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Abstract 

The research presented here is dedicated to the contextual dependence of a business model 

assumed by an IT company. A business model may articulate the value of a specific technology, 

while the technology as such cannot generate value. This study starts with presenting a review of 

current understanding of the business model as such. This gives rise to the formulation of a pre-

understanding suggesting that any business model should be dependent on its context, for its 

structure and functioning. This pre-understanding was tested empirically by a study of three IT 

companies. The key result suggests that the conception of a company’s business model may be 

made fruitfully in relation to the industry’s lifecycle stage. A second finding suggests that there 

seems to be a co-evolution of the business model and the information infrastructure that 

underlies and enables such a business model. The study contributes to the cross-disciplinary 

research by revealing relations between information technologies, business models and 

organizational life cycle. The outcomes of the research may help practitioners to analyze the 

company’s business and make better decisions. 

 

Keywords: Business Models, Business Model Components, Contextual Use, Information 

Technologies, Organizational Life Cycle 
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1 Introduction 

Currently the world economy is going through significant changes, which creates a need for 

alterations in the management strategy of today’s companies. Rapid technological development 

may be the cause of these dramatic changes. The economy has shifted from tangible to 

information products and services (Sharma, 2000). So it became necessary to embrace 

technologies in a new cover to keep gaining profit from them.  

While the world economy is changing, a new business model concept has emerged recently. 

Thus, researchers and practitioners, spend a lot of effort toward the development of that concept. 

A clear definition is the base of any concept. However, the common definition of a business 

model has not been accepted by the business community yet (Shafer, Smith and Linder, 2005). 

Business model is a fashionable phrase, but not every executive manager understands the 

meaning (ibid., p.200). Results of personal conversations
1
 with top managers from different 

industries show that some were confused with the allocation of the business model from other 

business aspects. Therefore, company’s managers need to understand the definition clearly – 

including the components, their relationship with other business aspects and technologies – to 

use business models. If the business model is not understood this leads to problems, for instance, 

making inconsistent decisions in the future (ibid., p.204). 

A business model is a coherent framework that links technology and economical value creation 

(Chesbrough and Rosenbloom, 2002). It also defines the logic behind the company. The 

literature shows that a lot of business model notions were developed. A notion is a set of 

components and the relations between them. Some researchers developed notions based on 

existing ideas; others tried to invent new ones. For example, Petrovic, Kittl and Teksten (2001) 

modified existing business models. While Al-Debei and Avison (2010) serve as an example of 

newly invented business models.  They reviewed existing business model definitions and then 

created a framework of a business model concept based on the review.  

Every company uses a business model. Some do that explicitly, others – implicitly (Teece, 

2010). In the past, the technological development was based on commercial need, nowadays it is 

the opposite: technological development triggers new commercial opportunities (Gambardella 

and McGahan, 2010). The same ideas can be represented by different business models 

(Chesbrough, 2010). Success of the technological implementation does not depend only on the 

used technologies. For example, choice of an appropriate business model plays a significant role. 

According to Teece (2010), companies cannot get value from innovations without a well-defined 

business model. 

Several researchers attempt to view business models in different contexts. Weiller and Neely 

(2013) study business models in an inter-industry, so called ecosystems context. Hedman and 

Kalling (2001) studied business models considering longitudinal and process-oriented 

dimensions. Hedman and Kalling (2001) mentioned that business operations (including business 

models) are usually viewed in terms of evolution and life cycle. In those studies, however, 

business models were affected implicitly, as part of a business concept. Some researchers view 

business models as a tool for transformation or start-ups (e.g. Blank and Dorf, 2012). According 

                                                           
1
 Conversations during visiting companies in the scope of summer course “Swedish Orientation for International 

Students” in Kalmar komunn. 
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to Blank and Dorf (2012) start-ups are emerging companies that are seeking business models. 

Meanwhile the literature does not provide a coherent analysis of a business model during a 

company’s evolution. Every company needs to have some points to stop and revise its 

achievements, goals, and business in general. Such an approach is covered by the organizational 

life cycle theory. In this case, business models are used as tools for analysis in certain stop-

points. My research focuses on the creation of the explicit holistic picture of a business model 

used in the context of an organizational life cycle. 

The need for reviewing business models with technologies is caused by a decline in traditional 

businesses. Some examples of decline can be found in the Swedish radio and TV company, 

Radiotjänst, and the Swedish post office. Nowadays people use different technology for 

communication, so the post office is seeing a decline in revenue. Thus, obviously there is a need 

for change in their business model. With the wide spread use of the Internet, citizens have the 

ability to receive radio and television signals by using laptops, tablets, and other devices. This is 

why, in February of 2013, Radiotjänst adopted a new payment system, which considers laptops 

and tablets as new receivers (Radiotjänst, 2013). Before that, people paid only if they had a 

traditional TV or radio receiver. This is a good example of how the business model can be 

adjusted to emerging new technologies. Such solutions, however, often come with a number of 

other problems. For instance, it is not clear how international students, – who stay for half a year 

in Sweden, – need to be treated. This shows that business models should not be created 

independently of environment. 

In information technological (IT) companies, the situation is a different one. Companies that 

develop and maintain information systems, and perform a wide range of support activities are IT 

companies. Trimi and Berbegal-Mirabent (2012, p.450) used the concept of technology-based 

entrepreneurs, “those that turn inventions and high-tech concepts into viable businesses”. IT 

companies may be viewed as a special case of technology-based entrepreneurs. Such companies 

operate in uncertain and dynamic environments (ibid.). So they need to have a tool to analyze 

different factors. A business model may act as that tool, because features concerning products 

and operations are embedded in the business model (ibid.). Kimble and Bourdon (2013) noticed 

that breakthroughs of the market are based on innovations in the technologies as well as in the 

business models. For instance, Amazon, Dell, and eBay’s business models are simple but 

supported by complex information systems (ibid., p.67). Companies may develop the same 

technical solutions, but not every company will get the significant part of the market. For 

instance, Apple, is the leader in digital media players, but was not the first one to develop them 

(Johnson, Christensen and Kagermann, 2008). Diamond Multimedia and Best Data did that 

earlier (ibid.). The success of Apple is explained by linking hardware and software in one 

coherent business model (ibid.). These examples show the important role of the business model 

and technologies in the company’s development. 
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1.1 Purpose Statement and Research Questions 

The purpose of this study is to introduce a contextual approach to the analysis of business model 

in IT companies.  

The research questions for the present study: 

 How to define business models in terms of evolutionary context? 

 What is the contribution of information technologies to business model concept? 

 

The reason for choosing the mixed method strategy is to get a fuller and consistent understanding 

of the studying phenomenon. The results of the research will enhance understanding of the 

business model concept and define the relations between business models and information 

technologies. 

 

 

1.2 Contribution 

The study contributes to the theory by the verification of the pre-understanding about contextual 

dependency of business models. The research reveals the relationship between information 

technologies and business model components. A minor contribution is the comparison of 

business model notions.   

Also, the study contributes to the practice of decision makers by providing recommendations on 

ways for conducting analysis of business models in the context of organizational maturity. It 

provides recommendations for the development of information infrastructure consistently with 

business model and organization development.   

 

1.3 Scope and Limitations 

The study is dedicated to the broad field of business models. The research focuses on business 

model components. The study is conducted in IT companies. Such companies both produce 

information technological solutions and use information technologies. So the results cannot be 

generalized to other industries. The empirical study is conducted in three companies: two 

Russian and one Swedish. The business languages are different, even if everyone speaks English. 

I started studying business models in Sweden. During interviews with employees from the 

Swedish company we used the same terms. Difficulties have arisen during the empirical study in 

Russian companies. The working language was Russian but it was difficult to associate terms 

with English ones.  

Other limitations are connected to the usage of theory. I used traditional industry and product life 

cycle theory, but there are several different life cycle models. For instance, the Capability 

Maturity Model (CMM) which was developed specially for IT companies. My choice is justified 

by simplicity. The names of stages are clear even for people without pre-knowledge. However, 
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the traditional one is criticized because of issues with stage identifications, boundaries, and 

isolations of stages (Cao and Folan, 2012). 

The study covers three stages of an organizational life cycle (emerging, growth and mature). The 

declining stage was skipped. At that stage companies make a back-up to previous stages and 

continue the struggle for the survival or discontinue the existence as the separate structure 

(Milner, 1999). The question about the company getting back to the previous stages is related to 

change management discipline which is not in the scope of the current research. 

 

1.4 Justifications 

Today more and more companies build their businesses around information technologies. It is 

difficult to imagine a financially successful company without computers and networks (Rappa, 

2004). They are an integral part of the business process (ibid.). In the current research, I will 

study the relations between business models and information technologies in companies which 

develop those technologies. The business model of IT companies cannot be viewed separately of 

technologies because they are an integral part of a company’s business. However, to be able to 

study that, the gaps in basic definitions and concepts need to be understood.  

The literature defines the following gaps in business model research. Pateli and Giaglis (2004) 

highlight the need for business model conceptualization. Haftor and Kajtazi (2012) mention the 

need of examining business model configurations. Currently, there are a lot of business model 

notions, so the researchers need to focus on standardization of that concept. There are only a few 

studies, which try to examine and compare existing notions. Gunzel and Wilker (2012) mention 

that there are only few studies of business model evolution. Most studies are meant to review the 

business model evolution only at an emerging stage (e.g. Blank, 2006). 

Business models make a significant contribution to the achievement of organizational goals 

(Afuah and Tucci, 2003). They reveal the logic of how companies create, deliver value, and what 

they get in return. Companies need to understand their business logic clearly to maximize their 

profit. Business models play a significant role in sustainability. Design and adaptation of new 

business models in a fast moving environment retains company’s competitiveness (Weiller and 

Neely, 2013). For instance, Ryanair rescued their business from decline by changing the business 

model (Nielsen, 2010; Ryanair, 2013). Numerous benefits can be listed but the problem lies in 

the absence of a common understanding of the business model concept. 

Decision makers can be scared or confused by a variety of definitions and notions when they try 

to use business models. This may lead to avoidance of the business model concept or time 

wasted on studies. A clearly defined scope of the business model concept and contextual 

recommendations may prevent mentioned problems. 

Sustainability of the business model requires analysis in terms of internal and external 

environment (Morris, Schindehutte and Allen, 2005). Business models are evolving together 

with companies (ibid., p.8). They go through life cycle stages like companies do. According to 

Latfullina and Gromova (2004) the company’s effectiveness depends on managers’ 

understanding and consideration of organizational life cycle during the decision-making process. 
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The company’s development in the conformity with an organizational life cycle is one of the 

methods for adaptation of the environmental factors (ibid.).   

 

 

1.5 Disposition 

The sections are organized in the following manner. Section one gives a general overview of the 

problem and research. Section two presents a business model formulation. It starts from the 

literature overview about business models. In addition, it introduces the industry and product life 

cycle theory which is used in the current research. The results of a quantitative study are 

presented in that section. The chapter is concluded by the description of prejudice about the 

business model contextual use. Section three contains descriptions of methods for conducting the 

research. Section four presents the results of the analysis: verification of the stage of every 

company in the organizational life cycle, descriptions of companies’ business models, and the 

role of information technologies. The sub-section, Findings, contains answers on research 

questions and a summarization of the findings.  Section five discusses the findings and contains 

the discussion about the strengths and limitations of the study. Also, it presents the discussion of 

the research findings. Section six provides overall conclusions and recommendations for the 

future research. 
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2 Business Model Formulation 

In this chapter, I present a formulation of the business model contextual usage. First, I introduce 

the understanding of the business model concept which I applied to my study. Then I present a 

literature review of the business model notions starting from the general overview. Next, I 

present a comparison of the business model notions by using the unified framework of the 

business model concept (Al-Debei and Avison, 2010). The framework for the comparison is 

defined before its usage. After showing gaps in previous research, I introduce the industry and 

product life cycle theory as applied to organizations. The practical reason behind the presentation 

of the results from the initial survey is in this section. Such disposition allows formulation of the 

pre-understanding after the literature review and before the principal empirical study. However, 

the methodological characteristics are presented later with the methodological characteristics of 

the second part to prevent from breaking the consistency of the methods section. The section 

ends with the formulation of a pre-understanding about contextual use of business models.  

2.1 Business Model Concept 

The search in the Google Scholar and university databases shows that publications about 

business models started in the end of the 90’s. The term business model became commonly used 

during the Internet era (Sahut, Hikkerova and Khalfallah, 2013). At that time, stakeholders 

believed that the success of the company was totally provided by a Web-based business model 

(Magretta, 2002). However, later years showed that having a business model is not enough.  

