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Abstract This chapter aims to contribute to evaluate market options for business
models to be adopted by industrial agents. To achieve this object, a methodological
approach for a critical observation was pursued. First, it was conducted a theoretical
review, regarding the business model (BM) concept and related definitions, as its
relationship with strategy, tactical, and operational level of a generic company,
innovation, innovation management, structure, and components, among others.
Then an analysis of experiences of practical business model adoption by economy
actors, typical industrial arrangements or those related to industrial actions, pro-
ductive chains or practices, were studied, to produce an overlook of its classical,
traditional and influential aspects. Finally, in this analysis, reflections around these
findings are presented, contributing for BM practice for industrial organizations and
associated value-aggregation partners, as from service sectors, which, nowadays,
even pressure industries to adopt or adapt to their business models.
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10.1 Introduction

It is possible to understand the industrial sector as the most relevant proponent of
business fundamentals along economic markets development history. Just consid-
ering the period of Industrial Revolution, 1760 to, at most, 1840 (Guile 1987), it is
possible to understand a remarkable change not only in emergent productive the-
ories, but also in influences in mankind’s way of life. The structural changes posed
by the transformation, when manual production, sometimes improvised and without
rules was changed—by many ways—to new systems, seeking basic planning
control and forecasts, issuing an expressive fact on how the conception of business
models impacted lives this way. This was one event which, through the compre-
hension of BMs influences, can define a valid context for this discussion.

The development of industrial chains, their political and strategical influences
were some of the undeniable factors to decide critical historical happenings, such as
last phases of colonial era (the end of the cycle, started in the fifteenth century in the
West), world wars, national association in blocks and conflicts, emerging of
commercial and industrial powerful associations, among several other implications
which delimited and influenced organizational positioning and effective works from
centuries. These productive chains reached, sometimes, a level in which they
become as powerful as some governments, producing influences for market and
regulatory decisions.

Ranging from pre-Industrial revolution era, with manual handling, imprecise,
unplanned and geographically restricted competition to modern complexes, where
massive automation, new wave of robotization, application of emerging technolo-
gies, such as internet of things and its relation to data and knowledge management
(KM), result in a multifaceted opportune context for research (Schumpeter 1942;
Venkatraman 1989; Utterback 1996; Cano 2012).

Thinking as a provocation, present phenomena still pressure industrial connec-
tions to adopt and propose new solutions (Zalewska-Kurek et al. 2016; Wirtz and
Daiser 2017) in business models. Sometimes, these demands are simply presented
to industries, calling for a fast change in a traditional, value-set chain. In alternative
events, industries must face options do strategically align to service-oriented
designs which constitute platform BM that will attempt to answer massive “scal-
able” needs, like some startups propositions (Mullins 2014; Nielsen and Lund
2018).

Conceptually, business models (BM) are difficult definitions to restrict,
observing the actual competitive context. This conceptualization intends to relate to
various processes, methods, analysis and strategic to tactical positionings proposed
during a larger period, a conceptual life cycle. This way, this concept needs to
compose a base where it refers on how they produce their plans and, effectively,
how it competes or offer its final value to customers or agents. This concept will be
approached, from several points of view, in the theoretical background developed in
the following, but it is initially taken as the design of organizational relations which
states or report its ways of thinking and planning its action towards its customers
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and market actions, referring to intermediate-level and operational works, providing
a whole comprehension on how one company plans and performs its proposed
actions, resulting in a contextual alignment (Magretta 2002; Casadesus-Masanell
and Ricart 2007, 2010; Osterwalder and Pigneur 2010; George and Bock 2011).

From modern cases, it is possible to identify that businessmen and investors,
sponsors, and proponents must pay attention to their planning capabilities and
resources spent for their firm success, specially composing and updating their
business models. This happens when it is observed the apparent definition of some
new standards, as the SaaS (platform) models, marketplace (“Uber-like””) models,
signature, metamodels and various market conceptions—(Mullins 2014; Ovans
2015)—which are facing the true competition for less than a decade, still in their
conceptual “youth”. These models, however, have an estimated huge number of
applications and alternate practical instances, even reaching the possible level of
becoming a standard proposition, or conceptual paradigms in near future (Massa
and Tucci 2014).

While this dynamic competition emerges, supported by various other almost
uncontrollable phenomena, such as globalization, world economy fast development
and changes and, more noteworthy, impressive surge of new technologies, such as
those from data analysis, information and knowledge processing and internet of
things, business models became harder to define, plan and implement, leading them
to become a more strategic component of sectors and derived strategies. In an
apparent paradox, a more challenging paradigm turns to be a potential differenti-
ation, unfolding in a source of competitive advantage (Porter 2008).

The industrial sector has shown an impressive path for the Economy, as it
supported events of the human historical evolution, from the urban formation,
national competition, towards today’s technology application arena. This chapter
aimed an analysis of BM influence, contribution and development in this scenario,
aiming to reach their importance for actual competitive arrangements. Among the
results of this exploratory, initial and superficial research, business models per-
ceived in an informal market observation were detailed, from an analysis model,
consolidated from the literature review. This allowed to consider these alternatives,
some of them still risky positionings, being tested by entrepreneurs and practi-
tioners, from a more structured point of view, producing the first level of outcomes
in this study.

For this purpose, we started with the theoretical background approach, where
basic concepts were discussed, exploring also their relationships. This initial
development aimed to define a common understanding of their dynamic interac-
tions with many concepts. In the conclusion of this part, together with an inte-
grative, relational study for BM concept along with strategy and further
business-oriented framework concepts, a basic analytical definition, that proposed
a view of components was reached, was to be applied in an exploratory exam of
practical cases. Finally, these discussions permit to formulate basic reflections
around proposition and its practice, allowing to the development of further studies,
taking this chapter as a basic, initial and contributive base.
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10.2 Theoretical Background

This section aims to discuss some of main concepts, being business model the
essential, and produce a demanded view of its relationships towards a practical
understanding. Based on this development, it is possible to observe, along with the
criteria adopted for the contextual focus, or an exploratory analytical model, to be
applied in the real cases analysis, at the ending remarks.

10.2.1 Business Models

The discussion around business models (BM) definition is endless and, usually,
tends to follow cultural and sectorial delimitations. Magretta (2002) presented an
attempt for conceptual study and definition, in a period which strategy and strategic
planning were regarded by several authors and managers as old structures for
organizational thinking, related to exhausted competitive arenas. At that time, in a
controversial approach, some stated that corporative conception should reside in
“well designed business models for the Internet age”.

As that market trend proved, dramatically, with disastrous commercial, financial
and strategic outcomes, business models, taken as a structural ordering, are
essential, although not infallible, way to project and plan aligned processes.
Analyzing cases, observing it from critical points of view and referring to authors,
Magretta stated that business models relate, basically, on how a company makes
money, understanding and fulfilling customer’s expectations.

