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A
About thee research
To
o learn aboutt business mod
dels in Europea
an SMEs in cre
eative sectors,, a survey was conducted among managers in Iceland
d,
D
Denmark and P
Poland. SMEs in
n creative secttors were identified from public records and
d their manage
ers were conta
acted by phone.
They were aske
ed to participatte in our researrch and if they
y agreed, we se
ent them a link
k to our online survey.
s
This rese
earch would not
h
have been posssible without these
t
manage
ers’ participatio
on and we are
e greatly indeb
bted to them. A total of 644 responses were
c
collected from managers of Icelandic, Da
anish and Polish SMEs in crea
ative sectors, with
w
a roughly
y equal split am
mong the thre
ee
c
countries.
The survey conssisted entirely of
o multiple-cho
oice questions c
covering a wid
de range of top
pics. The survey
y was first deve
eloped in Englissh
a
and then translated into Icela
andic, Danish a
and Polish. To e
ensure consiste
ent translations, the translated
d surveys were
e then translate
ed
b
back to English
h by people wh
ho had not be
een involved in
n the original trranslations. We
e compared th
he translations into English with
th
he original Eng
glish version of the
t
survey and made adjustm
ments to the tra
anslations wherre needed to ensure
e
consistency.
A
As befits researc
ch that draws insights from in
ndustry, its culm
mination should
d be crossing the academia--industry barrier for the secon
nd
tiime, in the opp
posite direction
n, to bring new
w insights backk to industry. That is when the academic ressearch becom
mes relevant an
nd
c
contributes to tthe process of business reinvention. In this sspirit, this report provides an overview of th
he main findings of the surve
ey
re
esearch as well as other research on busine
ess models con
nducted by the
e Reinvent rese
earchers over the
t
course of th
he project. A fu
ull
lisst of references is provided at the end of this report.
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Figure 1: Managers' responses about business models used
by their firms

Business model perception
Managers were asked how many business models their firms
had used in the last year. Almost one fifth (19%) of the
managers indicated that their firms used one business
model, while about one third (34%) indicated that their firms
used multiple business models. The more complicated and
multi-faceted that a firm’s operations are, the more distinct
business models can be expected. Two fifths (41%) of the
managers did not answer this question and some entered
comments that they weren’t sure, didn’t know or didn‘t
understand the question. 6% of managers claimed that their
firms used no business model. Since all businesses operate
using some business model, the implication is that these
managers possibly do not understand the business model
concept. Thus, although 53% of managers are familiar with
the business model concept, the rest are not.
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Business model innovation

that SMEs in creative sectors invest least in business model
innovation. This can be viewed as evidence of an
untapped opportunity; SMEs should consider the possibility
of engaging in business model innovation to improve their
competitive advantage.

We asked managers to divide 100 points among three types
of innovation (product/service innovation, process
innovation, and business model innovation) to reflect the
breakdown of their firms’ overall investment in innovation.
Managers assigned an average of 50 points to
product/service innovation, 25 points to process innovation
and 19 points to business model innovation. Thus, it appears

Research conducted among young technology-based firms
[4] reveals that firms engaged in radical innovation are likely
3

the stories told by the business models of European SMEs. To
this end, we asked managers a series of questions about
their firms’ business models.

to also be engaged in business model innovation, and
although the direction of causality is not known, it is likely
that radical innovation and business model innovation are
mutually reinforcing. This implies that firms competing
primarily with incremental innovations may gain competitive
advantage by adding business model innovation to their
innovation mix and bring incremental innovations to market
using novel business models – thus diverging from what is
common in this category of firms. Furthermore, young
technology-based firms can expect that their competitors
are likely to engage in more process innovation and
business model innovation when competitive intensity in the
environment is high. This implies that neglecting their
processes or business models could pose a risk of losing out
in competition [27].

We identified four classes of business models:

Business model innovation should be the process through
which an organization becomes more robust. Only after
managers have been able to rethink and reshape their
business model, does the old adage “if it does not kill you, it
will make you stronger” become true. In the context of
business and management, “stronger” means more
innovative, more competitive and more profitable.

1)

Business models “borrowed” (or replicated) from other
industries, where they have already proven successful.
This is essentially a low risk strategy, and may be
successful for firms who are the first to introduce a
business model into their industry.

2)

Business models based on offering new features. This is
sometimes referred to as incremental innovation. Like
business model replication, this is generally viewed as a
low risk strategy, but one that may not lead to
competitive advantage. Examples of new features are
an increased variety and number of options, new
combinations of products, services and information,
bringing together new collaborators, introducing new
incentives for customers and creating new links with
customers.

3)

Business models based on efficiency. These are also
referred to as “low cost” business models. This is usually
achieved through internal optimization or exploitation of
economies of scale, which can result in lower prices for
customers.