I start the review of business model research from a business model definition. Currently, one 

common definition is not accepted. Al-Debei and Avison (2010) summarized 22 descriptions of 

business models in their work. Different words lie in the base of definitions: architecture, design, 

model, logic, framework, description, conceptualization, strategy, means, ways, tools, and 

method. Also, they are differentiated by the level of details and relations between business 

aspects. Some definitions focus on internal relations, other – on external. I created my own 

definition based on the extensive literature review about business model definitions (I do not 

present a literature overview of business model definitions, because this chapter focuses on the 

review of business model components). The definition is as follows: 

 Business model is the description of organizational business logic, which defines creation, 

configuration, and delivery of value to gain profit, by organizational strategy 

Business logic is a set of rules and principles that underlie the company’s operation. 

Organizational strategy is a way in which organization defines itself, sets direction, focuses 

effort, coordinates activities, and provides consistency (Mintzberg, 1987). 

In my definition of a business model, the value is a central concept. Such presentation is 

consistent with Al-Debei and Avison (2010) understanding of the business model concept. My 

definition shows why we need a business model and it defines boundaries of the business model 

concept by revealing the relationship to the organizational strategy. The proposed definition 

underlies this study. 
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2.1.1 Business Model vs. Strategy, Business Processes and ICT 

Another unclear aspect is the relationship between business model and organizational strategy, 

business processes, and information and communication technologies (ICT).  

Magretta (2002) claims that strategy is more about a company’s differentiation, when a business 

model defines the way of fitting different parts of business together. Osterwalder, Pigneur and 

Tucci (2005) present business models as integrators in the triangular business strategy, 

organizational business and ICT. The change in one of the concepts: business model, 

organizational strategy or information technologies may drive changes in others. Morris, 

Shirokova and Shatalov (2013) present the strategy as a component of the business model 

(strategy model), which embraces source of market differentiation and growth model. Al-Debei 

and Avison (2010) claim that business models fulfill the gap between organizational strategy and 

business processes, which appeared in the new digital economy. Shafer, Smith and Linder (2005) 

define the business model as a realization of strategic choice.  

Organizational strategy defines a general direction of the company’s business which guides their 

business model. The business model provides the clarification, and realization of the strategy. 

Organizational strategy can be implemented by a few business models. Also, business models 

have some relations to business processes. A business process is a set of specific activities, in 

which outputs are used by internal or external customers (Ward and Peppard, 2002). Business 

processes realize business models. 

Figure 2.1 shows relations between business models and other concepts. The three main business 

concepts are an organizational strategy, a business model, and business processes. These are 

included in the figure. A right vertical arrow shows that the way from organizational strategy to 

business processes is a transition from general to particular. The level of uncertainty is reduced 

from top to bottom. Strategic choice is presented together with business model to show that the 

business model is guided by strategy. Business model is shown together with ICT (in two cases) 

and without (in the middle). I tried to show that different companies rely on ICT in various ways. 

If ICT is the core business, it takes a position in the business model. ICT is presented together 

with business processes because it supports the business processes. 

 
Figure 2.1. Relations between business models and other business concepts 
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2.2 Business Model Notions Overview 

A business model notion is a conceptual framework which defines the components and relations 

between them. Despite the fact that there are several studies which focus on business model 

notions, there is no commonly accepted one. Table 2.1 summarizes ten business model notions.  

Business models differ by number of components, level of details, goals, and boundaries of the 

concept. Mahadevan’s (2000) notion has only three components, when Applegate’s (2001) 

notion contains more than 15 components. Some have a very narrow aim. For example, 

Mahadevan’s (2000) notion aims at e-commerce. Johnson, Christensen and Kagermann’s (2008) 

notion is used as a tool for defining appropriate time for changes.  

Components such as customer segment, value proposition, value creation process, and revenue 

are covered almost by almost every notion. Meanwhile, there are a number of components which 

are presented only by few researchers: marketing model (Petrovic, Kittl and Teksten, 2001; 

Applegate, 2001), strategy (Lambert, 2008; Applegate, 2001), sustainability (Afuah and Tucci, 

2003), rules and metrics (Johnson, Christensen and Kagermann, 2008), mission (Alt and 

Zimmermann, 2001), legal issue (Alt and Zimmermann, 2001), technologies (Alt and 

Zimmermann, 2001) and etc. 

Table 2.1. Business model notions 

Author(s), year Main idea/Specifics Domains Components 

Osterwalder, Pigneur 

and Tucci 2005 

Summarization of 

existing building 

blocks which were 

mentioned by at least 

two authors 

Product Value Proposition 

Customer Interface Target Customer, 

Distribution Channel, 

Relationship 

Infrastructure Model Value Configuration, 

Core Competency, 

Partner Network,  

Financial Aspects Cost Structure, 

Revenue Model 

Petrovic, Kittl and 

Teksten, 2001 

The purpose is to 

describe business 

logic and to support 

decision making 

Value model  

Resource Model  

Production Model  

Customer Relations 

Model 

Distribution Model, 

Marketing Model, 

Service Model 

Revenue Model  

Capital Model  

Market Model  

Hedman and Kalling, 

2002 

It is the dynamic 

model. It considers 

longitudinal 

dimension 

Market level Customers, 

Competition 

Offering level Physical component, 

Price/Cost, Service 

component 
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Author(s), year Main idea/Specifics Domains Components 

Activity and 

organizational level 

Activities, Flow of 

activities and links 

between activities, 

Boundaries and 

relation to external 

stakeholders, Drivers 

of costs and 

differentiation 

Resource level Human, Physical, 

Organizational 

Market level Factor Markets and 

Production inputs 

Johnson, Christensen 

and Kagermann, 2008 

It aims at the analysis 

of business models 

with goal to find 

appropriate time  

for changing 

Customer value 

proposition 

Target customers, 

Offering, Job to be 

done 

Profit formula Revenue model, Cost 

structure, Margin 

model, Resource 

velocity 

Key resource People, Technology, 

Products, Equipment, 

Information, 

Channels, 

Partnerships, 

Alliances, Brand   

Key processes Processes, Rules and 

metrics, Norms 

Mahadevan, 2000 The purpose is to 

develop framework 

for classification of 

Internet-based 

companies. Mainly, it 

aims at e-commercial 

Value Stream  

Revenue Streams  

Logistics streams  

Lambert, 2008 It presents actors view Value Proposition  

Customers  

Value in Return  

Channel  

Value Adding Process Resources, Activities, 

Capabilities, 

Strategies, 

Organization 

Structure 

Suppliers  

Ally  
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Author(s), year Main idea/Specifics Domains Components 

Gordijn and 

Akkermans, 2001 

E
3
- value Ontology. It 

is the approach to 

process modeling of 

value creation and 

value exchange 

 Actors, Value object, 

Value port, Value 

interface, Value 

exchange, Market 

segment, Composite 

actor, Value activity 

Alt and Zimmermann, 

2001 

It defines how 

changes in legal 

issues and 

technologies influence 

internal elements 

Mission Goal, Vision, Value 

Proposition 

Structure Actors and 

Governance, Focus  

Processes Customer Orientation, 

Coordination 

Mechanism 

Revenue Source of Revenue, 

Business logic 

Legal Issues  

Technologies  

Applegate, 2001 It aims at rethinking 

and re-building the 

business model 

Concept Market opportunity, 

Product and services 

offered, 

Competitive 

dynamics, 

Strategy for capturing, 

a dominant position, 

Strategic options for 

evolving business 

Capabilities People and partners, 

Organization and 

culture, 

Operating model, 

Marketing/sales 

model, 

Management model, 

Business development 

model, 

Infrastructure model 

Value Benefits returned to 

all stakeholders, 

Benefits returned to 

the firm, 

Market share and 

performance, 

Brand and reputation, 

Financial performance 
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Author(s), year Main idea/Specifics Domains Components 

Afuah and Tucci, 

2003 

The components are 

well-described by 

authors. This business 

model is shown with 

connections to 

changes and 

environment, that 

adds to model some 

dynamic aspect 

 Profit site, Customer 

Value, Scope, Price, 

Revenue Sources, 

Connected Activities, 

Implementation, 

Capabilities, 

Sustainability, Cost 

Structure 

 

Researchers imply different meanings under the same components of business models. Also 

different components disclose the same aspects. For example, the component that describes a 

company’s customers has the following names: market model (Petrovic, Kittl and Teksten, 

2001), target customer (Osterwalder, Pigneur and Tucci, 2005; Johnson, Christensen and 

Kagermann, 2008) and customer(s) (Hedman and Kalling, 2002; Lambert, 2008). The last one 

(customers) is too broad and without description it is difficult to understand what researchers 

imply under it. 

The products and services, which are offered to customers, are defined by the following 

components: value proposition (Osterwalder, Pigneur and Tucci, 2005, Lambert, 2008; Alt and 

Zimmermann, 2001); value model (Petrovic, Kittl and Teksten, 2001); customer value (Afuah 

and Tucci, 2003); physical component and service component (Hedman and Kalling, 2002); 

offering (Johnson, Christensen and Kagermann, 2008; Gordijn and Akkermans, 2001) and 

product and services offered (Applegate, 2001). 

It is possible to find more examples, but in general, the names for components can be viewed as 

synonyms. The component activities have different names and interpretations. Johnson, 

Christensen and Kagermann (2008) use the name job to be done, which was mentioned as sub-

component to customer value proposition. In most notions the value creation process is 

separated from the value proposition. However, the component connected activities (Afuah and 

Tucci, 2003) are not defined activities which the company performs to create value. It focuses 

only on activities which bring profit. 

The review shows that business model notions are replicated and boundaries of the business 

model concept are not defined. The components in different notions are overlapped. The 

contextual dependence of business models is described in terms of business in general and e-

business. E-business is a term which is used for companies that mainly operate in the Internet 

(Chaffey, 2009). 
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2.3 Comparison of Business Model Notions 

In the previous sub-section the results of the initial analysis are presented. This sub-section starts 

with the definition of the criteria for detail analysis and the comparison of business model 

notions. After that, the results of the comparison are presented. 

2.3.1 Criteria for the Comparison 

The unified framework of the business model concept (Al-Debei and Avison, 2010) is used for 

the business model comparison in the current study. This framework is chosen because it enables 

to compare not only the sets of business model components, but also the scopes of notions and 

the approach to the analysis that notions give. 

The framework contains four facets: V
4
 BM dimensions; modeling principles; BM reach and BM 

functions (table 2.2). These four facets are used for analysis and comparison of existing business 

model notions. 

The comparison starts from matching components of business model notions with BM value 

dimensions: value proposition, value architecture, value network, and value finance. The results 

of the first stage show how well notions cover every value dimension. Then, modeling principles 

covered by business model notions are defined. One notion may represent several modeling 

principles. BM reach shows the role of the business model notion in alignment between strategy 

and ICT-based business processes. The last facet is BM functions. There are three main functions 

of the business model: alignment instrument, interceding framework, and knowledge capital. The 

functions performed by notions are defined at the end of the analysis. 

Table 2.2. Framework for analysis (adopted from Al-Debei and Avison, 2010) 

Facets Classes Comments 

V
4
 BM 

Dimensions 

Value Proposition 

Value Architecture 

Value Network 

Value Finance 

Domains of business model components  

Modeling 

Principles 

Conceptual 

Multi-Level 

Dynamic 

Granular 

Coherent 

Modeling principles which  business model 

notion may present 

BM Reach Intermediate level The role in the alignment between a 

strategy and ICT-based business processes 

BM Functions Alignment instrument 

Interceding framework 

Knowledge capital 

Functions which business model notion 

performs 
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2.3.2 The Results of the Business Model Notions Comparison 

Table 2.3 presents the results of the analysis and comparison of existing business model notions. 

V
4
 BM Dimensions 

Every business model covers four dimensions of value: value proposition, financial value, value 

architecture and value network. Some components were not matched with dimensions: 

competition (Hedman and Kalling, 2002), strategy (Lambert, 2008), legal issues, mission (Alt 

and Zimmermann, 2001), and few components from Applegate (2001) notions which are related 

to strategic aspects and brand (competitive dynamics, strategy for capturing a dominant position, 

strategic options for evolving business, brand, and reputation). 

Such components as the marketing model and technologies are not typical. They are assigned to 

value architecture. The marketing model creates an additional value in the business. 

Technologies are a part of the technological infrastructure. 

Afuah and Tucci (2003) affect relations to the partners in the cost structure component. Afuah 

and Tucci (2003) define the connected activities as component in a way, more connected to 

component the financial value, than to value architecture. Such presentation creates conflict with 

other business models notions. 

Modeling Principles 

Most business models present conceptual and granular approaches to the modeling. Hedman and 

Kalling (2002), Alt and Zimmermann (2001), Afuah and Tucci (2003) also cover dynamic 

modeling principle. Alt and Zimmermann (2001) describe the influence of changes in external 

environment on internal business components. Hedman and Kalling (2002) cover a multi-level 

model principle by showing components in different levels. The coherent modeling principle is 

not affected by reviewed business model notions. 