This way, she divided her understanding about BMs in two main aspects:
(1) How companies produce something and (2) How they offer what they produce.
Interestingly, this author also perceives how the introduction of information tech-
nology and its associated resources enabled strict guidance of alignment, resulting
in potential optimization, but also posing excessive control and bureaucracy. Joan
Magretta also pointed out the importance of BMs as “stories that explain how
companies work”. This remark leads us to demands on comprehend what was
proposed, what was done and what was the consequence of the whole interaction on
the market, a dynamic and concise functioning that will require strategic thinking
(Porter 2008; Porter and Magretta 2014).

Johnson et al. (2008) defined an observation about components that oriented
various studies and experiments throughout following years, regarding the topic
itself and its relationships with innovation and its management processes. For these
authors, main components for business models conceptions are: (a) Customer value
propositions—consolidating future customer-oriented strategic  positioning;
(b) Profit formulas—which set potential directives and controls for financial
administration, and (c) Key resources and processes—as a dynamic and systemic
approach to analyze and value resources and processes that can be strategically
positioned, through deliberated and/or reactive actions. This last item is to propose
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a correspondence with Penrose (1959) studies that relate resources, examined
through a Resource-Based View (RBV) analysis, to a potential sustainable com-
petitive advantage definition and practice.

For Casadesus-Masanell and Ricart (2010), business models are the reference to
the “logic” of the firm, how it operates towards value creation for customers.
Authors introduce business model as a consolidating thought produced at the
strategic thinking phase, which will enlighten how corresponding tactics and
operational efforts will be planned, serving both as an orientation and contextual
definition for effective strategy implementation and monitoring. These authors,
adopting a simple analogy of different models of car conceptions, production and
operation, exemplified how the same type of organization can perform what was
expected by its final customers, when (a) Components were known; (b) Context of
application was known; (c) An overall coordination existed—which can be con-
sidered the corporative strategy.

As an additional, opportune reflection, they also sought to separate strategy from
business models (although, as it was pointed out by them, it is difficult). Strategy,
for them, “is a contingent plan of action as to what business model to use”,
developing an understanding that BM composition and the related choices on their
adoption (“changing the car parts”) are details from strategic decisions.

Almost all authors presented so far report to Peter Drucker’s former work
(Drucker 1993a, b), where this researcher, without referring specifically to BM
concept, affirmed that a design should be composed to answer basic corporative
questions, related to customer knowledge, their perception of offered value, value’s
relation to resources and, finally, correspondent costs. His definition for BMs, as
“stories that explain how organizations work”, can be broadly explored, for
example, to understand graphic tools (for example, the Business model canvas,
proposed by Alex Osterwalder and his research team) as means of building his-
tories, materializing decisions and corresponding alternatives taken, among several
other outcomes.

It can also be related to knowledge management principles, when we observe
how they correspond to companies’ evolution, like innovation alternatives (Nonaka
and Takeuchi 1995). Opportunely, these points are to be addressed in the following
development, because they are targets of several emerging technological applica-
tions, change, by this way of thinking, some fundamentals of concept reasoning
(Gronlund et al. 2010; Edgett 2015; Christensen et al. 2016; Gatautis 2017).

Usually, works and researches try to produce an understanding of the concept,
searching the relation of factors, such as: Customer behavior comprehension;
Market segmentation; Value and Costs to offer; Decision-making and Market
monitoring (Henderson and Clark 1990; Deshler and Smith 2011; Kim and
Mauborgne 2015; Ovans 2015; Anuncia¢do and Pefalver 2017). Attempts vary
from diagrams propositions, textual definition for processes, relationship maps—
specially to strategic planning processes—among alternative choices. The com-
prehension of a model, however, leads to a conceptual issue, defined by Silva
(2011), when he argues about the real role for a model in the development of
systems and implementable solutions. A model, for this author, is a conceptual,
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high-level outcome which must be, thereafter, adopted as a base for the real
application, serving as the conceptual base, a wider theoretical reference, which can
provide the contextual delimitation for real solution proposition. His thoughts can
be validated, when we assess Duin et al. (2013) and Singleton-Green (2014), in
which authors state that a business model is a “simplified version of the reality”. It
is an assumption that can be considered for this conceptual production, as BMs are
far from a consensual convergence, especially when addressing industrial evolution.

One of these successful tools was the “canvas” diagnosis and hypothesis propo-
sition stated by Osterwalder and Pigneur (2010)—the business model canvas—which
synthetized nine mains aspects for one effective model. The application of this
easy-to-use method for planning cycles is a significant perception of the “model
concept”, defined in the previous discussion. It is an important supporting tool to
adjust competitive alignment through further work, building its plans and related
processes towards its coordinated and monitorable operation. Confirming this
assumption, Ovans (2015) calls attention to the role of the BM canvas as a “hypothesis
generator” for firms proposition and actions.

For Casadesus-Masanell and Ricart (2010), we have that business models’
components are divided in two major sets: “(1) The concrete choices made by
administration about how the organization will operate and, (2) The consequences
of these choices”. Again, one initially naive affirmation can lead to understand and
explore several interactions among critical fundamentals like corporative structure,
strategic planning resources availability, technological learning and application,
culture, social relationships, knowledge management, among others. These defi-
nitions enlighten the complexity and power of business models, to be applied not
only in corporative conceptions but, complementarily, as strategic alternatives that
can propose competitive advantage (Ries 2011; Mullins 2014).

Structuring these conceptions into a concise definition, essential points can be
determined for the business model conceptualization that will be used for the
remaining of this chapter:

e Value proposition is to be negotiated with the market. This element, frequently,
overshadows the remaining ones, deserving special attention on its analysis and
delimitation. It has a potential relationship which covers from strategic decisions
and plans to tactical definitions, such as strategic marketing planning or financial
project validation, from many others.

e [t is a description of practical ideas to achieve strategy fundamentals: structure,
intangible (financial, informational, patents and licensing, etc.) and tangible
(buildings, vehicles, laboratories, and information technology computer plat-
forms) resources mapping and associated classification.

e Internal processes, methods, and aspects definition are likely to be derived from
the strategic planning process, taken as the critical and fundamental assessment,
that will identify methods and techniques adopted by the organization for
customer perception of its performance. (These two last points can be combined,
eventually, in one aspect focusing the internal environment projection).
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e Basic mapping of external competitive environment, pointing and classifying
competitors, market regulators and agents, customers, potential partnerships,
among other.

e Key indicators (KI) classification, hierarchy and definition, which enable basic
controlling and monitoring of each strategic goal and action executed to achieve
that goal.