4)

Business models based on radical novelty that disrupts
the status quo in the market. This involves being a

The “stories” business models tell
A business model can be thought of as a “story” about how
a business creates value – for its customers, its shareholders
and other stakeholders. Therefore, we sought to understand
4

In Figure 2, we see the average scores for each of the
classes of business models in the three countries included in
the research. We see that business models based on
offering new features – or incremental innovation – are most
prevalent in all three countries.

pioneer in one’s industry and offering entirely new value
to customers. Developing a novelty-centered business
model can require challenging existing industry business
models.
It is important to bear in mind that a business model might
exhibit characteristics of more than one of these classes
and a firm can operate using multiple business models,
each of which belongs to a different class.
Figure 2: Prevalence of classes of business models

business model replicated from other industries

The survey included several questions
about performance, which allowed us to
examine relationships between classes of
business models and performance. We
consider
two
measures
of
firm
performance:

business models based on offering new features

business models based on efficiency

1)
Customer acceptance, which
refers to managers’ assessments of their
customers’ satisfaction, the level of value
provided to customers, how well the firm
performs in terms of meeting customer
needs and retaining existing customers –

business models based on novelty

PL

Differences between countries are statistically significant for
business model replicated from other industries and for
business models based on efficiency. Business model
replication is most common in Poland
and least common in Denmark. The
same pattern is observed for business
models offering new features. For the
other two classes of business models,
differences between pairs of countries
were not significant.
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new features
innovations.

all compared with the firm’s competitors.
2)

Market growth, which refers to managers’ assessments
of their firms’ market share and revenue growth, and
their ability to gain new customers and increase sales to
existing customers – all compared with the firm’s
competitors.

rather

than

full-blown

game-changing

Finally, for business models borrowed (or replicated) from
other industries, we found a positive relationship with market
growth, but not customer acceptance. So the benefits of
replicating a business model from another industry are not
as clear as for basing a business model on novelty or new
features.

The findings are quite interesting. In the first place, we found
that business models based on efficiency do not contribute
to either of the performance variables. This implies that firms
are not likely to improve their performance by offering
products or services at lower cost. At this point it is important
to highlight that the firms studied were all SMEs in creative
sectors and so these findings are only relevant for this
particular context, which might explain why firms like
Walmart are in fact successful despite – or even because of
– their low-cost business models.

Socially responsible business models
Professional service firms – meaning firms that rely crucially
on their employees’ expertise – can be particularly
challenged by a misalignment in the mental pictures that
managers, employees and customers have of the service.
Research shows that articulating a shared service concept
can reduce the impact of these challenges [3]. In a
professional service firm studied, articulating a service
concept around the notion of social responsibility was found
to be effective [3, 24].

When it comes to business models based on novelty, we
found positive contributions to both performance variables.
Thus, SMEs in creative sectors that develop business models
based on novelty can expect a higher level of customer
acceptance than their competitors and a higher level of
market growth. In sum, customers seem to appreciate
novelty, while they do not seem to be impressed by lower
prices – at least not in creative sectors. Those firms not
prepared to take the risks involved in business models based
on novelty will be heartened to know that we also found
positive contributions of business models based on offering

Indeed, social responsibility can form the core of the “story”
a firm adopts – or, in other words, of its business model [21].
Research findings indicate that business models with social
responsibility at their core are more likely when market
turbulence is high than when it is low. This suggests that
when customers’ demands are changing rapidly, firms are
more likely to implement socially centered business models.
6

[8, 9]. This is likely to be in response to increased customer
expectations about social responsibility. Furthermore, firms
engaged in business model innovation are more likely than
other firms to develop socially centered business models.
This might be because business model innovation calls for
looking at the “big picture”, which can lead to taking the
social dimension into account [10].

functional services. This makes sense when one thinks about
consumers, but what about business-to-business (B2B)
service contexts? Research shows that even in B2B service
contexts, emotional and social benefits contribute to
customer satisfaction. But the contribution is greatest if
emotional and social benefits are low to start with in which
case firms can expect stronger effects on customer
satisfaction than if they are high to start with [7].

Experience-based innovation

Following from the thinking on experience-based
innovation, firms engaged in service innovation should
emphasize design as a way to create engaging customer
experiences. They should include designers in service
innovation, and they should seek evaluations of their design
outcomes (design excellence) from outside the firm [5].