BM Reach 

BM Reach reveals the role of the business model in intermediating between ICT, business 

processes and strategy. Despite that fact that some notions are e-business oriented, only 

Osterwalder, Pigneur and Tucci (2005) present the clear role of a business model in the 

alignment between business strategy and ICT business processes. 

BM Functions 

Most business models perform functions alignment instrument (partly) and knowledge capital. 

Connections to innovations are shown in Petrovic, Kittl and Teksten (2001), Hedman and 

Kalling (2002), Johnson, Christensen and Kagermann (2008), Mahadevan (2000), Alt and 

Zimmermann (2001), Afuah and Tucci (2003) business models. 
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Summarization 

The main conclusions from the literature review: 

1. There are a number of overlapping notions, which differ by the sets of components, modeling 

principles, scopes of a business model concept and the relations to other concept; however, there 

is no coherent, commonly accepted, one. 

2. The literature does not provide a coherent approach to the analysis of business models in terms 

of organizational life cycle. Morris, Schindehutte and Allen (2005) highlight the importance of 

using different business models for stages of the life cycle as they are characterized by different 

levels of formality, sophistication, and uniqueness. Hedman and Kalling (2002) present a 

business model in the context of time. Some notions cover the particular stage (e.g. Johnson, 

Christensen and Kagermann’s (2008) business model notion for transformative stage) but do not 

cover a full organizational life cycle. 
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Table 2.3. Analysis of business model notions using Al-Debei and Avison’s (2010) unified framework 

Concepts Sub-

concepts 

Osterwalder, 

Pigneur and 

Tucci, 2005 

Petrovic, Kittl, 

Teksten, 2001 

Hedman, Kalling, 2002 Johnson, Christensen, 

Kagermann, 2008 

V
4
 BM 

Dimensions 

Value 

Proposition 

Value Proposition, 

Target Customer 

Value Model, 

Market Model 

Customers, 

Physical component, 

Service component, 

Customer value proposition (target 

customers, offering, job to be 

done) 

Value 

Architecture 

Value 

Configuration, 

Core Competency, 

Distribution 

Channel 

Resource Model, 

Production 

Model, Marketing 

Model 

 

Human, Physical, 

Organizational resources; 

Activities, The flow of 

activities and links between 

activities 

Key resources (people, 

technologies, products, equipment, 

information, channels, brand), Key 

processes (processes, rules and 

metrics, norms) 

Value 

Network 

Partner network, 

Customer 

Relationship 

Customer 

Relation Model 

 

Boundaries and relation to 

external stakeholders, Factor 

Markets and Suppliers 

Key resources (partners, alliances) 

Value 

Finance 

Revenue model, 

Costs structure 

Revenue Model 

Capital Model 

Price/Cost, 

Drivers of cost and 

differentiation 

Profit formula (Revenue model, 

Cost structure, Margin model, 

Resource velocity) 

Modeling 

Principles 

Conceptual + + + + 

Multi-Level   +  

Dynamic   +  

Granular + + + + 

Coherent     

BM Reach Intermediate 

level 

Business model is 

mechanism for 

alignment and 

integration 

Business model 

as logic for 

connecting ICT 

and business 

processes 

 Relations between innovations and 

strategy 

BM 

Functions 

Alignment 

instrument 

+ + +  

Interceding 

framework 

 + + + 

Knowledge 

capital 

+ + + + 
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Concepts Sub-

concepts 

Mahadevan, 

2000 

 

Lambert, 2008 

 

Gordijn, Akkermans, 2001 Alt, Zimmermann, 2001 

 

V
4
 BM 

Dimensions 

Value 

Proposition 

Value 

Streams 

 

Value Proposition, 

Customers 

 

Value object, 

Market segment 

Mission (Value proposition), 

Processes (Customer orientation), 

Structure (Focus) 

 

Value 

Architecture 

Logistic 

Streams 

Resources, 

Capabilities, 

Organization structure, 

Channel, 

Activities 

Value activity, Value port, 

Value interface, 

Value exchange, 

Value offering 

 

Structure (Actors and governance), 

Processes (Coordination 

mechanism), Technologies 

Value 

Network 

Value 

Streams 

Suppliers, Ally Actors, Composite actors Structure (Actors) 

Value 

Finance 

Revenue 

Streams 

Value in Return Value exchange Revenues (Sources of Revenue, 

Business Logic) 

Modeling 

Principles 

Conceptual + +  + 

Multi-Level  +   

Dynamic    + 

Granular  + + + 

Coherent     

BM Reach Intermediate 

level 

E-commerce 

business 

model  

Information system 

developers as 

intermediates 

E-business ontology Technologies have influence on 

other components 

BM 

Functions 

Alignment 

instrument 

+ +  + 

Interceding 

framework 

+   + 

Knowledge 

capital 

 +  + 
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Concepts Sub-

concepts 

Applegate, 2001 Afuah, Tucci, 2003 

V
4
 BM 

Dimensions 

Value 

Proposition 

Concept (Market opportunity, Product and 

services offered), 

Value (Benefits returned to all stakeholders), 

 

Customer value, Scope 

Value 

Architecture 

Capabilities (People and partners, 

Organization and culture, Infrastructure 

model, Management model, Business 

development model, Operation model, 

Marketing/sales model) 

Capabilities, Implementation, 

Profit site 

Value 

Network 

Capabilities (People and partners) Cost structure 

Value 

Finance 

Value (Benefits returned to firm, Market 

share and performance, Financial 

performance) 

Price, Revenue sources, Cost 

structure, Connected activities 

Modeling 

Principles 

Conceptual + + 

Multi-Level   

Dynamic  + 

Granular + + 

Coherent   

BM Reach Intermediate 

level 

Embraces some strategic aspects, business 

processes, infrastructure model, but 

connections are not clear 

Strategy maintains the 

sustainability of business 

model; relation to the Internet 

BM 

Functions 

Alignment 

instrument 

 + 

Interceding 

framework 

 + 

Knowledge 

capital 

+ + 
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2.4 Formulation of the Stages for Business Models 

My research aims at the definition of the business model notion in the context of the organizational 

life cycle. At first, the basic business model notion was chosen and then it was adapted to stages of 

the organizational life cycle. The current research relies on a traditional industry and product life 

cycle theory.  

2.4.1 Introduction to Industry and Product Life Cycle 

The main goal of top managers is to bring companies to a profitable stage and keep them there 

(Churchill and Lewis, 1983). The product life cycle provides a useful framework for analysis not 

just products, but also companies and industry (Dhalla and Yuspeh, 1976). Figure 2.2 shows a 

traditional industry and product life cycle. It is unified and commonly accepted. Many researchers 

worked on the development of other models, which solve the limitations of the traditional one. 

However, it is still widely used because of its simplicity (Cao and Folan, 2012). The implication of 

the traditional life cycle to a company is described below: 

– Emerging Stage. At this stage the company is entering the market. It gets first customers 

and first revenue. Meanwhile it still requires significant investments. The company does 

not have a well-known brand as well it does not have a clear understanding of internal and 

external environment. Business processes have the stochastic nature. An organizational 

structure is not established. According to Anderson and Zeithaml (1984) marketing and 

studying buyers’ behavior are important at this stage.  

– Growth Stage. The company survived after previous stage. The customers start 

recognizing the company. Amount of customers is enhancing (Slack and et al., 1998). The 

company starts to understand its position in the market, but it still cannot make accurate 

forecasts. The understanding of organizational needs is vital in this period (Anderson and 

Zeithaml, 1984). Other specifics of this stage are, gaining market share, finding partners, 

and refusal of investments.  

– Mature Stage. At this stage the company occupies a certain position in the market. The 

demand and offer aim at equalization. The business processes are well-established; the 

company can predict its future. At this moment organizations need to reduce the adding-

costs activities. Anderson and Zeithaml (1984) suggest for the maturity stage to focus on 

three key characteristics: efficiency, quality, and differentiation. At this stage the analysis 

needs to emphasize on value adding process, pricing, competitors (Ward and Peppard, 

2002). There are two options where companies can go after this stage: in the best case they 

can repeat the cycle from the emerging stage, in the worst case companies are moving to 

declining stage. 

– Declining Stage. If the company gets in to declining stage, it does not mean that soon it 

will meet death inevitably. This stage can be composed in a number of sub-stages. 

Organizations still have chance to recover business in some sub-stages. At the declining 

stage finding of innovations and rationalizations, and focusing on other segments are high 

important. 
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Figure 2.2. Industry and product life cycle (adopted from Higgins, 1985 as cited in Ward and 

Peppard, 2002, p.88) 

After conducting the literature review of the business model concept and the organizational life 

cycle, the prejudices about the relations between them were established. I conducted the survey 

among master students from School of Business and Economics to refine the pre-understanding. 

Those masters’ students were chosen because they have experience in developing solutions for real 

companies in the scope of their master’s dissertations. They were asked to rank the business 

models components by their importance for every stage of the organizational life cycle. Table 2.4 

shows the results obtained from the survey. The value for a certain component was calculated as 

the sum of a number of responses for certain rank (numerator) is divided by rank (denominator) 

over all ranks. According to students, the most important components for every stage are the 

following: 

– Emerging: mission, vision, strategy; customer segment; value proposition; resources; 

marketing model; technologies. 

– Growth: marketing model; customer segment; relations with customers; partners; mission, 

vision, strategy 

– Mature: relations with customers; cost structure; profit model; competitors; value 

proposition 

– Declining: revenue model; cost structure; value proposition; marketing model; profit 

model; value proposition; customer segment. 

The criteria for assigning companies to certain stages:  

1) Maturity of the industry 

2) Time line 

3) Revenue (revenue<costsEmerging stage; revenuecostGrowth; revenue>costsMature; 

revenue<costsDeclining) 

4) Product differentiation (one or few  Emerging stage; increase of products’ diversity  

Growth; establish diversity of products  Mature; decrease of diversity  Declining) 

Time

Emerging

Stage

Growth

Stage

Mature

Stage

Declining 

Stage
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Table 2.4. Results of the survey among students from the School of Business and Economics 

Emerging stage Growth stage Mature stage Declining stage 

Weighted 

sum Components 

Weighted 

sum Components 

Weighted 

sum Components 

Weighted 

sum Components 

5.788 Value proposition 2.657 Value proposition 3.840 Value proposition 3.713 Value proposition 

6.626 Customer segment 5.289 Customer segment 3.519 Customer segment 2.829 Customer segment 

1.461 

Relations with 

customers 3.629 

Relations with 

customers 6.440 

Relations with 

customers 3.428 

Relations with 

customers 

2.357 Competitors 3.065 Competitors 4.005 Competitors 2.427 Competitors 

1.699 Partners 3.594 Partners 2.464 Partners 1.700 Partners 

2.044 Revenue model 1.692 Revenue model 3.133 Revenue model 5.242 Revenue model 

2.087 Cost structure 2.733 Cost structure 5.054 Cost structure 5.038 Cost structure 

2.240 Profit model 2.611 Profit model 4.172 Profit model 3.552 Profit model 

1.915 

Value adding 

process 2.987 

Value adding 

process 3.216 Value adding process 2.952 Value adding process 

3.359 Marketing model 5.725 Marketing model 3.419 Marketing model 3.565 Marketing model 

6.869 

Mission, vision, 

strategy 3.577 

Mission, vision, 

strategy 2.818 

Mission, vision, 

strategy 3.158 

Mission, vision, 

strategy 

3.906 Resources 2.690 Resources 1.778 Resources 2.788 Resources 

2.355 Capabilities 2.563 Capabilities 1.772 Capabilities 2.975 Capabilities 

3.019 Technologies 2.773 Technologies 1.465 Technologies 1.778 Technologies 
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2.4.2 Formulation of the Pre-Understanding 

In this sub-section, I present the formulation of the pre-understanding and an adaptation of a basic 

business notion to stages of the organizational life cycle. 

Business models go through life cycles together with companies. Respectively, the management 

approach needs to be different. Every stage is characterized by a different level of certainty, 

consistency of business process, profit, etc. These affect business models, also. At the beginning, 

the business model is informal (Morris, Schindehutte and Allen, 2005). While the company is 

growing, their business model becomes more clearly defined (ibid.).  

Business model notions may have a different set of components depending on the stage. Table 2.5 

presents business model notions for emerging, growth and mature stages. The following admission 

was made: if the declining company can return to previous stages, it is still at the mature stage.  

I chose Osterwalder, Pigneur and Tucci’s (2005) business model notion as a base. The set of 

domains from that notion presents more coherent view than others.  Also, the additional domain 

strategic aspects was added. This domain may perform an alignment function between the strategy 

and the business model. 

The notion for emerging stage provides a general understanding of the company’s business model. 

In this stage, some components are still under consideration, they can be changed often. 