Dynamics of business models exercise in the market arise from Teece (2009) and
Teece and Linden (2017), in an approach that permits a historical review, as David
Teece, a remarkable author, evolved his appreciation around this topic. As it was
previously stated, BMs were defined to produce a view of operational work and its
integration, aligned to value offer, in a coherent development from the thoughts of
Peter Drucker. In an updated study, both authors approached the hypothesis related
to value creation, retention, share and protection, advancing conceptions to detail
both for customer-related knowledge and operational market actions in the new
scenario of emerging technologies, and their implication to new strategic marketing
actions.

Two significant research and practice trends come from the conceptual appli-
cation: (1) Study its application for sectors, markets, regions and national systems;
(2) Understand the intended “business model innovation” context, somewhat
derived from important and disseminated studies, such as the “Blue Ocean strategy”
definition, remarkably composed, proposed and studied by Kim and Mauborgne
(2015). These will be addressed in the following sections, as some concepts must be
evaluated before, composing an intended situation for its improved discussion.

10.2.2 Strategy, Strategic Planning, Alignment
and Business Models

Strategy can be considered as the basic formulation for corporative future, designed
with the help of systems, researches and accumulated knowledge, providing con-
ditions for offer positioning to final customers with the goal of competitive survival
and development (Penrose 1959; Porter 2008; Porter and Magretta 2014).

Strategy can be understood as materialized through plans or orientation that
explicit goals to be achieved in one determined period, together with the coordi-
nation for its corporative branch tactics and operations. It will, in a more traditional
way of thinking, be formulated, developed, projected, implemented and modeled
through the process of strategic planning, associating it to the specifications and
coordination for organizational middle-level detail and its final alignment to the
operational tasks (Mintzberg et al. 2008; Porter 2008; Hitt et al. 2011). Modern
views also approach the continuous learning and emerging market signals as ways
to adjust, promote, change, and update strategies dynamically (Mintzberg et al.
2008), contextualizing strategy in several levels, and analyzing how it can be
detailed in planning actions, in a more flexible, fast, and adaptive way.
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The relationship between strategy and business models has been theme of
several researches. For Casadesus-Masanell and Ricart (2007, 2010), in two
remarkable and related works, business models evolved in the last years, being
expressively influenced by information technology, although not restricted to its
usage to be developed and implemented. As cited in their work, pressures, as the
adoption of “e-business”, identified as services based on internet infrastructures and
interfaces, and the wave of “it must be innovative—an innovation”, took several
firms to an imprecise path of strategic—tactical—operational alignment. This fact
led to implementation of new rules, processes, methods, and connections to part-
ners, suppliers, and customers, developing unstable alternatives to compete in their
markets. The development from strategy already shows a potential bi-directional
motivation, where BMs are taken into consideration as planning resources to
develop and execute strategic movements and configuration, but are also strategic
resources by itself (Chesbrough 2010).

A competitive, differential model can be a strategic item to be positioned,
searching for a position when it will achieve a competitive advantage in the market.
The cyclic dynamism of a business model and strategy can be verified when these
authors comment about the “aggregation” as a method to understand a “group of
strategic choices” to relate to one “consequence”, aligning with the following
approach of “decomposability” criteria, addressing (strategically, indeed) compo-
nents for competitive advantage positioning, in a typical relationship between these
two important topics. This observation is completely confirmed by the “virtuous
cycle” concept, practiced by these authors on analyzing market cases, such as
Ryanair, presented in the same study, considering the dynamics of strategic plan-
ning process.

These findings can also be found in the works built around resource-based view
of firms, when authors such as Penrose (1959) and Wernerfelt (1984) sought to
discuss, study, and define relations to evaluate corporative resources through
metrics which could identify their potential usage to build a sustainable competitive
advantage. As pointed out by Barney (1991), a criterion named VRIN was proposed
to identify the Value, Rarity, Inimitability and “Non-substitutive” grades of each
corporative resource, aiming to value it for a potential sustainable competitive
advantage positioning.

Business model components, like human resources management, abilities on
developing and implementing information systems and processes (not restricted to
HR policies, but also relating to IS methods and analysis itself), knowledge gen-
eration processes, specialized machinery, communication, are always cited in their
original studies and in the extensive post-publication thread. This discussion gen-
erated a productive approach regarding strategic planning process, its focus on
resources and its market statement and, finally, dynamics regarding the continuous
cycle of monitoring and executing strategies through levels alignment.

Interestingly, HBSP (2006) also validated this way of thinking, identifying basic
business model components such as (a) Revenue resources; (b) Cost drivers;
(c) Investment size and (d) Critical success factors. Except for the last one, con-
sidered too wide and complex, the remaining can be regarded as points of
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strategically aligned operation, executed according to corporative strategy. This
affirmation can be also found when authors declare organizational strategy as the
complete analysis for planning and operation in a specific market, explaining their
view for this alignment.

From this starting point, it is opportune to recall Johnson et al. (2008) study,
when these authors propose a definition previously discussed for business models,
typically adopting strategic elements: (a) Value positioning (Customer value
proposition)—which can be considered, for example, one essential component of a
possible “Blue Ocean” strategy definition; (b) Profit formulas—like the
tactic-to-operation definition of financial control and implementation, taken as a
fundamental quantitative report; (c) Key resources mapping—resources identifi-
cation (for example, the application of VRIN criterion, presented above) and,
finally, (d) Key processes definition and implementation—which involves struc-
turation, coordination, and operation methods and goals setting disciplines. This
strategy—business model evaluation confirms, details, and validates this
relationship.

Eyring et al. (2011) analyzed the opportunity to address and develop a BM for
middle markets, presenting a typical and generic strategic decision to define and
negotiate with the focus for a well-defined segment. In this work, authors also
approach its update, studying the demand to expose a competitive and dynamic
strategic value and, finally, compose items, such corporative structure (redefined),
that enables this company to jump from one choice to another, for example, in a
reaction to the competitor’s movement. This is a contribution that leads to the trend
“Business model innovation” to be discussed in the following section.

In what can be considered a closing scenario for this objective development,
Sachsenhofer (2016) described a context where business models represent the
coherent design of various components, that can be addressed strategically. He
approached, from works like Chesbrough (2010) and Zott et al. (2011), the con-
stitution of a business model and how these components can be managed strate-
gically. It was analyzed how various of these elements, cited in the above
development can be integrated and corresponding, forming the desired business
model.

Among these studied components are: technology, funding sources, knowledge
management, value-offer techniques, administrative methods (Marketing strategies,
for example), profit sources, customers negotiation instances—market channels, for
instance (Lee and Ho 2010; Anunciacdo and Pefalver 2017).

