
by the wayside; and digital transformation has become one of the business world's hottest (and least understood) slogans. Nearly
a decade later, the art and science of business model innovation is more relevant than ever. In this revised, updated, and newly
titled edition, Johnson provides an eminently practical framework for understanding how a business model actually works.
Identifying its four fundamental building blocks, he lays out a structured and repeatable process for reinventing an existing
business model or creating a new one and then incubating and scaling it into a profitable and thriving enterprise. In a new chapter
on digital transformation, he shows how serial transformers like Amazon leverage business model innovation so successfully. With
rich new case studies of companies that have achieved new success and postmortems of those that haven't, Reinvent Your
Business Model will show you how to: Determine if and when your organization needs a new business model Identify powerful
new opportunities to serve your existing customers in existing markets Reach entirely new customers and create new markets
through disruptive business models and products Seize opportunities for growth opened up by tectonic shifts in market demand,
government policy, and technologies Make business model innovation a more predictable discipline inside your organization
Business model innovation has the power to reshape whole industries--including retail, aviation, media, and
technology--redistributing billions of dollars of value. This book gives you the tools to reshape your own company for enduring
success. Reinvent Your Business Model is the strategic innovation playbook you need now and in the future.
This book extends our understanding of how different cross- functional business and management disciplines, such as innovation
and entrepreneurship, strategic management, marketing and HRM, individually and collectively underpin innovation in business
management. Business Models for Strategic Innovation develops insights from cross-disciplinary business knowledge streams and
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their cutting edge discipline-specific practical implications to create a cross- functional business innovation management model.
Novel cross- disciplinary knowledge plays an imperative role in business innovation and we know that innovative management
processes have significant implications for effective cross- functional management. In this context, each chapter of the book
presents fresh insights on diverse business knowledge- streams as well as their applied implications on cross- functional business
innovation management. Finally, centred on these cross- disciplinary business theories and their cutting edge implications, the last
chapter of this book proposes a model of strategic cross- functional business innovation management process. This academically
rigorous work uses innovative theoretical propositions and state- of- the- art empirical analysis in order to enable cross- functional
management teams to support organisation- wide business innovation processes.
Finally, a book comes along that provides a unique yet simple and powerful approach to understand the business model and the
critical role strategic management has in supporting it. Its value is in business model thinking. It brings you a combination of the
best contributions of academe and industry that will help build business model-centric organizations. Inside, you’ll learn about
strategy from a business model perspective. What does that mean? It means that you’ll first have to think rigorously about your
value proposition; your current or future competencies; and your revenue streams and cost structure before developing, adopting,
or modifying your strategies. What is the difference between a business model and a strategy? A business model is how a
company operates, and a strategy is how a company competes. When the basis of competition changes because a new model
disrupts the economics in the industry, it requires an adjustment in business models before any new strategy can work. This book
adds a business model level to the traditional strategic management process that is more consistent with current “real-world”
practices in strategic thinking and analysis. It takes you deeper into the intricacies of what constitutes a business model and how
current strategy derives from it, and offers 7 modules that will show you the key components to manage your business model, to
help conduct business model analysis, and to assess the financial viability of a business model, just to name a few.
The most comprehensive, global guide to business model design and innovation for academic and business audiences. Business
Model Innovation Strategy: Transformational Concepts and Tools for Entrepreneurial Leaders is centered on a timely, missioncritical strategic issue that both founders of new firms and senior managers of incumbent firms globally need to address as they
reimagine their firms in the post COVID-19 world. The book, which draws on over 20 years of the authors collaborative theoretical
and rigorous empirical research, has a pragmatic orientation and is filled with examples and illustrations from around the world.
This action-oriented book provides leaders with a rigorous and detailed guide to the design and implementation of innovative, and
scalable business models for their companies. Faculty and students can use Business Model Innovation Strategy as a textbook in
undergraduate, MBA, and EMBA degree courses as well as in executive courses of various designs and lengths. The content of
the book has been tested in both degree and non-degree courses at some of the world's leading business schools and has helped
students and firm leaders to develop ground-breaking business model innovations. This book will help you: Learn the basics of
business model innovationï¿1?2including the latest developments in the field Learn how business model innovation presents new
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and profitable business opportunities in industries that were considered all but immune to attacks from newcomers Learn how to
determine the viability of your current business model Explore new possibilities for value creation by redesigning your firm's
business model Receive practical, step-by-step guidance on how to introduce business model innovation in your own company
Become well-versed in an important area of business strategy and entrepreneurship Authors Amit and Zott anchored the book on
their pioneering research and extensive scholarly and practitioner-oriented publications on the design, implementation, and
performance implications of innovative business models. They are the most widely cited researchers in the field of business model
innovation, and they teach at the top-ranked Wharton School of the University of Pennsylvania and the prestigious global business
school IESE with campuses in Barcelona, Madrid, Munich, New York, and São Paulo.
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