Components cover all except the financial domain. Special attention needs to be given to resources 

and technologies. New technologies drive business models which were difficult or even impossible 

to use before (Gunzel and Wilker, 2012).  In the case of start-ups “[…] the business model acts to 

ensure that the technological core of the innovation delivers value to the customer” (ibid., p.6). At 

the emerging stage, technologies can be reviewed components of the business model.  

At the growth stage, the business model notion gives tools to analyze company’s achievements in 

the previous stage and defines how to capture the dominant position. The quality of the analysis on 

this stage can influence the approach when the company starts to cover expenditures. Still, 

marketing model plays a significant role. Also, competitors need to be reviewed. At this stage the 

financial perspective was added to the notion. It defines how the company is going to earn money. 

Customer relations are viewed in more details. The focus of the infrastructure management is 

transferred from resources and technologies to partners. 

All components are established at the mature stage. Thus, it is necessary to analyze them carefully 

with the goal of improvement. The analysis of this stage needs to be very careful and coherent, 

because this stage defines where a company will go after: again to emerging stage or to declining 

stage. Five domains are under analysis on this stage. Special attention needs to be paid to value 

adding processes and how to utilize resources in the effective way.  

The pre-understanding for the research: “Every stage of an organizational life cycle requires a 

specific conception of a business model in order to explain and support key managerial decisions 

in IT-based companies”. 
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Table 2.5. Business model notions for stages of the organizational life cycle 

Stage Domains and Components 

Emerging 1) Value proposition 

- Value proposition 

2) Customer interface 

- Target customers 

3) Infrastructure model 

- Resources 

- Technologies 

4) Strategic aspects 

- Marketing model 

Growth 1) Value proposition 

- Value proposition 

2) Customer interface 

- Target customers 

- Distribution channels 

- Relations 

3) Infrastructure model 

- Partners 

4) Financial aspects 

- Revenue model 

5) Strategic aspects 

- Marketing model 

- Competitors 

- Strategy for capturing dominant position 

Mature 1) Value proposition 

- Value proposition 

2) Customer interface 

- Customer segment 

- Relations 

- Distribution channels 

- Information 

3) Infrastructure model 

- Resources 

- Value configuration 

4) Financial aspects 

- Cost structure 

- Profit model 

- Pricing 

5) Strategic aspects 

- Competitors 

 

In summary, the literature review shows two gaps in the previous research: a gap in common 

understanding of the business model concept and a gap in the coherent study of business model’s 

contextual usage in terms of organizational life cycle. To fulfill those gaps, I formulate a pre-
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understanding about the contextual dependence between business models and organizational life 

cycles. Then I suggested different business model notions for emerging, growth and mature stages 

of the organizational life cycle based on Osterwalder, Pigneur and Tucci’s (2005) research. 
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3 Methods 

The following chapter presents scientific methods which were applied to the study. It starts from 

the description of chosen philosophical worldview and its place in the study. Then research design 

and strategy of inquiry are presented and discussed. The study was guided by a business model 

research schema (Lambert, 2006) which was also presented in this chapter. The description and 

discussion of the data collection cover questions about research site, participants, and methods. 

Data analysis starts with the description of overall method for data analysis. Then the approach to 

quantitative and qualitative data analysis is presented. In the end validity, reliability, and ethical 

consideration are discussed.  

3.1 Philosophical Worldview 

Philosophy has been used for research in informational systems since the 1950’s (Basden, 2008). It 

can be compared with language. Different people use different language constructions, even if they 

speak the same language. There is a similar situation with information systems: the same aspects 

can be presented from the different points of view. Philosophy plays a role of the guideline which 

needs “[...] to ensure valuable and defensible practice” (Midgley, 2000, p.29). Various 

philosophies are needed to be applied for different areas of information system research (Basden, 

2008). A choice of the philosophical worldview needs to be driven by a nature of the phenomenon.  

This study applies one type of the interpretive philosophy. Interpretive philosophy presents a 

subjective view. Popularization of interpretive research in information systems research moved the 

focus from technological issues to managerial and organizational (Myers, 1997). The strength of 

this philosophy lies in allowing the presentation of different viewpoints and alternative 

perspectives (ibid.).  

The current study was conducted by applying hermeneutic philosophy. Hermeneutics is an 

interpretive philosophy (Butler, 1998). It is aimed to interpret meaning by the clarification of 

unclear (ibid.). Hermeneutics works with textual data. It can be used both as underlying 

philosophy and modes of analysis (Bleicher, 1980 as cited in Myers and Avison, 2002, p.10). 

Hermeneutics operates with the concept of horizons. According to Gadamer (1975) horizons 

present a range of visions on everything from certain perspectives. Horizons are fused (Butler, 

1998). Fusion of horizons is a point of contact between researchers and research, interpreter and 

interpretation (ibid.). Hermeneutics is accepted as a framework for analyzing organizations 

(Bryman, 1989 as cited in Harvey and Myers, 1994, p.175). It attempts to summarize and make 

sense from different, inconsistent stakeholder’s views on an organization (Myers and Avison, 

2002). This philosophy was chosen because the current study is cross-disciplinary. So, there is a 

need to have the mechanism enabling the combination of inconsistent views from different 

disciplines on the phenomenon of business models.  

The current research covers historical concepts and industrial factors. This study does not aim at 

produce universal laws; it is directed to examine business model(s) in companies from IT industry. 

The idea behind empirical research is to gather different views on business models by conducting 

interviews with employees from different fields, which occupy various positions in companies. 

Business models do not work without human resources so business models cannot be viewed 

independently of the social context. Every employee contributes to the creation of a company’s 

business model(s).   



   

25 
 

Myers (2004) highlights some hermeneutics concepts: historicity, the hermeneutics circle, 

prejudice, distanciation, autonomization, appropriation, and engagement. These concepts are 

applied to the study. The research views business models in the context of the organizational life 

cycle. It shows that the phenomenon of the business model changes with time. The hermeneutics 

circle is used for data analysis. 

 

3.2 Research Design 

The research was conducted by applying mixed methods research design. Mixed methods is a 

combination of quantitative and qualitative approaches which enables taking advantages of both 

research (Creswell, 2009). I chose this approach because it allows a more complete understanding 

of the phenomenon by applying few methods. The results of the quantitative part of the research 

were provided to the qualitative part. The quantitative approach helped test assumptions in the 

beginning of this study and make adjustments before moving to the principal – qualitative part.   

A sequential exploratory strategy was used for the research. The study attempted to investigate a 

contextual use of business models. The collection and analysis of quantitative data were first. Then 

a pre-understanding of business models’ contextual usage was established based on the results of 

the quantitative research. The next phase was the qualitative. It aimed to test the pre-understanding 

and answer research questions.  Figure 3.1 shows the place of the quantitative and the qualitative 

research. Creswell (2009) notices that in most cases the weight is given to the quantitative 

research. In the current research, the weight is given to the qualitative research. As Hesse-Biber 

(2010) mentions in interpretative studies, quantitative research is an auxiliary to qualitative. The 

support by the quantitative research reveals the studying problem more coherently. Quantitative 

research also allows an enhanced reliability on the qualitative findings (ibid.). 

 

Figure 3.1. The place of quantitative and qualitative approach in the study 

The research is cross-disciplinary. It is placed on the border of Information System and Business 

major. Because of that, it requires special approach. I adopted a business model research schema 

(figure 3.2) which was created by Lambert (2006). The business model research schema is 

specially designed for conducting research in business models. The main idea is a combination of 

the inductive and deductive approaches called the abductive reasoning approach.  

quan

Research question

QUALPre-understanding

Interpretation of 

findings
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Figure 3.2. Business model research schema (adapted from Lambert, 2006) 

The implementation of the business model research schema for this study is provided below: 

Stage 1: “Early conceptualisation of business models”. In this stage the literature review was 

conducted. The business model definition, business model components, and the relations with 

other business concepts were defined in this stage. The outcome of this stage is a defined 

understanding of the business model concept that is used further for this research.  

Stage 2: “Inductive empirical research”. In this stage the quantitative research took place. The 

survey among students of economical major was conducted. The prejudices about relations 

between business model components and stages were tested.  

Stage 3: “Generalization”. The generalization was made based on the results of inductive empirical 

research and literature review. The results from quantitative research were compared with the 

literature. Then the initial understanding of the relationship between business models and life cycle 

was adjusted and the pre-understanding for future research has been established. 
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Stage 4: “Deductive empirical research”. In this stage qualitative research was conducted in three 

IT companies. The pre-understanding, which has been formulated in the previous stage, was 

analyzed. The results of this stage are used for refining conceptualization. 

Stage 5: “Developed conceptualization of business models”. In this stage the summarization of the 

results was made. The contributions to the practice and theory were defined. 

The last stage, “Theories of business models”, from the original business model research schema 

was skipped because the development of new theories is out master’s dissertation’s scope. 

 

3.3 Data Collection 

3.3.1 Research Site 

The empirical study was conducted in School of Business and Economics at Linnaeus University 

and three IT companies.  

The school of Business and Economics has six master programs: Marketing Programme, 60 

credits; Marketing Programme, 120 credits; Business Process and Supply Chain Management, 60 

credits; Business Process and Supply Chain Management, 120 credits; Leadership and 

Management in International Contexts, 60 credits; International Business Strategy, 60 credits 

(Linnaeus University, 2013a). The school collaborates with business communities and industry. 

The collaboration implies open and guest lectures, degree projects, investigation and research 

assignments (Linnaeus University, 2013b). Students have several opportunities to develop skills 

needed for their future working life. 

The second part of the study was conducted in three IT companies. Every studied IT company 

occupies one of the following stages of the organizational life cycle: emerging, growth, or mature. 

The company at emerging stage is Swedish and the two at growth and maturity stages are Russian 

companies. In order to keep companies anonymous, they will be called Company “Emerging”, 

Company “Growth” and Company “Mature”. 

Company “Emerging” is a young company which was founded in January 2012. It is based on a 

master student’s dissertation project. The company works on the development of an information 

technological product which supports collaboration inside organizations. The second aim of 

product is to help match different companies looking for supply-buyer relationship. Primarily, it is 

oriented on large and medium companies inside EU. The company has few employees on 

managerial level and few software engineers.  

The idea of company “Growth” came in 2006. First, it was just a software application to support 

managerial processes in e-business. Now the company has branches in four countries: Russian 

Federation, Ukraine, Belarus, and Kazakhstan. The company has a few basic products. They aim 

to support collaboration work inside their customer’s companies and with their partners. Those 

products are universal and developed to support daily work in companies. The customer segment 

includes small and medium companies from Russian speaking countries. The company is medium 

size by the number of employees.  
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The third company is a large company with main office in the Russian Federation. It was built in 

1999. The company has branches in different countries, including the USA and EU countries. The 

company’s customers are located all over the world. The main focus of the company is games 

development, publishing, producing, and distribution. Company “Mature” has its own developers 

and also a large number of independent teams which use publishing or other company’s services.  

 

3.3.2 Sampling 

The strategy of data collection is sequential sampling (Teddlier and Yu, 2007 as cited in Creswell, 

2009, p.217). The data were collected during survey and interviews. At first, quantitative data was 

collected, and then qualitative data was gathered. 

Participants in the research are master’s students from the School of Business and Economics, as 

well as employees from three IT companies. Master students from Business Process and Supply 

Chain Management one year program were involved in the research. The group consisted of 15 

students, all of them participated in this study. The choice of this particular group is explained by 

their experience through performing assignments in companies. The data collection was conducted 

after the pre-seminar and every student finished before their dissertations were due.  

In the companies “Emerging” and “Mature”, the interviews were conducted with employees who 

are engaged in software development process and business development. The number of the 

participants from Company “Emerging” is four and represents the majority. In Company 

“Growth”, interviews were conducted with five employees from commercial, sales and customer 

relations departments. The participants were represented by the heads of departments and 

subordinates. 

Quantitative data was collected during a survey by the School of Business and Economics. The 

type of sampling is purposive because participants belong to the certain group and have certain 

knowledge. The purpose of the survey was to get support of students with business related 

questions. Students were asked to range 14 components of business model according to their 

importance in each stage of organization life cycle (appendix A). Dependent variables are business 

model component and rank. Independent is importance of business model components for 

managers in the decision making process at a certain stage. Business model components have 

nominal type. It can take the following values: “Value proposition”, “Customer segment”, 

“Relations with customers”, “Competitors”, “Partners”, “Revenue model”, “Cost structure”, 

“Profit model”, “Value adding process”, “Marketing model”, “Mission, vision, strategy”, 

“Resources”, “Capabilities”, “Technologies”. Rank has ordinal type; it takes integer values from 

one to fourteen. Importance is measured in ratio scale. All students from the chosen class agreed to 

participate in the survey. The survey took approximately 10-15 minutes. One of the results was 

excluded from analysis because of incorrect understanding of the assignment. That student set the 

same ranks for few components. 