Nielsen and Lund (2018) analyzed how BMs can constitute into a scalable
factor. This study observes the modern competitive era, when they can be imple-
mented, changed (“pivoted”) from managerial and technological constituents, also
integrating corporative networks. Factors announced by authors, relating distribu-
tion channels, improving abilities around scarce resources, sharing investments
requirements and operative tasks and, finally, the adoption of the “platform” con-
cept—which is one of the promises about innovative integration, propelled by
information technology—show how intricated, appealing and motivating this theme
is considered today.
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Clearly, industrial complexes, with its huge economic and social importance,
compose a significant part on this arena, demanding review of its strategic funda-
mentals, to understand how corporative arrays, networking, production and com-
mercial efforts sharing and several trends are to be applied and implemented with
the dynamics with business models (Castells 1996; Slavik and Hanak 2017).

10.2.3 Innovation and Business Model Innovation

Innovation became one organizational image for almost all competitive companies
in any market that try to keep a modern characteristic for its customers and agents.
However, increasingly, it left the advertising trend to become one strong strategic
factor for competitive survival. To understand its propositions and possible types, it
is opportune to assess the seminal works from Joseph Schumpeter—Schumpeter
(1942)—and James Utterback—Utterback (1971)—which can be considered con-
solidated in the conceptualization proposed by OECD (2005).

In this valuable, historical path, the theoretical background around innovation
concept resulted, first, in a practical differentiation from inventions. Inventions are
unstable, unfinished, incomplete versions or propositions of a socioeconomic
market solution, which was originally designed to answer one final-customer
problem (Henderson and Clark 1990). Innovations, on the other hand, are practical
solutions that propose, through a service and/or product project, to solve one
practical problem, with the insertion of newness. It happens, at least, with a starting
version which presents this initial new offer, called by Ries (2011) the “minimum
viable product” (MVP).

From those references cited, six types of innovations can be defined:

e Product: new or updated technological device or implement, a physical, tangible
asset.

e Process: new or updated method to do something, to conduct or make a service
possible, a new way to propose, plan, and implement the execution of a practical
task.

e New supply or material to be applied to assemble, produce, or support an
assembly.

New market to be created or defined by one innovative position.
New structure, when a company changes its way of serving and negotiating with
external agents and customers and

e New strategic positioning, from market competitive pressures, which demand,
sometimes, continuous innovative depiction, as it occurs in sectors which are
strictly or predominantly based on technology.

These types of innovation are to be considered along with a classification around
their degree, referring to the sources cited, analyzing how two fundamental
dimensions—business model and technology—were proposed to be modified. This
way, it is possible to define:
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e [Incremental innovations: for those which implement small modifications and/or
technology in a new offer from the original proposition.

e Semi-radical innovations: when an expressive change in one of these two
dimensions is provided, compared to the other. This way, one new positioning
of a service which changes expressively its associated BM with few or no
changes in technology is to be considered a semi-radical of business model.
Alternatively, one new product which results in a new device, format, con-
ception, among tangible characteristics (not exclusively), can be considered an
innovation semi-radical of technology.

® Radical: when it is possible to identify that both dimensions were expressively
changed in a new offer, compared to the older provision.

With these refinements in the innovation concept—basic definitions, types, and
degrees—it is possible to advance on initial analysis of roles for innovative efforts
and how innovation of BM is one of the most attractive actual topics in this sector’s
literature and for practitioners, investors, and economy agents.

Business models, by itself, are source of one perceived dimension of
innovation (Bashir and Verma 2017). When a new way to produce, distribute,
share, store, commercialize, negotiate, and keep one offer in one market, it is
possible to understand BM function for innovation (Bereznoi 2014; Khanaga et al.
2014). For example, when films entertainment options are available through
catalog-supported streaming services, such as Netflix and others, we understand
that a new one, practiced with customer association methods (capture, retention,
etc.) and information technology support, a new set of choices emerged and is
adopted for one’s lifestyle. This is a change for movies and TV shows, series
watching, a remarkable market case.

From this conceptual base, it is also possible to understand how components of
business models, discussed in the previous subsection, can become factors for dif-
ferent types of innovation. A new method to be approached by one company, in its
relationship with its chain, can become a process-like innovation (Kavadias et al.
2016). Changes in a product or service, which can be an offer to new customers and
markets, can potentialize innovation of market, even creating new segments and
profiles to be analyzed by strategic marketing studies and implementations. Process
and market innovation, by themselves, are a potential change for a design, which,
finally, is one innovation based on its planning conception and practice. As it is
possible to understand these concepts as unrestricted, not exclusive basics, this
intricacy can lead to observe definition types as complementary and even cooperative.

Christensen et al. (2016) studied the evolution of BMs in “stages” that constitute
a matter of learning and, unfortunately, a factor that poses difficulties to change over
time. These authors, after a reflection based on methodological analysis, understood
that “Business models, by their nature, are not to change, and they become less
flexible and more resistant as they develop over time”. These findings were com-
pared with the “stages” model, in the same reference are composed by following
elements: (a) Value creation; (b) Conceptual fundamentals; (c) Sustainability and,
finally, (d) Efficiency.
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This set of elements reinforces some of the findings for business model concept,
innovation and its relation, pursuing a way where managerial maturity play a
remarkable role. Interestingly, this approach recalls findings from Mintzberg et al.
(2008), when they considered the composition of deliberated and emerging
strategies, as one organization must comprehend its strategic coordination process
not like a behavior, but a continuous process of high-level analysis learning,
motivating to relate the managerial maturity to innovation abilities and capacities
comprehension and overall coordination.

In the conclusions of their work, Christensen et al. (2016) report about condi-
tions to define business models that address competitively new market opportuni-
ties: real opportunity analysis (analytical knowledge), conceptual independence of
the new to the previous one and effective partnerships or networks. From Pfeifer
etal. (2017), it is possible to understand how new markets and alternatives provided
by new propositions show these evidences, also enabling to understand a persistent
factor when assessing BMs, strategy and innovation demands.

Wirtz and Daiser (2017) argued about the potentials of the association between
business model innovation and strategic planning, although observing the lack of
sufficient theoretical formulation regarding this important base, offering an inte-
grative framework for its future exploration in practical conception processes which
can constitute a strategic asset for managers. Their integrative framework is based
on: (a) macro (external) factors; (b) micro (internal) factors and (c) areas definitions
with its possible KM processes. Analyzing these three components, it is possible to
perceive one way where an applied, practiced business model can be changed,
eventually producing an innovative arena, as a competitive BM innovation.

These studies illustrate, over various years, trends and thoughts from different
points of view—emerging technologies adopted by final customers, market-pull
and technology-push innovations, demanded strategic changes, external and inter-
nal causes and resources management aspects, etc—produced a pressured context,
which eventually became a strong pressure for BM innovation.

