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 BM research field is characterised by a vvariety of different concept. 

 An overall theory to explain the phenomenon of business models is still missing.

 A burgeoning unit of analysis in management research albeit the lacking unifying perspective (Foss & 
Saebi, 2015 ).

 The concept of BM is not exclusive to one single functional research discipline,  such as organizational 
behaviour, strategy, innovation management, and marketing, and will probably remain a boundary-
spanning element in research, leading to theoretical heterogeneity and diversity. (Gassmann et al., 
2016). Hence,  
 Diverse ontological positioning;
 Competing schools and views;
 Overall scepticism of the concept among scholars. 

SOME ISSUES RELATED TO BUSINESS MODEL 
RESEARCH
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 A holistic picture of the business (Zott, Amit, & Massa, 2010 ) that explains how the focal 
firm creates and captures value for itself and its various stakeholders within this ecosystem.

 A business by taking into account different components and putting them together as a 
whole (e.g. Chesbrough & Rosenbloom, 2002; Magretta, 2002; Demil & Lecocq, 2010).

 Scholars agree on value proposition, value creation, and value capture (e.g. Doganova & 
Eyquem-Renault, 2009 ; Teece, 2010).

 Many acknowledge that the business model is a key source of competitive advantage 
(e.g. Baden-Fuller & Morgan, 2010; Chesbrough, 2007), facilitates first-mover advantages 
(Markides & Sosa, 2013 ), and may affect firm performance (Afuah, 2004; Afuah & Tucci, 
2001 ).

SHARED NOTIONS ON THE TOPIC



1. Activity System School (IESE Business School and Wharton School of the University of Pennsylvania): A 
business model is a set of interdependent activities spanning firm

boundaries

2. Process School (IAE Business School): A business model is a dynamic process of balancing revenue, costs, 
organization, and value

3. Cognitive School (Cass Business School): A business model is a ‘model’ or the ‘logic’ of how firms do 
business

4. Technology-Driven School (University of California, Berkeley): A business model is a way to commercialize 
novel technology

5. Strategic Choice School (Harvard Business School): A business model is a result of strategic choices 

6. Recombination School (University of St. Gallen): A business model is a recombination of patterns for 
answering the who–what–how–why questions of a business. 

7. Duality School (London Business School): A business model does coexist with competing business models 
and requires ambidextrous thinking

8. Entrepreneurship

INFLUENTIAL BM SCHOOLS 

Source: Adapted and elaborated from Gassman et al 2016 
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 A business model is a set of interdependent activities spanning firm boundaries. 

 It is ‘structure, content and governance of transactions’ (Zott & Amit, 2008, 2010). 

 Content refers to the selection of activities that are performed to deliver the value 
proposition. 

 The structure of an activity system refers to how these activities are delivered and 
interlinked, that is, how the required capabilities, activities, and processes add up to 
deliver and distribute the value proposition. This dimension thus primarily refers to the 
organization and architecture of the value chain activities. 

 The  governance defines who performs which activities.

1. ACTIVITY SYSTEM PERSPECTIVE



ACTIVITY SYSTEM PERSPECTIVE DEPICTED

Source: Gassmann et al., 2016



Источник: Климанов, Д., 2016. 
«Маркетинговый Подход к
анализу бизнес-моделей». 
Диссертация НИУ ВШЭ

ПРИМЕР ПОДХОДА К ИССЛЕДОВАНИЮ БИЗНЕС МОДЕЛЕЙ С
ПОЗИЦИИ ACTIVITY SYSTEM
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 A business models represents the material exchange relationships between traditional elements within 
the firm and those outside as well as their collective cognitive representation on ”how business works” 
(Doz and Kosonen, 2010; Aversa et al., 2015; Baden-Fuller and Mangematin, 2013; Martins et al., 2015). 

 Interpreting business models as both abstract ideal types and story-telling constructs. In this context, 
business models may serve as imitable blueprints for managers. 

 Firm can be studied to analyse a genre of firms, as firms share certain similarities.

 Generic kinds of behaviour can be traced to simplify the analysis (named scale models), and role 
models—that is, something to be copied–can be identified. 

 Business models as results of recipes: practical models of technology that are ready not only for 
copying but also for variation and innovation. The ingredients of those recipes would be resources, 
capabilities, products, customers, technologies, markets, and so on.

3. COGNITIVE PERSPECTIVE



EXAMPLE OF APPLICATION IN RESEARCH

Source: Bidman & Knab, 2016. “The three roles of business models in societal 
transitions: new linkages between business model and transition research”, 
Graphic: adapted from Geels and Schot (2007:401). 

Business models as intermediates between the technological niche and the 
socio-technical regime:

Research Question: How do organizations’ shared cognitive 
representations on how business works interact with transition dynamics? 