Collection of qualitative data started with gathering information about companies. The second 

stage was conducting interviews with specific people. Such an approach represents the concept of 

the hermeneutic circle. Information about companies was gathered from public documents and 

web-sites. Companies, which were chosen for research, occupy different stages of the 
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organizational life cycle. The series of interviews were conducted in each company. The questions 

used interviews were the same. The use of the same questions makes the comparison of business 

models during different stages of organizational life cycle easier. The logic behind the choice of 

participants was to involve people with different experiences and positions within companies. The 

interview questions are divided into three parts (appendix B). The first part contains four questions 

which support placing companies on certain stages of the organizational life cycle. The second part 

contains seven questions; they are dedicated to the role of information technologies in the 

companies’ businesses and business model components in general. The third part contains twelve 

questions aimed at a deeper review of business model components. The first and the third part of 

interview questions were asked only from the leaders because of ethical considerations. Questions 

from the second part were used for interviewing all participants. When the questions referred to 

business model components, the business model canvas (Osterwalder, Pigneur and Clark, 2010) 

was used for giving examples of components. The reason to use the business model canvas was to 

provide a common understanding among participants. The types of interviews were semi-

structural. The questions were prepared in advance. Some were skipped if a participant already 

affected the topic in previous answers. The questions were open and closed. Some questions 

contained two parts. In most cases the first part was a closed question and the second part was 

dedicated to clarifying the answer on the first one. Three main techniques were used during 

interviews: paraphrasing, clarification, and summarizing (Dalkir, 2011). The interviews were 

conducted face-to-face and electronically through Skype, and e-mails. Negotiations about studying 

companies were established by e-mails. In Company “Emerging”, the first participant was the 

leader. The interview was conducted via Skype. Next phase was face-to-face interviews with 

developers during informal meetings in their free time. However, during interviews two 

participants said that they felt uncomfortable to talk and preferred to write answers. I sent them 

questions via e-mails and they replied after few days. In Company “Growth”, interviews were 

conducted during a site visit within regular working hours. In Company “Mature”, interviews were 

conducted through Skype in a time that is comfortable for participants. All interviews were 

recorded. After data collection, some clarifications were done by asking additional questions using 

e-mails and social networks.  

 

3.4 Data Analysis 

The study applied hermeneutics as a method for analysis (table 3.1). Hermeneutics was chosen, 

because it supports the fusion of different views on special concepts. There were four iterations of 

the hermeneutics circle. The phases of part and whole understanding are alternated. At the end of 

every iteration the researcher’s and phenomenon’s horizons were fused. The iteration defined 

research questions and a business model concept. The next iteration ends in the fusion of the 

business model concept and the organizational life cycle. The outcome of the third iteration is the 

formulation of the decision about the acceptance/denial pre-understanding about the need of a 

special approach for business model analysis in different stages of the life cycle. The final iteration 

ends with the answer to the research questions. 

Data analysis of quantitative data was carried out before collection of qualitative data. Results of 

the quantitative data analysis are presented in section 2.3. The analysis starts from the calculation 

of the weighted sum scW  for every business model component on every stage of organizational life 

cycle: 
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{emerging,growth,mature,declining}s   – stage of organizational life cycle; 

c –  business model component; 

scrN – number of responses for given rank r  to component c  at s  stage of organizational life 

cycle.  

Then weighted sums from the same stage were compared. Larger scW  – more important careful 

analysis of component c  on stage s . 

The qualitative data was transcribed into text (autonomization). Then text was reviewed few times. 

Table 3.1. Application of hermeneutics to the current study 

# Researcher’s 

horizon 

Parts Whole 

(Phenomenon’s 

horizons) 

Fusion of horizons  

1. Prejudices about 

business model 

concept 

Introduction to the key 

areas in a business 

model research 

Literature review 

about business 

model concept 

Formulation of the 

research questions, 

Formulation of a 

business model 

concept 

2. Prejudices about the 

relations between 

business models and 

organizational life 

cycle 

Survey in School of 

Business and 

Economics 

Analysis of 

survey’s results 

Fusion of the business 

model concept and the 

organizational life 

cycle 

3. Pre-understanding 

about the need of a 

special approach for 

business model 

analysis in different 

stages of life cycle 

Reviewing the general 

information about three 

IT companies 

Conducting 

interviews in 

three IT 

companies 

Decision formulation 

about the 

acceptance/denial pre-

understanding 

4. Refill the researcher 

knowledge of the 

domain  

Identification of key 

concepts from the 

empirical study 

Summarization of 

the findings 

Answer to the research 

questions 
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3.5 Validity and Reliability 

The research contains quantitative and qualitative data sampling. It combines the threads of both 

approaches. The main thread of quantitative part of research is that sampling of participants was 

not random. All participants have economical education, but they have different background. 

Some have work experience, others have just academic knowledge. It has influenced their 

responses. Also the threads may come from inaccuracy of statistical analysis. To prevent that, the 

calculations were reviewed several times. 

The main thread of the qualitative part is accuracy in transcribing. The solution of this is to review 

the transcription to correct mistakes. For validation of qualitative data, multiple sources were used. 

Other limitation of data collection is that only public, non-confidential information was collected. 

The validity and reliability of the current research is provided by the combination of quantitative 

and qualitative approaches. The pre-understanding was established based on quantitative research 

and tested by the qualitative one. 

 

3.6 Ethical Considerations 

Pimple (2002) suggested three categories of research ethics: true, fair, wisdom.  The current study 

considers the following ethical considerations, which are divided by Pimple’s categories: 

True: 

- The participants were chosen with appropriate competencies. 

Fair: 

- The participants were informed about aims and goals of the research; 

- Participations in interviews and surveys were voluntary; 

- All data was gathered anonymously; 

- Confidential information, which may have been collected, is not disclosed. 

Wisdom: 

- The participants will be informed about the research findings. 

Before surveying the students from School of Business and Economics, I received permission to 

conduct the survey from the person responsible of the program. The survey was conducted after 

the lesson and did not bother the studying process.  

After discussion with leaders of chosen companies, the decision about keeping companies 

anonymously was accepted. According to them, revealing a business model’s pillars can cause 

damage to a company’s business and help competitors overcome them. It is especially critical to 

companies in the emerging stage. The special questions about business model components were 

asked only from leaders who could make decisions about the level of information confidentiality. 

All interviews were recorded with the permission of participants. 
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4 Results 

In this chapter, results of the collected data and empirical findings are presented. The chapter starts 

from the empirical support of assigning companies to certain stages of the organizational life 

cycle. That was made by applying defined criteria from section 2.3.1. Then the description of 

companies’ business models and their comparison are presented. The key points of the description 

are the following: business model components, benefits of a clear business model definition and 

benefits of certain components. After that, the description of an information technological 

infrastructure, and the role of information technologies in companies are presented. The chapter 

ends with a summarization of the findings. 

The results of quantitative data analysis are mainly presented in chapter 2 to show that quantitative 

study supports a pre-understanding establishment. 

4.1 Position in Organizational Life Cycle 

Maturity of industry 

Companies “Emerging” and “Growth” work with cloud computing solutions. These technological 

solutions refer to “distributed resource management and utilization” (Sarga, 2012). The industry 

of cloud computing is young. The idea of these technologies appeared in the 1960’s  

(Cantu, 2011). In 2007, cloud computing started emerging (Sarga, 2012). Now it is a popular 

research area among academics and IT companies (Ullah and Xuefeng, 2013). Government, 

companies, and individuals adopt cloud computing in increments (Sarga, 2012). One type of 

solution is SaaS (Software-as-a-Service). It implies using of applications, which were developed 

and deployed on the Web (Mongan, 2011). Both companies deal with development SaaS model of 

cloud computing.  

Company “Mature” works in a game development industry. The industry of computer games is 

mature. It started developing in 1970s. Now the industry has established legacy, ethical control, 

and has a lot of research in different directions. Number of game associations was appeared; one of 

them is ESA (The Entertainment Software Association, 2013). Russian game market is following a 

general tendency. The turnover of it reached 1.3 billion US dollars in 2012 (Mail.Ru Group, 2013). 

The game industry does not cover only entertainment needs; it has also found a big usage in 

education and medicine.  

Timeline 

Company “Emerging” was founded at January 2012. One year later the company entered the 

market. Company “Growth” entered the market in 2008, before that, the founders of the company 

worked on the first product. From 2008 to 2010 the founders of Company “Growth” gave their 

products to friends and partners for free. The sales took just a small part of a product distribution. 

In 2010, the company started selling its products actively. The history of company “Mature” began 

in 1999. First, it was only a game development, growing to cover all activities in that sector. From 

2006, the company deals with game development, production, publishing, and distribution. Also in 

2006, the company has got its own partner network. 
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Revenue 

Company “Emerging” started selling products in January 2013. It already had customers, which 

brought income to the company, but that did not cover costs. The investments in the company are 

still high. The company “Growth” is characterized as breakeven. From the beginning the company 

was financed by big Russian companies. In June 2013 the company refused all external 

investments. The company has profit, but it is spent for own development, so in general, the costs 

and revenue are approximately the same. The revenue of company “Mature” is much more than its 

expenditures. During the last three years, the average growth of turnover has been 120%. 

Product differentiation 

The product differentiation of company “Emerging” can be described as one niche product for 

special customers. The product is still under development. Company “Growth” came to the market 

with six products, but then reduced them to three to make the choice for customers easier. Now the 

company has three established products, which are mostly oriented on medium sized companies. 

Compared with the beginning, main products have become much more complex and expensive. To 

sustain the customer segment of small companies the company started development of a basic 

product version for that segment. Company “Mature” has more than 200 of its own developed 

games. Also, it has a wide range of different support services, which it provides for other game 

developers.   

Considering all criteria, company “Emerging” is at the emerging stage of the organizational life 

cycle, company “Growth” is at the growth stage, company “Mature” is at the mature stage.  Every 

value of parameters was within acceptable range. There were some exceptions with product 

differentiation of company “Mature”. It reduced the number of products instead of increasing, but 

it made them more complex and now it works on development of another product, so it is still 

within the range.  

 

4.2 Business Model Components 

4.2.1 Company “Emerging” 

The company has not defined business model (table 4.1) but the management level is aware of its 

need. The company has a pilot product, but in general, a value proposition is not finalized yet. The 

development of the business model started from defining a customer segment. It is purchasing 

departments in medium and large companies who are looking for new partners. The company has 

defined some channels for communication, distribution, and sales. All channels are based on the 

Internet. The company’s website is used for selling and distribution. Skype and social networks 

such as LinkedIn and Twitter act as communication channels. Social networks are also used for 

finding new customers. At this stage of the organization life cycle the choice of channels depends 

“Less on technologies, more on company’s development,” said Participant E1. At the beginning the 

company chose most innovative channels, so now there is no need to adapt something new because 

dramatic changes have not happened in information technologies since the company came to the 

market. The company supports customer relations through a basic help desk. The customer’s 

information is analyzed mostly manually.    
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Participant E3 said, “[…] right now we're quite young company that tries to get its place on the 

market and doesn't have stable income for now”. Pricing and revenue sources are not well-defined. 

Participant E1 said about price review and revenue sources: “[…] it’s constantly being reviewed”. 

At this moment the company has three pricing strategies: the first one is a 15 day trial, the second 

one is to provide a limited number of features at a lower price, and the third one is full product 

version by regular price. The revenue source is product sales. 

The key resources play a significant role, without them the company cannot exist. Value creation 

process is not established, so it is reviewed often. The company is working on partnerships but 

they are not primary goals. At first, the company needs to make potential partners interested in the 

collaboration. Also, the company considers competitors during the business model development. 

Participant E1 said about importance of the marketing model: “Not so important. Because we are 

facing our first, the first success if we want to have, it must be based on high tech engagements, 

not marketing”. The company wants to impress customers by new solutions, not marketing. 

The company is working on product development and the business model establishment, the 

question about sustainability is not topical. Participant E1 said, “We don’t sustain yet, because we 

need at first to prove that we are competitive”. At first, the company should grow to a level at 

which it can be competitive, and after that the question about sustainability may appear.  

Every participant said that analysis of the business model needed to consider maturity of the 

company. Participant E2 mentioned, “It needs to be different because at early steps of the company 

you have nothing more than hypothesis, which you need to prove”. Participant E4 noticed that in 

this stage the company was flexible for changes in comparison to a more mature one.  

If a mature company wants to change some components of the business model, customer segment 

for instance, it will need to review the whole business model. It should develop or adapt the value 

proposition to each new segment. The new value proposition may require new resources and a 

value creation process. If the company is emerging, the changes will not be so dramatic because it 

does not have all established components. The components are under continuous revision. If a 

mature company makes changes, it can again reach an emerging stage depending on the 

significance of changes. Returning to company “Emerging”, it does not have previous history, it is 

more flexible. Thus, the analysis of the business model needs to consider the maturity of the 

company in terms of flexibility, testability of assumptions. 