From the sources analyzed above, two important evidences must be added for
this study:

e Strategic relationship and importance (Chesbrough 2003; McAfee and
Brynjolfsson 2012; Khanaga et al. 2014; Kavadias et al. 2016; Wirtz and Daiser
2017). This approach relates how innovation can be positioned strategically,
producing a two-way strategy—business model.

e How the contextual interaction between innovation and business models
structure and pressures for changes in components and its consolidation into an
effective model occur at the strategic level (Davila et al. 2006; Deshler and
Smith 2011; Diaconu 2011; El-Bashir et al. 2011; Kavadias et al. 2016; Gatautis
2017; Wirtz and Daiser 2017).
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Reaching this level of understanding, it is opportune to evaluate the techno-
logical factor on new pressures and propositions, aiming to discuss its integration to
result in the “Industry 4.0” market trend, that will be studied in the following
subsection.

10.2.4 Emerging Technology Trends
and Industry 4.0 Concept

This subsection does not intend to promote a deep debate of emerging technologies,
otherwise permitting enough support to define a level of perception regarding
Industry 4.0 perspective, a strong sectorial tendency. Obviously, as it happens with
any market trend, the endless debate promoted now is controversial and even
sometimes conflicting, when authors, researchers and practitioners still argue about
Industry 4.0 real evolution, conceptual distortion pressured by commercial com-
petition, innovation potential, social and economic implications, among many
influences.

A brief overlook of industrial evolution shows that technology development and
its related adoption are fundamental factors for remarkable historical events. As
industrial complexes still hold a significant part of world’s economy as integrators
and final producers of end-user solutions, its development reaches levels of social,
demographic and economic impacts for societies (Drucker 1993a, b).

Nowadays, with the usual evolution of tangible and intangible assets, it is
expected that several ways of consecutive and accumulative scientific knowledge,
usually in a random fashion applied in devices, software and market-oriented
solutions, reach people’s lives, an amazing succession of new products and ser-
vices. As illustrated in the previous subsection, this is a situation where innovations
can be announced, keeping the unstable and challenging relation with corporative
strategies, in which business models play an expressive role on implementing
controls, methods, processes, and structures for organizations to keep their com-
petitive presence in markets. With the definitions studied so far, it is possible to
understand that BMs serve as strategic partners to address strategies coherently to
operational and implementation levels. Some of these trends are to be addressed in
the following, aiming to promote a basic level of understanding around techno-
logical potential application for Industry 4.0 conceptualization, which is the con-
vergent point for this subsection.

Data generation became one of the most massive processes in human living
(McAfee and Brynjolfsson 2012; Kavadias et al. 2016; Pfeifer et al. 2017). With
this expressive content continuously generated, it is comprehensible that some
companies successfully start to offer analysis and additional informational products
and tools for final customers, including companies which apply these analyses for
strategic and corresponding tactical planning (Yonce et al. 2017). In this arena, two
efforts affirmed in the last years: Big data and Analytics.



224 G. L. Jamil et al.

Big data is understood, basically, as the potential on producing knowledge from
structured data and associated unstructured sources, aiming to compose scenarios
and simulations that is an advanced comprehension regarding real phenomena and
its combined implications (Chen et al. 2012; Mahrt and Scharkow 2013; El-Gayar
and Timsina 2014). Its potential is shown by fast adaptations in their
customer-oriented sale, applying, for example, automated internet interfaces, new
design and final presentation, among others. These offers are taking into consid-
eration factors like instantaneous competition, comprehensive changes of customer
commercial interests (“humors” and “behaviors”), bringing a somewhat chaotic
dynamic on final transactions with clients (Kartik et al. 2017), when market
negotiations change rapidly. Data production is regarded as an elementary process
for knowledge management efforts, improving conditions for innovation successful
positioning (Jamil and Magalhdes 2015; Jamil and Silva 2016).

Additionally, “Analytics” are related to the application of specific algorithms to
generate knowledge from information, strictly applied to online transactions—such
as productive systems monitoring, electronic commerce retailing or internet search
engines usage—for fast understanding about customer reactions (Chen et al. 2012;
SAS 2017; Yonce et al. 2017; Jamil et al. 2018). Analytics services are, sometimes,
offered as open, easy-to-use services, reaching to complex, deep sense-formulation
that can be applied for strategic and tactical immediate decisions, typically
describing and pointing potential end-user reactions to mobile and web-based
interactions (SAS 2017; Yonce et al. 2017). It results in a turbulent, challenging and
fast-changing situation to propose innovations, both in the business model or in
products and services.

One of the most referential emerging technologies that can produce immediate
effect on industrial capabilities, resources, and systems is “Internet of things” (IoT).
As presented by Chui et al. (2010), this technological composition integrates
devices and its integrated services through Internet addresses, provided by Internet
protocol connections. With this simple approach, a new availability of apparatus,
platforms and a level of scheduling, intelligent and autonomous operation and,
moreover, inter-device communication with programmable level of decision, arouse
in the last years, leading to market solutions which are now definitely being
absorbed by customers. Clearly, it is possible to include, in this customer base,
all industrial complexes that can apply IoT to implement robots, auto-driven
vehicles, machines with adaptation techniques (“decision capabilities”) and
inter-communication.

IoT is a new context where projects can be implemented, producing different
production schemes, where human operators can be replaced by machines, in a
new wave of operational tasks substitution, incorporated with a level of
inter-relationship still to be effectively understood by managers and implementors
(Gatautis 2017; Jamil et al. 2018). It is possible to argue that basic business model
components, related to operational efficiency, alternatives, and tactical integration
are immediately affected by the introduction of IoT, signaling a potential change
that will propose an alternative for industrial arrangements and complexes.
Concluding this brief overlook regarding IoT, it is opportune to affirm that its costs
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of implementation fell, in a period of few years, to small amounts of its original
values, enabling not only its standalone usage, but also its implementation in
domestic devices, such as TV sets, air conditioning devices and smartphones.

At this point, oriented mainly by market efforts and facts, a new version of
automated industrial integration, called “Industry 4.0” emerged, announced as the
implementation of automated machinery, Internet of things, consistent flow with
external and internal corporative decision contexts (promoted by the usage of
analytics and big data), association with distributed processing and infrastructural
and supporting elements. In the focus of this chapter, the specific attention is not to
promote a deep comprehension on how these solutions are composed.

Otherwise, potential changes in the business models and the emerging new ones,
which can be elaborated, designed and implemented are facts that will deserve
better attention (Turban et al. 2002; Teece and Linden 2017). This theoretical
background discussion was initially promoted to appreciate how these technolog-
ical context and economy demands motivate the real implementation and their
potential innovation. Along with strong market movements, sectorial leadership
definitions and competitive actions, there is a remarkable market pressure to
innovate and business models are, as developed above, tools and ways to promote
this expected level of innovation.