Method and Data Sources: Conceptual paper incl. illustrative cases

The research systematically integrates existing knowledge on business models 
into the well-established multi-level perspective on socio-technical transitions 
and identifies three roles of business models and their respective impact on 
transition dynamics: (1) As part of the socio-technical regime, existing business 
models hamper transitions by reinforcing the current system’s stability, (2) as 
intermediates between the technological niche and the socio-technical 
regime, business models drive transitions by facilitating the stabilization process 
of technological innovation and its breakthrough from niche to regime level, 
and (3) as non-technological niche innovation, novel business models drive 
transitions by building up a substantial part of a new regime without relying on 
technological innovation. 
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 Business models are results of strategic decisions. 

 Once a business model is employed, a firm makes tactical decisions within the well-
defined rules of play constrained by the chosen business model. 

 The strategic choice school also finds that business models may serve as blueprints 
and are subjects for imitation.

5. STRATEGIC CHOICE PERSPECTIVE



PERSPECTIVE ON BM, STRATEGIC CHOICE 
SCHOOL 

Source: Gassmann et al., 2016, adapted from from Casadesus-Masanell and Ricart (2010) 



Freemium Business Model and tactics of online digital firms

EXAMPLE OF APPLICATION IN RESEARCH

Source:  Holm 2017 “Freemium strategies and tactics for online digital firms “
Holm & Günzel-Jensen, 2017 “Succeeding with freemium: Strategies for 
implementation” (forthcoming). 

The purpose of this article is explain the success of 
freemium firms from a strategic point of view. Based on 
the findings, the paper categorizes and describes the 
strategy and a set of common tactics that enable and 
support a freemium business model execution in an 
online digital business. The common denominator for all 
case companies is the constant build-up and 
maintenance of a user base that can in turn support 
further innovation and market expansion. The article 
contributes to the research stream on business model 
development of online digital companies and extends 
the current understanding of the freemium business 
model logic. The presented research is however limited to 
digital companies applying successfully a freemium 
business model by offering their products and services 
online. 

Figure: Business model elements and tactics of online digital firms
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6. RECOMBINATION SCHOOL

The cornerstones of business models are answers to the following four 
questions: 

1. Who? I.e. answers the question ‘Who is the customer?’ (Magretta, 2002).

2. What? Describes what is offered to the customer, i.e. what the customer values or the value 
proposition (Teece, 2010).

3. How? Processes and activities to build and distribute the value proposition. 

4. Why? Why does the business model generate profit or, more generally, value? This 
dimension explains why the business model is financially viable, i.e. the revenue model.



THE ‘MAGIC TRIANGLE’ OF THE 
RECOMBINATION SCHOOL

Source: Gassmann et al., 2016



FRAMEWORKS SIMILAR TO RECOMBINATION 
SCHOOL – EXAMPLES FROM RESEARCH

“…. In the recent literature, technological modularity has often been 
intertwined with business model innovation, and scholarship has started 
investigating how modularity in technology affects changes in business 
models, both at the cognitive and activity system levels. Yet we still lack a 
theoretical definition of  what modularity is in the business model domain…. 
We introduce the basic operations of business modelling via modular 
operators adapted from the technological modularity domain, using iconic 
examples to develop an analogical reasoning between modularity in 
technology and in business models….  “

Aversa, P., Haefliger, S., Rossi, A., & Baden-Fuller, C. (2015). From business model to business modeling: Modularity and manipulation. Advances in 
Strategic Management, 151-185.



Holm, A. B. (2013). Discontinuities in business model innovation of the Danish newspaper industry. Paper presented at the XIV April International 
Academic Conference on Economic and Social Development, Moscow, Russia.

Disruptive Changes in Newspapers’ Business Models 

  Value proposition Value creation 

    • The offer of “free” content, and as a 
consequence the execution of a “free” 
business model; 

• New types of content, genres and media 
types and media convergence; 

• Support of the overall brand, not the 
printed newspaper per se; 

• New, specialized, niche online products 
and apps for the web, smart phones and 
tablet computers. 

• New organisational structures for producing 
and publishing content on printed and digital 
platforms; 

• New IT resources required; 
• Need for journalists and communication 

workers with new skills; 
• New key partnerships with information and 

communication technology (ICT) companies. 
 

  Value delivery Value Capture 

    • Fragmentation of the reader segment; 
• New multiple business-to-business 

customers;  
• Multiple delivery channels instead of one, 

i.e. the printed newspaper; 
• Lost ownership of delivery channels and 

distribution of content through third-party 
channels. 

• Increased unit costs of printed newspapers;  
• Changes in the revenue structure; 
• Continuous experimentation with pricing of 

digital products; 
• Dependence on revenues from non-core 

activities. 
 

 

The 4V Framework 

FRAMEWORKS SIMILAR TO RECOMBINATION 
SCHOOL – EXAMPLES FROM RESEARCH (CONT.)

Value proposition Value creation

Value offering – firm’s bundle 
of products and their 
characteristics (e.g., product or 
service, brand, novelty, etc.

Arrangements of resources, 
competencies, activities, 
processes and partnerships with 
other firms to create and 
deliver the value offering.