Following benefits of defined business model have been highlighted: helping to find profit side, 

enhancing chances to survive, planning the future company’s development and enhancing other 

financial indicators. Mainly, all of them are connected to a company’s financial well-being. It is 

because the company wants to get out of unprofitability phase as soon as possible.  

During interviews, the participants referred to the business model canvas (Osterwalder, Pigneur 

and Clark, 2010). The managers are using business model canvas for establishing the business 

model and subordinates are aware of that. They believe that all components, which have been 

proposed by Osterwalder, Pigneur and Clark (2010), need to be considered during the business 

model development and analysis. The participants mentioned that a special attention needed to be 

paid to the value proposition. At the current moment, the company has only one product, so value 

proposition defines what the company is. Also, it is important because the other components are 

situated around it. Customer segment, channels, customer relations, key activities, costs, and 

revenue model were mentioned as well. Participant E2 said, “So by having customers, company is 
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allowed to find profitable model, how to get new customers, how to retain them”. Participant E3 

mentioned, “By keeping contacts with our customers we're getting some significant feedback 

according the quality of the provided services. This allows improving the usability of our 

application and choosing the right direction of the development process”. Participant E1 said, 

“The benefit of having the right key activities will be to not focus on things, that aren’t important, 

but to focus on things, which are really matter”. The different choice of components is explained 

by different positions, which employees occupy in the company. At the same time, software 

developers are aware of the business model. The company is small so responsibilities of software 

engineers are not limited to just programming. They perform some activities, which are related to 

the business analysis like documentation writing.   

Participant E4 noticed that the value proposition helped explain the differences between the 

company and competitors. Few participants mentioned that established customer segment allowed 

focusing on a special segment and did not spend efforts on others. Key activities also help to focus. 

Until January of 2013 the company had worked on a pilot product. It tried to come to the market as 

soon as possible, so at that time it was important to concentrate on primary activities. The 

arrangement of secondary activities has been postponed. 

Participant E3 said that close communication with customers gave significant feedback. The 

customers play an important role in product development. They can act as beta-testers by reporting 

about application defects and can also propose some additional features. Participant E2 mentioned 

that right distribution channels could decrease costs. The company has a business plan which can 

be viewed as an indicator of stability, but Participant E3 said that only a defined revenue model 

could bring stability to company. 

The highlighted benefits are closed to theoretical explanation of business model components. The 

component partners are not as important at the emerging stage. At first, the company needs to 

establish itself to make other companies interested in it. Other components from the business 

model canvas (Osterwalder, Pigneur and Clark 2010) should be reviewed during this stage. 

 

4.2.2 Company “Growth” 

The company has established business model (table 4.1). It has finalized the value proposition 

which is used by a big amount of customers. The company has not established the customer 

segment. Participant G3 mentioned that it would limit its capabilities to sell. The value proposition 

is presented by unified information systems. The product is suitable for companies from different 

business majors.  

The products have been improved by fixing defects and adding features. Participant G5 mentioned 

that the company consolidated its medium sized segments. In January 2013, the company stopped 

the development of its basic product, which brought the company to the market. The product had 

become very complex and expensive so small companies stopped using it. Now Company 

“Growth” is working on a product development for small companies. Participant G3 said that they 

also had a start-up inside the company which aimed at attracting large companies.  

When asked, “Do you have established customer segment?” Participant G3 answered, “No…it 

happened historically that our system is suitable for any company”. My opinion is that the 
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company has defined a customer segment but it is very wide. The company succeeded on small 

and medium sized segments but has lost its small segment. Now the company tries to return to 

small segments and consolidate on large companies’ segments.  

The company has a very flexible value proposition. The value proposition is presented by basic 

information systems which can be extended by features. It is presented as a solution on its own 

server and in a cloud. The price depends on the type of the solution, number of people who use it 

and added features to basic version. The different pricing strategies are applied to server and cloud 

solutions. It is possible to try products for free. Also, the company provides a technical support and 

trainings in other revenue sources. The pricing and discounts are reviewed every half a year.  

From the beginning the company has used their own developed information system for supporting 

and optimizing a value creation process. Thus, the value creation process does not need additional 

optimization at this moment. However, the company reviews key resources, tries to get the best 

employees and to optimize financial resources. The channels are the same like in Company 

“Emerging” but the changes depend more on technological changes. 

The customer support is presented by pre-sale, sale, and post-sale services. Participant G3 

mentioned that well-established customer relationships could enhance competitiveness in the 

market. Participant G3 also mentioned that they had used own developed CRM system with 

integrated service lifestyle segmentation. At this stage of the development, when the company 

already has a lot of customers, it is very important to keep them. Long-term customers bring stable 

income to the company.      

Participant G3 mentioned, “When we define the market share (in business plan) that we want to 

get, we review our direct competitors, which piece they will take from us”. The company looks at 

competitors from a financial perspective. In this case, competitors do not need to be considered 

during the business model analysis, because the business model does not set target values of 

financial indicators.  

The company is very open for partners. Information systems, which they are developing, are 

integrated with different partners’ system. The company drives partnerships and at the same time 

accepts requests from others. In the current stage a lot of small companies, – which just came to 

the market, – are interested in established partnerships with company “Growth”.  

When the company came to the market, it occupied a niche. This company made the first business 

support system with a Russian language interface. Participant G3 mentioned, “As soon as the 

competition enhances, the company thinks about a new component that allows maintaining 

dominant position”. The innovative ideas, which are implemented in time, allow keeping leading 

position in the market. Innovation ideas have influence on different business model components. 

In case of this company the changes starts from the value proposition.  

Every participant said that the business model analysis needed to depend on the organization life 

cycle stage. Participant G2 mentioned that when the company was growing, it obtained more 

processes which needed to be optimized. As the company becomes closer to mature stage, it 

should focus on optimization. Participant G5 noticed that the organizational structure has changed 

in comparison to the beginning. Previously, the company focused on hiring developers, now it 

focuses on employees in sales department and customer relations department. The position on 

organization life cycle can show the company’s focus in business development: establishment of 
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business processes or their optimization. At the beginning the company has different human 

resources. When the company has established value proposition, it works more on finding new 

customers and enhancing sales. Correspondingly, different human resources are needed. 

According to participants, key benefits of a clear business model definition are forecast accuracy, 

acceleration of the company’s development and understanding of the position on the market. Such 

benefits are related to stability and future development. At this stage the company is approaching 

to financial stability. It has an income every month that can cover costs. The difference is spent on 

company development.   

The company leader said that every business model component was important. Two employees 

from the customer relations department noticed that the most important is a customer relationship. 

Participant G4 said, “The company growths, develops, produces new updates, features, 

respectively, the client needs to know about that”. Good customer care enables a company to be 

more competitive, to attract new customers, and to not lose long-term customers. The manager 

mentioned that every software product had defects. The customer relations defined the loyalty of 

customers to those defects. Some participants noticed that the value proposition, human resources 

were important. Two participants said opposite opinions about customer segment. Participant G3 

said, “The customer segment is not so important; we still cannot define our target audience, 

because our product is applicable almost for everyone”. But Participant G1 said, “It’s important 

to know who our customers are and why they need us.  If we don’t know, we cannot propose 

anything”. 

At the current stage of the organization life cycle the analysis needs to be focused on the following 

components: value proposition, customer segment, customer relationships, resources (especially 

human), and partners. Today, the company is developing mainly by sustaining existing and 

attracting new customers. Also, the value proposition is being extended. The company covers 

small and medium sized companies’ segments and plans to cover a large companies segment. The 

customer segment needs to be viewed in close relation with the value proposition. As the value 

proposition is a universal product, the company needs to be aware which size company it covers. 

The resources are important because they are under significant revision. The professionals are 

viewed reliable sources for a company’s development. Close collaboration with partners is the 

means of improving the value proposition. It makes products more integrated, more universal.  

The revenue sources and channels are well-known and stable. Key processes are optimized by 

using own developed information systems which is company’s value proposition. The company is 

developing in parallel with its products, so the key processes are based on optimization solutions. 

They can be skipped from careful review.  

 

4.2.3 Company “Mature” 

The company does not have a well-defined business model. Most of business model components 

are defined (table 4.1) but the company does not work on the development of their business model 

deliberately. The company has established the value proposition. It is presented by products – 

games; services – publication; producing and distribution. The company is following trends, 

extending their products line extensively. Participant M3 said, “It’s impossible not to extend the 

variety of products because the solvent audience is moving continuously from one product segment 
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to another”. The customer segment is defined in general, it is not defined clearly. The range of 

products is wide so the customer segment can be defined for types of products. For instance, some 

games aim at people who have half an hour in launch time; others are for those who spend a lot of 

time in social networks. The customers are individuals. Participant M3 noticed that customer 

relations aimed to cut the fair of users. The customer support consists of help tools and technical 

assistance. The information about customers is not gathered and processed. Customers contribute 

to the product development by reporting about defects and giving feedback.  

Key resources are human, technologies, and finance. The company develops games and buys 

them, so games can be viewed as resources. The company has a wide range of revenue sources. 

They are selling games, providing services, advertising, traffic, etc. The company always searches 

for new revenue sources. The pricing is not reviewed often. Prices depend on products and 

services, some games are available for trial period. The largest consistent cost is a games 

development and an establishment of the partners network. Participant M1 said, “The company 

invests more in the software development and partners, in the same time the cost optimization is 

taking place […]”. The value creation process is reviewed. The company works on the 

standardization of some activities but not systematically. 

Intensive work is performed on the development of a partnership network. A large partner network 

allows more customers to be reached. Competitors do not play a significant role in business 

planning. That is the opposite in company “Growth”. Participant M3 noticed that they reviewed 

competitors as sources for new ideas and opportunities. Competitors are viewed as useful sources 

of information in the trend. 

Regarding channels, one of the participants mentioned that they should be defined by the maturity 

of the market. The company uses social networks as communication channels as well as a platform 

for products. The company is following trends in information technologies.  

The company is sustained by attracting new customers, extending product line, and process 

standardization.  

There were different opinions stated about the need to consider stages of the life cycle. Participant 

M3 mentioned that it was more important to base analysis on the industry maturity, than on the 

company maturity.  

The main benefits of a clear business model definition, which were highlighted by everyone, are 

the employees’ orientation and motivation. The well-defined business model components help to 

understand the nature of the company without deep studying company’s business. Also, an 

understanding of the business model can give feeling of belonging.  

According to participants every business model component was important. The component 

revenue sources drive the development of other components. The partners play a significant role in 

business. Participant M1 said, “Partnership gives large territorial coverage…many countries. 

Every partner has its own customers”. But in this stage the partner network is extended not so 

intensively as before. The company is mature so it evaluates cost structure carefully. Key 

processes have been established and are being standardized. Participant M2 said, “Standardization, 

plan for establishment […] that excludes any unexpected situations, which we don’t need in the 

mature stage”. 
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Participant M2 noticed that the revenue showed whether the business model works. It can be a 

signal to revision or changing of the business model.  

Company “Mature” tries to be very flexible. It sees flexibility in an undefined business model. 

Such a business model can be changed or adapted to new trends more easily. Company “Mature” 

aims at getting revenue in the nearest future, not for the long-term. Every business model 

component is surrounded around revenue sources. However, it matures as standardization and 

optimization take place in the company’s business. 

Table 4.1. The comparison of business models’ components 

Components/ 

Concepts 

Company “Emerging” Company “Growth” Company “Mature” 

Value Proposition Pilot Finalized Established, 

expanding 

Customer Segment Defined Partly defined Defined in general 

Channels Defined Defined Adaptation of new 

Customer Relations Not established, 

directed to attracting 

first customers 

CRM systems, sustain 

existing, finding new 

Basic customer 

support, customer 

feedback as tool for 

improving quality of 

products 

Revenue Sources Continuous reviewing Stable Continuous search for 

new 

Pricing Continuous reviewing Reviewing every half-

year 

Not reviewing 

Cost Structure Reviewing Optimization Optimization 

Key Resources Important for survival Significant changes Stable 

Value Adding 

Process 

Not established, 

reviewing often 

Well-established Reviewing, but 

without significant 

improvement 

Key Partners Not important Integration with 

partners 

Integration, partners as 

sources of new 

customers 

Competitors Reviewing Reviewing Reviewing to find new 

direction for 

development 

Marketing Focus on good quality, 

not in marketing 

Less than, when 

company was on 

emerging stage 

Not important 

Sustainability Not relevant Development of new 

features to product 

Extending product 

line, attracting new 

customers, process 

standardization 
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4.2.4 Comparison of Business Models 

Table 4.2 shows the results of the business models’ analysis in three IT companies. 