This way, it is the final proposition of this theoretical review, to understand that
BMs have a straight and dynamic relationship with organizational strategy and they
can also be favored by the introduction of actual advances, producing, potentially,
conditions to innovate. It is not a stable, definite level of conceptual base, as it can
offer to managers and designers new contextual perspectives in which they have
conditions to propose new business models, which, by their way, produce strategic
alternatives for value positioning.

10.2.5 Supporting Concepts

This subsection closes the planned theoretical review, presenting a base of addi-
tional, supporting concepts that will enable better comprehension on aspects of
business model elements and their application.

Organizational structure, according to George and Bock (2011) and Jamil and
Magalhdes (2015), are formal or intuitive perceptions, describing personal and
functional delegations. From previous studies, it is possible to perceive the con-
tinuous presence of hierarchical structure, describing controlling and commanding
levels, also defining instances for communications and decision-making. It is
possible also to understand characteristics of new propositions, like the matrix or
process-oriented details, usually driven by external factors—Ilike customer behavior
changes, market opportunities, functional redistribution, regulatory pressures—
orient their alignment to optimize all its internal processes and interventions, aiming
to maximize the performance and customization levels.
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Another remarkable influence over structure details is originated by project
management works and researches, which proposed a definition that can be com-
prehended as a fusion of hierarchical and process-oriented configurations, called
“projectized” structure. Centered in the personal figure of the project manager—
institutionalized by the efforts of Project Management Institute PMBoK (2013)—
this structure is based on his professional interventions in project planning, exe-
cution and coordination, structuring his leadership among groups, combining a
hierarchy and matrix-oriented works.

Information and knowledge governing are conceptualized as processes designed
to allow the potential evolutive knowledge generation from data (Tuomi 2000;
Jamil and Magalhdes 2015; Jamil and Silva 2016). In the context of this study,
information and knowledge processes can be defined as resources used to propose
new business models, supply market and corporative knowledge to build new
value-offer positionings. Among these cases, it is possible to identify innovation
conception in the core of a possible BM, as those adopted by companies which deal
with “data analysis” and “data science” markets, with great evidence nowadays in
sectors like market research, entertainment, informational services and communi-
cation (Akbar 2003; Setia et al. 2013).

Finally, the strategic alignment can be understood as the contextual fit, from the
highest conceptual level of one specification, to its operational services and pro-
duction, on how a strategy is conceived, planned, executed and followed, enabling
actions like optimization, risk management, fast and consistent market movements
(Chesbrough 2003; Porter 2008; Casadesus-Masanell and Ricart 2010; Massa and
Tucci 2014; Christensen et al. 2016).

This review aimed to detail a fair level of coherence among a complex network
of concepts and aspects that will allow the intended analysis for business models
strategic planning and performance, to be developed in the remaining, to the
intended context of reflections.

10.3 Examining Business Model Propositions
for Industries

An initial attempt to evaluate the immense availability of approach from literature
unavoidably led to works that observe what and how they were planned and what are
the outcome, from one basic focus point, taken, for example, from defined BM
components (Osterwalder and Pigneur 2010; Eisenmann 2014; Ali Mahdi et al. 2015).

This way, the orientation followed by this study is to develop an analysis, which
will attain on components, as defined in the previous theoretical background, and,
in this section, examine classical, innovative (theoretical), and implemented busi-
ness models studied, inherited (as cultural traditional influences) and practiced by
industry leaders and competitors. In the following section, trends or perspectives for
each model are analyzed, proposing a development that can unfold in various
themes for future theoretical and empirical studies.
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BM components adopted for this study, from the conceptualization worked

before, are, basically:

Value Proposition (VP): The context to be negotiated, offered to final customers
and its perception.

Internal structure proposition (IS): The definition of elements, managed with
high degree of independence by a company, from their managerial decisions.
External structure configuration (ES). Description of channels, distributors,
partners, networked cooperative elements and other agents who help planning
and positioning implementations.

Key indicators (KI): Factors, predominantly quantitative (costs, operational
numbers, times measured, etc.) or that result in scales or relative measurement
(customer satisfaction, quality) which can be collected, checked and verified to
be compared, a comprehension on how goals and planned checkpoints are to be
reached.

Some typical occurrences for each one of these components are (based on the

sources already presented in this literature review):

VP: Customer-oriented processes; Product and services lines and its supervision
(i.e., How it is possible to keep your offer valued by customers); value-support
channels (distribution, storage, logistics, etc.) planning; information technology
(“digital” or “digital transformation”) support for customer optimal negotiations;
high-level processes of identifying and classifying customers and oriented
processes; innovation handling principles and some others.

IS: organizational structure; personnel profile details; human resources man-
agement capabilities; decision-making processes; tangible infrastructure
(buildings, accesses, laboratories, workspaces, communication systems, con-
ventional machinery; automated or robotic infrastructure, etc.), linked with
internal intangible support, as motivational activities, satisfaction level of
employees and working personnel, for example.

ES: integrated distribution systems, like logistics planning techniques along with
information technology support; transportation and storage systems, relationship
with suppliers, distributors and commercialization channels; components of a
distributed or shared processing system (as integrated automatized industrial
plants which can be dynamically coordinated and managed with human or
automated intervention), etc.

KI: costs of production (partial and final activities), offer, transportation, storage,
moving, ordering, placement, negotiation, volumes of supply and factors sam-
pled for costs calculation; productivity forecast and compared final values;
time-related variables—physical processes times, intervals, operational, trans-
portation; values of negotiation; customer satisfaction/rejection levels; channel
performances, costs and productivity, as examples.

Recalling that this chapter is proposed for reflections around the main subjects

and with an exploratory approach, these definitions stated for a starting analytical
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approach, can help identify and classify business model experiences and cases, to
be discussed in the following. Both, this briefly defined base and its analysis can
justify and provide demands for further studies which can validate, review, detail,
apply for further detail.

10.4 An Overview of Practical Business Models: Cases
and Analysis

From the categorization defined above, it is possible to produce the intended
reflections of some business models, collected from the literature (see Table 10.1)
and from practical cases, observing it as the design proposed, adopted or, simply,
intuitively implemented by some industrial agents—factories, complexes, sup-
porting facilities, associations and other members or components of these chain
arrangements. For each case listed in the following, those VP, IS, ES, and KI
aspects are to be elaborated to reach those intended reflections around business
models.