Value delivery Value capture
Segments of customers to 
whom the firm offers the value 
offering, the various means and 
channels to reach the segments, 
and the firm establishes 
relationships with the 
segments.

Monetisation – the way the 
company makes money from 
the value offering through a 
variety of revenue flows and 
their overall profitability (i.e., 
revenue model and cost 
structure). 
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BUSINESS MODEL ONTOLOGY / BUSINESS MODEL 
CANVAS (ENTREPRENEURSHIP PERPSECTIVE) 

Source: Fritscher, B., & Pigneur, Y. (2010). Supporting business model modelling: A compromise between creativity  
and constraints. Paper presented at the TAMODIA 2009, Brussels, Belgium.



BUSINESS MODELS REPRESNETATIONS - DIFFERENT LEVELS OF 
ABSTRACTION

Source: Massa, Lorenzo, and Christopher 
L. Tucci. "Business Model Innovation." 
Oxford University Press, 2013



AARHUS UNIVERSITY
ASSOCIATE PROFESSOR, PHD 20 DECEMBER 2016

ANNA B. HOLM


GUEST LECTURE HSE

REFERENCES 

 Aversa, P., Furnari, S., Haefliger, S., (2015). Business model configurations and performance: A qualitative 
comparative analysis in Formula One racing, 2005-2013. Industrial and Corporate Change, 24, 655-676.

 Aversa, P., Haefliger, S., Rossi, A., & Baden-Fuller, C. (2015). From business model to business modeling: 
Modularity and manipulation. Advances in Strategic Management, 151-185.

 Afuah, A. (2004). Business models: A strategic management approach . Boston: McGraw-Hill.
 Afuah, A., & Tucci, C. L. (2001). Internet business models and strategies . Boston: McGraw-Hill International 

Editions.
 Amit, R., & Zott, C. (2001). Value creation in e-business. Strategic Management Journal, 22 , 493–520.
 Baden-Fuller, C., & Morgan, M. S. (2010). Business models as models. Long Range Planning, 43 (2–3), 156–171.
 Chesbrough, H. (2007). Business model innovation: It’s not just about technology anymore. Strategy & Leadership, 

35 (6), 12–17.
 Chesbrough, H., & Rosenbloom, R. S. (2002). The role of the business model in capturing value from innovation: 

Evidence from Xerox Corporation’s technology spin-off companies. Industrial and Corporate Change, 11 (3), 
529–555.



AARHUS UNIVERSITY
ASSOCIATE PROFESSOR, PHD 20 DECEMBER 2016

ANNA B. HOLM


GUEST LECTURE HSE

REFERENCES CONT. 

 Demil, B., & Lecocq, X. (2010). Business model evolution: In search of dynamic consistency. Long Range Planning, 43 (2–3), 
227–246.

 Doganova, L., & Eyquem-Renault, M. (2009). What do business models do? Innovation devices in technology 
entrepreneurship. Research Policy, 38 (10), 1559–1570. 

 Foss, N. J., & Saebi, T. (2015). Business models and business model innovation. In N. J. Foss & T. Saebi (Eds.), Business model 
innovation – The organizational dimension (pp. 1–23). Oxford: Oxford University Press Inc. 

 Gassmann et al., (2016). Exploring the Field of Business Model Innovation,
 Holm, A. B. (2013). Discontinuities in business model innovation of the Danish newspaper industry. Paper presented at the 

XIV April International Academic Conference on Economic and Social Development, Moscow, Russia.
 Markides, C., & Sosa, L. (2013). Pioneering and first Berlin advantages: The importance of business models. Long Range 

Planning, 46 (4–5), 325–334. 
 Massa, L., & Tucci, C. L. (2013). Business model innovation. In M. Dodgson, D. Gann & N. Phillips (Eds.), The Oxford Handbook 

of Innovation Management (pp. 420-441). Oxford, UK: Oxford University Press.
 Zott, C., Amit, R., & Massa, L. (2010, September). The business model: Theoretical roots, recent developments, and future 

esearch. IESE Research Papers , 3 , 45.



 AARHUS UNIVERSITY


	Current directions in business model research
	Динамика публикаций по проблематике БМ в российских и зарубежных журналах
	Some issues related to business model research
	Shared notions on the topic
	Influential BM schools 
	1. Activity System Perspective
	Activity system perspective depicted
	Slide Number 8
	3. Cognitive perspective 
	EXAMPLE OF APPLICATION IN RESEARCH
	5. Strategic choice perspective
	Perspective on BM, strategic choice school 
	Slide Number 13
	6. Recombination School
	The ‘Magic Triangle’ of the recombination school
	Slide Number 16
	Slide Number 17
	Business model ontology / Business Model Canvas (Entrepreneurship Perpsective) 
	BUSINESS MODELS REPRESNETATIONS - DIFFERENT LEVELS OF ABSTRACTION
	References 
	References cont. 
	Slide Number 22