At the emerging stage, a business model is set of hypotheses, which are tested. At the growth 

stage, a business model becomes established. There is a special case with Company “Mature”, it is 

in the mature stage but the business model is still not well-defined. The business of every company 

is built around certain component(s). Also, a clearly defined business model gives different 

benefits to companies. In Company “Emerging”, benefits are of a financial nature. In Company 

“Growth”, benefits are connected to development and future predictions. Employees from 

Company “Mature” said that a business model has potential influence on motivation. The goal of 

Company “Emerging” is to find the right business model through continuous testing. Company 

“Growth” focuses on the continuous development. Company “Mature” does not have plan for a 

business model development. 

Table 4.2. The results of the business models’ analysis 

Companies’ 

names 

Business model 

representation 

Main 

components 

Benefits of 

business model 

Development path 

“Emerging” Set of 

hypotheses 

Value 

proposition, 

customer 

segment 

Helping to find 

profit side, 

enhancing chances 

to survive, planning 

the future 

company’s 

development, 

enhancing financial 

indicators 

Establishment 

“Growth” Set of 

components with 

clear relations 

Customer 

relationship 

The forecast 

accuracy, 

acceleration of the 

company’s 

development, 

understanding of 

the position on the 

market 

Development 

“Mature” Set of separate 

components 

Revenue 

streams 

Employees’ 

motivation 

Not clear 
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4.3 Role of Information Technologies 

Chosen companies develop information products, so therefore, information technologies have a 

special place in company’s business. Companies are built around technologies. Basically, they 

play two main roles. The first one is a role of the value proposition. The second role is support role 

for the company’s business. The level of support differs from company to company. 

4.3.1 Company “Emerging” 

The entire business process of Company “Emerging” relies on information technologies. The 

company uses information technologies for communication, tracking processes, and also for 

planning. As example Participant E3 mentioned, “We're using distributed version control system 

for managing our code, online bug tracking systems for keeping track on development process, 

VoIP services for communications within the team”. However, the company does not have one 

integral system. An application portfolio is a set of separate applications. At this stage, when a 

company is small and does not have a lot of customers, some processes do not require 

technological support. The analysis of collected data is done mostly manually because of a small 

amount of customers. 

Most participants said their business model needed no additional components for showing the role 

of information technologies. In the same time they mentioned that the technologies were important 

and they should be viewed as an integral part of the business model. 

Every participant said that information technologies should not be placed as a separate business 

model component. Participant E5 mentioned that information technologies were a part of most 

components; they extend the business model, making it better. Development of information 

technologies brings new types of business models. Information technologies enhance quality, 

optimize costs, and make business more effective. Information technologies and business models 

contribute to each other. In IT companies the business model aims at the development of 

information technologies solutions. At the same time, the business model is supported by 

information technologies.      

 

4.3.2 Company “Growth” 

The company develops information systems which support management of business. At the same 

time, the company uses the information system that was developed for its customers. It helps to 

optimize the business process inside the company. That information system is integrated with a 

number of different technologies such as e-mails, IP telephony, and systems – 1C (popular Russian 

system for accounting) and etc. Also the company uses some technologies which are not built in 

the system, for instance, Skype and Social Media, but they do not play such a significant role as a 

company’s own. 

All participants said that information technologies can be reviewed as an additional component of 

the business model. They are so deeply integrated in everyday routines that an IT company cannot 

exist without them. Participant G2 said about information technologies: “This is a main artery that 

connects all departments”. 
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Information technologies have sufficient influence on business model components. The value 

proposition is a combination of information technologies. During processing of a customer 

segment definition, the company uses technologies for analysis of the customer data. Key 

processes are supported by the information system. Company “Growth” is of a medium size, so in 

this case, a track of employee data or work cannot be done manually. Information technologies are 

the key resources for development of value proposition. Their own developed information system 

supports a whole customer relationship life cycle. When customers call or register on a web-site, 

they get into the systems. The customers’ information is also kept in the system. The calculation of 

payment and bills’ sending is done via the system. As the company’s products are cloud solutions, 

the role of channels of supplement is played by the Internet. In the beginning of this year the 

company stopped using offline marketing and now only uses the Internet as a marketing channel. 

The company has a large network of partners. They can be added to some tasks or discussions for 

easier communication and collaboration, and so they are aware of process. Therefore, in this case, 

information technologies are a link between companies and partners. The main company revenue 

sources are sales, technical support, and teaching other companies how to use the products. 

Information technologies underlie every revenue source. Information technologies have influence 

on component “Cost structure” by optimizing costs. 

 

4.3.3 Company “Mature” 

Reviewing Company “Mature”, information technologies were divided into internal and external 

because participants separated them. Participant M3 noticed, “In general the external information 

technologies are fundamental for business”. External technologies are technologies which do not 

belonged to the company. The company looks at external technologies as sources for future 

development. The company observes and follows innovation technologies. It tries to use every 

opportunity for additional revenue. 

Internal information systems are presented by bug tracking, planning systems, process tracking 

systems, internal company’s chat, and etc. There is one integral system, but some departments use 

different applications if managers or subordinates are accustomed to them. The company uses an 

information system.  However, system has some features which were developed by internal 

software engineers. The company has a large number of products. The different teams use different 

programming languages for the development. Such technologies as Skype and e-mails are used for 

communication and collaboration. The company’s value proposition is also internal information 

technologies. The combination of them gives revenue.  

Every participant said that information technologies should not be an additional component in the 

business model. Participant M1 mentioned, “I don’t know whether it makes sense to allocate it 

separately because it's permeated all of these components, all of these 9…it’s infrastructure, 

environment”. Participant M2 tried to attribute information technologies to other components. In 

case of this company information technologies can be viewed as an infrastructure which supports 

and influences on every business model component. If all components were presented as a list, the 

component “information technology” will be the place where that list locates. 

Company “Growth” takes benefits from internal and external information technologies. Internal 

information technologies help to minimize costs and optimize processes. Well-established internal 
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information technologies allow new possibilities for a company’s development. An emergence of 

new external information technologies gives the ability to grow and to develop business model 

components. 

 

4.4 Findings 

4.4.1 Business Model Development 

The process of a business model development is iterative. Companies generate hypotheses until 

they find right one (Blank, 2006). At earlier stages the business model is a set of hypotheses. The 

company’s business is more uncertain at the emerging stage. According to Blank (2006) for start-

ups it is very important to start from the understanding of customer expectation. Company 

“Emerging” has a pilot product for certain customers. Employees of two other companies said that 

they have not established a customer segment. However, when companies work on the 

development of a new product, they design it for special customer segments.  

Companies “Growth” and “Mature” reached high stages of their organizational life cycle, so their 

hypotheses were approved. They work systematically on a business plan development. Every year 

they provide a new one. Business models are not presented by documents and are not reviewed. 

Company “Emerging” has both the business plan and the business model. The business plan is 

based on the business model, but it is not updated often. Business model are reviewed biweekly 

using Osterwalder, Pigneur and Clark’s (2010) business model canvas. 

Companies need to work with the business model when they are emerging (Blank and Darf, 2012). 

Another implementation of business models is the need to have a significant change in business. 

When the company is well-established there are more needs in a business plan development. A 

business plan is a financially oriented document which is applicable for external use. If the 

company needs to get credit in bank, it will be asked to provide the business plan (Fiore, 2005). A 

business model does not focus only on the financial perspective; it tries to embrace every aspect of 

the company business. 

The pre-understanding was based on Osterwalder, Pigneur and Tucci (2005) business model 

notion. However, the empirical study showed that business model canvas (Osterwalder, Pigneur 

and Clark, 2010) gives a better framework for a business model development in the practice. It 

provides easy and clear guidelines. Business model canvas contains nine building blocks: customer 

segments, value propositions, channels, customer relationships, revenue streams, key resources, 

key activities, key partners, and cost structure (ibid.). They are presented as puzzles; folding them 

rightly it is possible to get a well-established business.  

Also, the relations between business models and other aspects were reviewed. The strategic choice 

should not be considered inside the business model. The marketing model is a separate business 

unit. The questions about sustainability are not related to the business model because the business 

model presents current state. The sustainability might be included in the business plan. Figure 4.1 

shows the relation between business models and other business aspects. An organizational strategy 

is a general direction in the business. Business model is a chart, internal, informal documents or 

thoughts. A business plan is a formal document.  A business processes is a set of processes, which 

are guided by a business model or business plan. 
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Figure 4.1. Relations between business model and other business aspects 

The empirical study showed that the business model and the business plan can be substituted in 

certain circumstances. Based on that, the recommendations for decision makers about how and 

when to use the concept of the business model were established. They contain two main steps: 

identification of the need to use the business model concepts and definition of the business model.  

The recommendations for conducting business analysis: 

1. Define the focus of the analysis 

 If the company is in the emerging stage or in other stages and wants to make significant 

changes, it needs to focus on a business model development 

 If the company in growth or mature stages and the business is going well, it needs to 

concentrate on a business plan development 

2. Define the business model  

 Use business model canvas (Osterwalder, Pigneur and Clark, 2010) for the analysis and 

definition of business model 

 For emerging companies: define a pilot business model, then verify and correct until the 

company gets stable revenue 

 For existing companies: define the current business model and the first draft of the 

desirable business model consistent with organizational strategy. Verify and correct the 

business model continuously until getting expected outcomes. 
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4.4.2 The Place of Information Technologies in Business Models  

In IT companies, business models need to be viewed inseparably with information technologies.  

Information technologies are the environment in which business models are developed (figure 4.2). 

They contribute to every business model component. Figure 4.2 does not reveal the relations 

between components; it aims to show the place of information technologies. 

The difference between companies in the IT sector and others is that in IT companies information 

technologies play two main roles: driving and supporting. The external information technologies 

are opportunities for company’s sustainability and development. Maturity of internal technologies 

shows the readiness to react to the appearance of new external technologies. 

 

Figure 4.2. Business model and information technologies 

 

4.4.3 Information Technological Infrastructure Development 

An organizational life cycle defines the component(s) around which business models are built. At 

the emerging stage this is value proposition and a customer segment. At growth stage, that 

component is a customer relationship. Company “Growth” is developing new products driving by 

satisfying long-term customers. At mature stage the development of company is driven by the 

exploration of new revenue streams. During the empirical study I noticed that information 

infrastructure depends on the stage of an organizational life cycle and the core business model 

component(s). However, it has not been the focus of the current research. 

Information infrastructure is a social-technical network that covers technologies, humans and 

organizations (Hanseth, 2000). Evolutional development of IT companies is presented by a number 

of maturity models. Some examples are Enterprise Architecture Maturity Model (National 

Association of State CIO’s, 2003) and Capability Maturity Model Integration (CMMI Product 

Team, 2002). CMM is an incremental approach to the improvement of a software process 
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(Ciborra, 2004). However, CMM has some limitations which are concerned with a lack of 

experimentation and organizational learning (ibid.).  

Hanseth (2000) highlights that information infrastructure covers three aspects: enabling, sharing, 

and openness.  Enabling means that it supports processes (ibid.). Sharing is that an information 

infrastructure is used by number of users (ibid.). Openness means ability to be extended. I made 

recommendations for a continuous development of the information infrastructure based on 

empirical findings. They cover those three principles of information infrastructure: enabling, 

sharing, and openness. The recommendations aim to reveal the relations between business model 

and information technologies. 

Emerging:  

The focus needs to be done on creation of value proposition. 

1. Definition of tools for an application(s) development and support of that process 

(technologies as part of component resources). 

2. Choice of technologies for collaboration, communication, coordination. 

3. Choice of technologies for promoting company and finding pilot customers (e.g. 

social networks). 

4. After entering the market, the company needs to have a well-developed website which 

presents “the company face”. 

Growth: 

The focus is on the company development. 

1. Implementation of systems for the customer support (e.g. Customer Relation 

Management – CRM system). 

2. Implementation of technologies for Key Processes. 

3. Integration between internal systems. 

4. Integration with partners’ information systems as sources of future value proposition 

development. 

Mature: 

The focus is on integration and standardization. 

1. Integration with partners’ information systems as sources of additional revenue 

streams. 

2. Optimization of an information technologies infrastructure, making it more flexible 

and open for new opportunities. 

If companies start working in new direction, some steps from previous stages can be applied. 

In summary, the empirical study shows that the approach to analysis of the business model 

depends on the maturity of industry and market. Information technologies and business models are 

inseparable concepts. The additional finding of the research is a formulation of information 

infrastructure in terms of the business model and the organizational life cycle.  
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5 Discussion 

The results of the study define the place of information technologies in the business model and the 

configuration of relations between business model, information technologies, and the 

organizational life cycle. 

I stated for research two separate research questions and a pre-understanding. The pre-

understanding was created in an attempt to answer the first question. The empirical research did 

not confirm the pre-understanding. Every component of the business model is important in every 

stage of the organizational life cycle. The managers need to clearly define the scope of a business 

model concept at the beginning. Subsequently, they need to use the same understanding 

continuously during the company’s life.  The concept of an organizational life cycle did not find 

place in a business model definition. However, the company maturity may influence the need to 

work with business model concepts. In addition, it was found that the analysis of business model 

needs to consider market and industry maturity.  