It is important to recall from studies that observed how BM concept was
approached in the literature, reported views regarding the original focus, method-
ological approach aid considerations regarding the objectives and results of these

Table 10.1 Collected cases from the literature review

Case

Literature source

Disney Studios

Magretta (2002)

Apple and Tata Motors

Johnson et al. (2008)

Dell, E-Bay, Amazon

Osterwalder and Pigneur
(2010)

Ryanair

Casadesus-Masanell and Ricart
(2010)

TDC and Telmore

Casadesus-Masanell and Ricart
(2010)

Chunghwa Telec. Company

Lee and Ho (2010)

Godrej and Boyce

Eyring et al. (2011)

Tata Motors

Sako (2012)

Nespresso

Matzler et al. (2013)

ICBC (Intl. Commerce Bank of China) and South Africa
Standard Bank

Deloitte and Huawei (2015)

BMW (car and parts manufacturing)

Sachsenhofer (2016)

Boeing

Christensen et al. (2016)

Spain and Portugal tourism initiatives

Anunciagdo and Pefalver
2017)

Intuit

Colvin (2017)

Uber

Casumano (2018)
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studies, reaching definitions considered for this base for reflections. Taking
Osterwalder et al. (2005) as a valid parameter, from this analysis, it is possible to fit
this text as a combination of their second type of research—authors describe
abstractions of BMs relating it to firms’ common characteristics—and the third, also
—authors present a conceptualization from real-world implementations.

Along with a literature review, visits were conducted in industrial complexes and
associated services. These cases included an automated top-level plant of an
automotive industry, a food processing industrial complex, some startup supporting
co-working installations (which promote public and private incubator/accelerator
programs), taken as an opportune, dependent and guided sample, where that initial
level of perception for components was applied and studied, producing the fol-
lowing panorama and corresponding reflections.

As a starting point for analysis, it is opportune to define one additional question
around industrial business models: who was the “author” or “source of demand” to
define what business model was adopted by one organization? It is possible to
understand that, some centuries or decades ago, market leadership could allow
industries to define and position their business models, formatting productive chains
and even imposing some conditions for customers, as they faced restricted offers
and competition, because of technologic, geographical and market conditions. This
way, industries could project or even improvise market arrangements because,
mainly, their control of competitive advantage negotiated.

Nowadays, with the emerging services markets, increase in competition, glob-
alization, economy dynamics, necessity of fast reconfiguration of design, among
other factors, industries had, sometimes, to accept internal and external pressures
when considering their choices, losing the comfortable condition of an isolated and
controlling leadership that characterized some markets and sectors. This question
presents one basic aspect to be added, not as a conceptual definition for BM
adoption itself, but as one external pressure or position factor for industrial com-
plexes, considering the competitive dynamics throughout time, composed in the
following study.

A traditional, hierarchical model for industrial complexes can be found when
companies consider their functional actions with a higher priority level, instead of
customer or market needs, for example. For hierarchical, function-oriented business
models, command and control from “outside the factory” define structures that will
be implemented “inside the factory”. Typically, sectorial standards are adopted and
implemented, in a classical homogeneity effect. VP is usually obtained from
operational efficiency, leading to immediate objective of costs reduction, higher
performance levels and consequent resources positioning. IS element is character-
ized by classical specifications for manufacturing and continuous processes
structures.

As we observe the productive chain, a rigid, structured plan, with low-degree of
flexibility, is usually found, in which times and volumes are set and sought by all
components. A “continuous line” (a predominance of a rigid structure that conducts
the operational level) can be identified and provide overall coordination for
sub-tasks and processes instances. ES is almost a reproduction of the internal
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structure, as the leading organization defines and controls operative adjustments,
serving as the main reference. Centralization is another factor that will probably
emerge, for example, when information and knowledge management are conceived
and held with this controlling/coordination fashion also. As expected, KI will focus
on rigorous quantitative data measurements, serving for immediate control over
production levels and end-customers negotiation. Although related to typically
old-fashioned industrial sector, this conception has a strong cultural contribution,
still with expressive influence in situations of new implementation reaching services
sectors, unexpected risky situations, market uncertainty, pressured associations
from merge and acquisition processes, etc.

As thinking from a historical, traditional point of view, it is undisputable to cite
the business model process-oriented, like the solution remarkably developed by
organizations which aimed to dynamically realign its operational design towards
answering processes demands. Historically, the automotive industrial complex
Toyota is one of the main references, as some companies and economy actors,
ranging from services-oriented (like some e-commerce retailers, as parts of
Amazon, E-bay, among many others) to NGOs, attempted to adapt these principles
(Liker 2004; Deloitte and Huawei 2015). It is a competitive context where some
companies started to face competitive advantage factor, also observing some risky
conditions never experienced before. This alternative, which defines a fast-answer
pressure for industrial players, requires a thorough preparation, as financial control
implementations, human resources preparation and management, automation,
overall control, goal-seeking culture.

Analyzing the conceptual components: VP is the main objective, as the complete
arrangement is made in function of customer, end-process perception. It demands
high-level of value perception by industrial managers and strategic control of the
remaining components, as to provide the fast alignment of them to promote a
productive process orientation towards maximum value answer. Pressures over IS
elements are severe, when fast reorientation of groups and teams structure, appli-
cation of operational and tactical knowledge towards optimal production limits,
efficiency, etc., and their associated control, provided by integrated information
systems and contributive information technology applications, must be imple-
mented to allow the intended dynamism.

It is possible to understand this alternative for a business model like the first type
in which ES elements can eventually format the IS arrangement, when it happens
with the service-oriented models, to be approached in the end of these reflections.
Here, the market strength, competitive facts, regulatory phenomena, technological
advances and changes and, clearly, customer behavior changes, require adaptations,
producing a correspondence between ES components and IS elements, illustrating
how industrial strategies are affected by new competitive implementations. KI
expand those cited in the previous case to encompass quantitative signals, from the
value-aggregation chains, admitting to complete control arrangement performance,
dynamically set goals (in terms of production levels, costs optimization, prof-
itability, products acceptance, etc.).
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It is important to recall, when to seek for industrial best practices, about the
presence of external forces, originated from business model adoption, such this one,
that imposes some conditions, parameters, and strategic demands for industries,
leading to a situation where the industrial sector is a component of the
process-oriented complex, somewhat in an unfavorable condition of being led by
other sectors.

Another opportune trend which provoke business model conception and
implementation is the reorganization towards project management disciplines, the
projectized BM. Efforts of the PMI, documented by the referential Project
Management Body of Knowledge publication (PMBoK 2013), defined an inter-
esting level of understanding about projects specification and managerial efforts,
works and communications, reaching structures, factors such as performance
administration and, mainly, human resources definition. This solid conceptual
framework defined stances where several companies that relate strictly to industrial
complexes were proposed. These players act in sectors like civil construction, traffic
coordination, capital goods supplying, implemented their specifications considering
“project” as the focus element and fundamental concept.

The following analysis for components does not have the objective on
approaching project coordination itself. Otherwise, it attempts, like the previous
analysis, to reflect about components when thinking about projects and project
governing principles. VP is highly related to the project consequences, relating its
definition processes—such scheduling, costs forecast, human resources perfor-
mances supervision—to the levels obtained.