The strength of my research lies in the combination of “unrelated” concepts. It is a cross-

disciplinary study on the border between Business and Informatics. The limitations concern is with 

the use of quantitative and qualitative approaches in an unusual way. In my study I developed the 

pre-understanding based on quantitative data and tested by using the qualitative approach. The 

decision about accepting/declining pre-understanding may be different if other companies have 

been selected. The more coherent picture could be gotten if the empirical study embraced company 

in the declining stage. Another limitation is about criteria for assigning companies to certain stages 

of the organizational life cycle. According to those criteria, Company “Mature” is mature, but if 

the company does not have the business model, can we call it mature?   

Below I discussed some additional findings from my research.  

Different industries have various lengths of organizational life cycle stages. Most IT companies are 

young, despite the fact that some occupy mature positions. Company “Emerging” is one year old, 

Company “Growth” is seven years old and Company “Mature” is 14 years old. Organizational life 

cycles of Company “Emerging” and “Growth” are the same as their product’s life cycles. 

However, organization life cycle of company “Mature” encourages life cycles of their products 

and services. Kotler and et al. (2009) proposed additional product life cycles such as style, fashion, 

fad, which were named by Grandys (2010) as short ones. They are well traced by the example of 

Company “Mature”.  If a new device is developed, the company tries to develop the new game as 

soon as possible. At first, the company can attract first-buyers, meaning customers who desire to 

appear elite. Then if device becomes popular, the product will get second growth. It was an 

example of style product life cycle. The example of fashion can be games based on social 

networks – they develop smoothly. Fad is fast growing and fast declining. The company bases its 

business on trends so the short product life cycles take place in its organizational life cycle. 

Company “Emerging” relies heavily on theory, especially in the development of the business 

model. Opposite to that, companies “Growth” and “Mature” do not use theory; they discover the 

right way by practicing. The cause is not obvious. It might be differences in Swedish and Russian 

business cultures, maturity of company or industry, lack of knowledge, or time when they were 

created.  
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After data collection and analysis of Companies “Emerging” and “Growth” I was completely 

confident that the stage of organizational life cycle needs to be considered during the business 

model analysis. According to my pre-judgment the company in the maturity stage should have 

well-established business model. The empirical study showed that Company “Mature” does not 

have it and the company is very profitable. Nowadays IT industry in the Russian Federation is 

experiencing boom. Some companies are succeeding without having established development 

strategy, they are just following trends. Company “Mature” is focused on quick development. In 

the case of Company “Mature” a business model is viewed as a limitation to growth. However, the 

second Russian Company “Growth” is different, but it belongs to another industry. Companies 

“Emerging” and “Growth” belong to the one industry and aim at the optimization of their 

customers’ business processes. The conclusion from that: the maturity of industry and market in 

special region influence on the business model concept.   

Some researchers such as Osterwalder and Pigneur are doing continuous development of business 

model notions. In earlier papers (Osterwalder and Pigneur, 2002; Osterwalder, Pigneur and Tucci, 

2005) the business model notion has more scientific character than in later research (Osterwalder, 

Pigneur and Clark, 2010). The later one provides practical guidelines for a business model 

establishment by using business model canvas. That notion covers all four value dimensions of the 

business model from Al-Debei and Avison’s (2010) theoretical framework. It has a coherent 

modeling principle. Business model canvas reviews components as building blocks which can be 

composed into one picture (Osterwalder, Pigneur and Clark, 2010). The study in Company 

“Emerging” shows that business model canvas might be used in practice. The business model 

canvas is easy to understand and use. During interviews participants noticed that every component 

of the canvas is important during a business model establishment.  

The other question is the special time when companies need to focus on a business model 

development. If the company is established and the business is going well, it is not concerned so 

much about business model. However, if the company has problems, the demand is declining; it 

may look for opportunities to improve business. One of the options is to change or define the 

business model. Also, for emerging companies, working on business model development is 

important. Today’s competitiveness in the market is high. There are many IT companies and offers 

can be higher than demand. Business models can help to understand the specifics which differs the 

company from others. 

Business models play an intermediate role between strategy and business processes. The empirical 

research brought other business concept which is a business plan. In the beginning of dissertation 

the strategic aspects were viewed as one of the business model domains. The empirical study 

showed that competitors, marketing plan, and sustainability are aspects which are affected by 

business plan. A business plan is a set of goals and guidelines on their achievement. It is focused 

on financial aspects when a business model is on business logic. Both concepts are realizations of 

strategy. While the company business is stable, it works more on business plan development. The 

business model is still a quite new concept and some people are mixing that with strategy and 

business plan.  

Information technologies are an environment in which business models are being developed. They 

are the basis for new business models which were difficult to imagine before. Development of 

cloud technologies were basis for the foundation of Companies “Emerging” and “Growth”. 

Emerging new technologies drive the opening of new directions in Company “Mature”.  
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Information technologies support every business model component in one or other way. The good 

example is the component partners. Some companies use e-mails for communication, others work 

more closely with partners and add them to task in the internal management system. Companies 

have different informational infrastructures. Some use complete solutions where most of 

applications are integrated in one information system (e.g. Company “Growth” and “Mature”). 

Others use separate applications or systems (e.g. Company “Emerging”). Some companies develop 

information systems for internal use (e.g. Company “Growth”), others use already developed (e.g. 

Company “Mature”). The development of an information infrastructure should not be spontaneous, 

it should be continuous. When the company is emerging, there is no need to build one complex 

information system. As recommended, the companies need to focus on the most important 

elements for special stage of organizational life cycle. The development of an information 

infrastructure needs to be consistent with business model. 

It is difficult to underestimate the role of information technologies, especially in IT companies 

where they are the base of value proposition. Information technologies optimize processes, 

decrease costs, and support communication with customers and partners. The CRM system allows 

more personalized products and services, finding new segments. Technologies define other 

resources. The study was conducted in IT companies, where the platforms and programming 

languages define companies’ human and intellectual resources. New technologies give new 

opportunities. Companies need to adopt new external technologies and develop internal to be 

competitive.  

The role of a business model has not clearly defined yet. Some companies create special section in 

their web-site which is called “our business model”. However, the information, which is described 

there, is mostly about business strategy. There are a lot of research and practical implementations 

for business models, but it may take some time to standardize the concept. Business models 

provide an understanding of a company’s nature, its business logic. The understanding of that can 

motivate employees. Revealing some business model components can attract customers and 

partners. One of the benefits of a business model, which was highlighted, is the enhancing forecast 

accuracy. Definitely, understanding of the company logic enhances it, but financial indicators are 

better covered by the business plan.  

Information technologies and business model can play a significant role in rescuing a company. 

After mature stage the company has two options. One is to enter an emerging stage again and the 

second one is to enter a declining stage. Development of information technologies and reviewing 

or changing of business model can give second chance for the company. When the company faces 

problems, it starts reviewing internal and external factors. During that time new opportunities for 

business models can be established. 

Kalakota and Robinson (2004, p.16) give suggestions for usage of technologies in e-business 

companies, “Don’t use technologies just to create the product. Use technologies to innovate, 

entertain, and enhance the entire experience surrounding the product: from selecting and ordering 

to receiving and services”. In IT companies, the use of technologies is not limited by the creation 

of a value proposition. It penetrates every business model component in different degrees. 

Companies invest in information technologies to investigate opportunities (Peppard, Ward and 

Daniel, 2007). As mentioned, well-established information technological infrastructure enhances 

chances to get benefits from newest external information technologies or other opportunities.  
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Ward and Peppard (2002) defined inputs for IS/IT strategy formulation: the internal business 

environment, the external business environment, the internal IS/IT environment, the external IS/IT 

environment. I provided recommendations for information infrastructure implementation where 

internal and external IT environments were considered. However, Ward and Peppard (2002) do not 

imply only information infrastructure under internal IS/IT environment. The contribution of 

technologies to business is also included in their understanding of internal IS/IT environment. In 

my recommendations business environment also has influence on an information infrastructure. 

Development of the information infrastructure is presented as co-evolution of the business model 

and the company. 

 

5.1 Contribution  

This study contributes to theory by testing the pre-understanding about the specific business model 

concept for every stage of the organizational life cycle. Also, the study reveals connections 

between business model and information technologies and defines the place of the business model 

among other concepts. The research gives new insight on the information infrastructure from the 

business model point of view. 

The study contributes to practice by giving recommendations for:  

 conducting the company’s business analysis (when to work on business model 

development and which business model notion to use) for decision makers; 

 information infrastructure development. 
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6 Conclusion 

The research aimed to study contextual dependency of business models. The second object was to 

define the role of information technologies in business models. Two research questions were stated 

within the scope of this work: How to define business model in terms of the context? and  What is 

the contribution of information technologies to business model concept?. The first question is 

answered by the description of the relations between business model and other aspects, and 

recommendations on the way of business model development. The second question is answered by 

the definition of the place of information technologies in the business model concept. An 

additional finding of the research is the definition of the information infrastructure in terms of an 

organizational life cycle and business model. The information infrastructure extends the answer to 

the second research question. 

The study starts with defining the business model concept. Despite the huge amount of research in 

this area, this concept is still quite new and inconsistent. The review of relevant work showed that 

there is a theoretical gap in the common definition of the business model concept. The reviewed 

literature mentioned the importance of a continuous development of a business model. However, 

the previous relevant work did not cover co-development of the business models and 

organizations. 

In summary, the results of this work show that managers need to define the business model 

concept clearly in the beginning and apply the same understanding during a company’s life. The 

review of the business model is more essential during the period of the uncertainty, because the 

business model implies a verification of hypotheses about a company’s business. At the different 

stages of an organizational life cycle the business models are built around special component(s). 

Also, the maturity of the industry and the market has influence on the definition of a business 

model. Information technologies penetrate and connect every component within a business model. 

They are an environment where business models are developed. Another finding of this work is the 

co-evolution of information infrastructure, business models, and organization. 

Information technologies and their role in society are going through changes (Sawyer and Winter, 

2011). The future of Information Systems science is not foreseeable. Walsham (2012) emphasizes 

the need of interdisciplinary research. This study represents cross-disciplinary research on the 

border of Business and Informatics. The research in the business model field may become one of 

the future majors in Information Systems science. This work attempted to clarify the business 

model concept and its relations to information technologies. The study provides a base for the 

managerial decision-making process. 

 

6.1 Future Research 

For future research I recommend to: 

 study the role of the business models and information technologies in rescuing companies 

from the declining stage, because research in the declining stage would be too much for the 

scope of this work; 
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 conduct an empirical study in companies from a business culture that relies heavily on a 

theoretical approach. Russian companies which were studied did not focus on a theoretical 

approach in their everyday decision making process; 

 define clear differences between a business model and a business plan. The concept of a 

business plan appeared during the empirical research, this work did not focus on studying 

the differences between these aspects; 

 study the impact of different industries on the maturity of the business model. This study 

shows that the industry in which the company works influences the maturity of their 

business model. The study was conducted in IT companies. IT industry is highly influenced 

by the development of different hardware or software technologies. 
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Appendix A – Survey 

Master Thesis Survey 

Researcher – Tetiana Gron 

Q. What is valuable to analyze in every stage of industry and product life cycle? Please rank 

the options (1 = the most important to 14). 
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Appendix B – Interview Questions 

Section 1 – Special questions (to understand maturity of company): 

1. How long does the company exist? 

2. Does company’s revenue cover costs? 

3. How can you describe product differentiation? 

4. Could you please tell briefly the company’s history? 

 

Section 2 – Questions to all:   

1. Which role do information technologies play in the company business? Is company build 

around technologies? 

2. How do you think whether analysis of business model needs to be different depending of 

the company’s maturity? 

3. Does the company have defined business model? What the benefits does relevant definition 

of business model give to company? 

4. Which are business model components the most important for company? Why? 

5. Could you please define which benefits every highlighted component gives to the 

company? 

6. How do you think whether technologies need to consider as part of business model? 

7. How do information technologies influence on every business model component?  

 

 

Section 3 – Special questions about business model components: 

1. Does company have finalized value proposition? Please explain. 

2. How can you describe relations with customers?  

3. Do you have established customer segment? Please explain. 

4. Are you considering competitors, when you are working on business model development? 

Why? 

5. Are you working on some partnership or co-opetition with other companies? Why? 

6. Are you reviewing your value creation process with goal to improve? Why? 

7. Are you using customer’s information for improving business model? Why? 

8. Are you reviewing pricing, revenue sources? How often? 

9. How important is marketing model at this stage of development? 

10. Which role do key resources play at this stage of company development? 

11. Are distribution (communication, delivery, sell) channels being changed? Does it depend 

from company development or technology development?  

12. How do you sustain competitiveness of company? 

 