Perception of values being reached, answering the quality levels of maturity
(Prado and Archibald 2009) and producing the expected results for final users,
constitute main compositions for value positioning. Specifications for project
demanded resources map, almost completely, the internal structure, IS. Along the
definitions of “knowledge areas” and “project management processes”, defined by
PMBoK (2013), it is possible to understand several elements of IS definitions,
which may be detailed in the organization’s business model, aligning it to this
conceptual understanding. Almost the same occurs with the ES elements, added by
the disruptive context of innovative technologies to be applied, such as Internet of
Things (Chui et al. 2010), studied before. Finally, KI component is expressively
defined by the main framework conceptualization and remaining conceptual and
practical compositions, which implement project coordination activity.

Considering quality as one of the main objectives in these tasks, precise mea-
surement of all quantitative items of a project conception, planning, execution and
final monitoring (for example, the usage of a construction, delivered for its normal
operation) are among the quantitative indicators that must be addressed in its
design. This reflection also shows how a business model is affected and pressured
by external conditions and processes, when it happened with the process-oriented
type and is observed for the next cases.

An interesting alternative, with intense discussion is a general model which can
be identified as platforms. This alternative can be considered from fundamentals of
some different areas, as industrial management, production engineering and
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information technology. It generally describes a basic assembly context where
components and parts are dynamically mounted, installed or logically configured,
aiming to differ the final goal. It can be considered, taking the managerial principal
outcome, as a business model derived from the process-oriented, but with the
addition of component change, adaptation of parts of the business model, which is a
dynamic associated with fast-moving industries and its partners of the productive
and value-aggregation chain.

Gatautis (2017) showed how the concept platform evolved in the last years,
mainly affected by the perspectives of digital transformation, which are found in
information technology-based platforms, offered by companies like Google,
Amazon, Microsoft, Apple, among many others. In this approach, those platforms
are considered as one opportune type, but it is proposed an advance towards an
industrial integration (and perspectives of componentization) where its components
—machinery, administration, controls, etc—are to be changed in a way similar to
“Lego” components, with objective to dynamize processes and actions oriented to
market opportunities.

Analyzing the BM components: VP analysis shows the connection of external
scenario comprehension (potentially provided by information and knowledge
management support from information systems—Nonaka and Takeuchi (1995) and
Jamil and Silva (2016)—producing knowledge-based conditions) to business
modularity expertise as the most attractive aspect to obtain the desired value
positioning adaptability. This must be intensively related to ES, when the
value-aggregation chain must show the desired transparency, effective connection,
knowledge and information capabilities to admit such fast-moving plans and
actions.

For IS elements, it is important that “Lego” oriented connections must prevail, as
process input/output specifications, with predicted figures, data collection, and
deliveries, permitting one specific planning component to be changed with com-
plete support of management view. Indicators context, KI, shall inform precisely
changing-time-related impacts, results and allow the follow-up about the new chain
configuration. Platforms, although a well-known alternative, are gaining consis-
tence as networks can now be scheduled, connected, and changed with technology
support and cultural acceptance, becoming more accepted.

Finally, the service-oriented trend is transforming in a real pressure over
industrial complexes, as the productive chain, sometimes, is gaining a different,
competitive aspect that shows services leading these network relations. It is
important to note that some decades ago, services were complementary strategic
value increment options, when, for example, commercial organizations usually
were driven by industrial manufacturers to offer value for final customers, in cases
such automotive or electrical apparatus.

For example, marketplaces business models, or the “Uber-like” configurations
are driving some plans and actions of automotive industries, not only the car
manufacturing, but also with important strategic services, like maintenance, product
line update and redesign, among several others. Is important to mention, to rein-
force this notion, investments done by leading automotive manufacturers on buying
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or controlling car-sharing services—like the BMW investment in DriveNow and
Daimler in Car2Go, which are now merging the operation and value positioning at
customer-level (Bloomberg 2018). These signals are reinforced by the worries, in
some countries, of “des-industrialization”, in which national economies are more
influenced by services sectors (Bresser-Pereira 2008; Oreiro and Feijo 2010; Cano
2012). Interestingly, business models like marketplaces, signature-frequent
demand, pay as you serve or use, scarcity consumption, pay in advance and ser-
vice-to-product (this last one being a strong evidence of service dominance)—
Mullins (2014)—are, nowadays, becoming increasingly adopted by final customers
for their usual needs, as buying food, transportation (even international), finance
negotiations, goods purchasing, among many others.

The analysis of business model components is, at this moment, too superficial, as
strategic and market movements are still turbulent, leading to a situation where
reached analytical method reached through literature review must be applied in
following studies, even to understand its sufficiency on really addressing the evi-
dences from these remarkable and huge actions.

Business model alternatives continue to be proposed, associated and practiced by
market agents. With the Economy advances, flexibility and dynamics, faced
recently, analytical methods for research, planning, and coherent implementation of
business models become the most critical tool for professionals involved in deci-
sions towards BM real implementations.

10.5 Conclusions

This chapter proposition was to approach an opportune topic which demands severe
thinking about industrial organizations nowadays: Business models. For these
initial studies, some reflections, supported by an analytical support developed from
theoretical review was conducted, observing some of the most typical market al-
ternatives adopted so far. As competition evolves, in one undeniable signal of
economy development, business models are still on study, planning, adaptations,
turbulent implementations showing a requisite for market actions, substantially
affected by strategic results that must be comprehended by any scholar and
practitioner.

For this purpose, the proposition was stated, followed by a literature review
around the main topic—business models—and its associated analysis to essential
related concepts—with specific approach of strategic and tactical implications—and
supporting contextual items, that provide structures and tools to implement business
model in real cases. Following, an analytical proposition, constituted by four main
aspects or elements—Value Proposition (VP), External structures (ES), Internal
structures (IS) and Key indicators (KI)—was discussed and superficially applied on
some market-adopted choices, to produce the desired level of reflexive thoughts,
motivating a basic comprehension on BM planning and application.
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It is possible to understand business model importance in nowadays competitive
scenarios and industrial complexes face another tough front of strategic pressures,
even reaching a fast-changing picture where services sectors are forcing reviews for
industrial alternatives. This chapter intended to bring some light to these researches
and discussions, proposing an initial theoretical framework which allows to develop
analytical methods to support further conceptions and practices.

For further studies, among several perspectives, detailed case study analysis
(although already explored in the literature, follow-ups always can provide more
detail on business model practical implementations), key success factors on busi-
ness models adoptions, exploration around VP, ES, IS, and KI internal aspects to
evaluate their details and relate it to results from practical BM applications are
among important alternatives.

This chapter has the potential on contributing to these and studies to approach
business model real importance for strategic decision-making for industries and
their related value-aggregation partners.
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