Although not necessarily classed as a separate type of
business model, augmenting a product or service with
experience or having a customer experience at the core of
a business model is also possible. This can be referred to as
experience-based innovation and is most commonly seen in
service business models; we can think of it as making
services „sing and dance“[6]. This can be relevant even
when a service is functional in nature, e.g. insurance or dry
cleaning. Six service design strategies that can create a
compelling customer experience have been identified [1].
They fall into two categories, strategies for customer
empowerment
and
strategies
for
customer
accommodation. Using these strategies can help set the
stage for a service to offer an emotional experience.

Analyzing business models
For managers, understanding the logic of their
organization’s business model is not only an abstract
intellectual exercise but is essential for efficient managing
and decision-making [13]. Since a business model describes
the entire “metabolism” of the organization, it is sensible to
explore the relationships between the business model’s
structure and the organization’s fitness. Importantly, such
fitness should reside in every building block of the business
model, from the financial aspects to relationships with
partners, customers, and employees [22].

Emerging thinking views service benefits as multidimensional, including functional, emotional and social
benefits. As mentioned above, experiences – made up of
emotional and symbolic aspects – are important even for
7

improved business efficiency (e.g. by enabling savings on
security or IP protection costs) and, ultimately, business
success [15].

Managers and employees may have very different views
about which parts of the organization’s business model are
most important. Some may see cultivating relationships with
business partners as fundamental, while for others customers
and their concerns are the most essential. Thus, for all
practical purposes, it is as if there exist multiple implicit
business models in an organization [16]. Appropriate means
for analyzing business models to reach a common
understanding are, therefore, called for.

Tools for business model innovation
The Business Model Canvas and Doblins’s Ten Types are two
popular business model concepts. They differ in the terms
they use to describe their building blocks, but they deal with
the same issues. Managers may benefit by applying tools
(from creative-thinking methods to quantitative analysis)
suggested in each concept – such tools are aimed at
introducing innovations in each of the building blocks. For
example, Doblin’s over 100 “innovation tactics” may well be
applied during the reinvention of Canvas-based business
models [18].

Social network analysis is one such approach. Social
network analysis supports the exploration of a specific part
of organizational reality from the relationships and
interdependencies perspective. This approach can be
applied to business model components to understand how
they mutually depend on one other [28, 33]. The business
model components that can act as “levers” for influence
are those that have the highest and most immediate
impact on other components but are not strongly
influenced by other components.

Business model innovation may also be facilitated with the
help of either Altshuller’s engineering-based methods (also
known as TRIZ) or creative-thinking tricks (such as Osborn’s
SCAMPER) developed in the world of marketing. The latter
has the form of simple intellectual triggers (for example: “Do
it in reverse!”, “More slowly”) that can stimulate managers
to revise the ways they think about their business practices
[17].

Relationships are important components of business models.
Internal (among employees) and external (with business
partners and customers) relationships are maintained via
surprisingly similar and universal mechanisms. They are all
based on behaviors that promote and strengthen trust and
reciprocity, i.e. mutually exchanged acts of cooperation
[22]. This effect may be especially pronounced in family
firms, since relatives are likely to cooperate and show familyoriented honesty, loyalty and trust. This may result in

Some managers work in highly technical fields but are not
scientists or engineers themselves. How are they then to
evaluate the quality of R&D work, hire consultants or make
8

p
personnel decisions – all im
mportant eleme
ents of busine
ess
m
models in high
h-tech industrie
es? One set o
of tools to he
elp
m
managers originates in bibliometrics (scienttometrics) and
d is
b
based on the analysis of citations
c
of ac
cademic pape
ers
re
elevant for a given industry. Authors of w
well-cited pape
ers
m
make better c
consultants an
nd experts – ttheir intellectu
ual
q
quality is likely to
o be reflected in the quality o
of their input in
nto
th
he reinvention of business mo
odels [11].
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A
About thee Reinventt project
B
Business model innovation has to do with inv
venting and im
mplementing new models for doing business and creating
g value. As such,
b
business model innovation can be viewed a
as a process of transformation
n and reinventio
on.
The aim of the Reinvent projject (2013-2016
6) was to deve
elop and sharre knowledge about how SM
MEs in creative
e sectors – SMEs
o
operating in bo
oth digital and non-digital ma
arkets – can im
mplement business model inno
ovation as a means
m
to enhan
nce competitiv
ve
a
advantage. Re
einvent create
ed opportunitie
es to evaluate
e and validatte business model innovatio
on as a comp
petitive tool for
E
European SMEs through empirrical research a
among SMEs in
n three countrie
es: Iceland, Poland and Denm
mark.
The Reinvent prroject was fund
ded by the Marie Curie Industtry-Academia Partnerships an
nd Pathways Program (IAPP).. Project number
3
324448.
The Reinvent P
Project web site can be found here: http://bmireinvent.com/ and a short
s
documen
ntary about th
he project here:
h
https://www.yo
outube.com/wa
atch?v=H4thGefJ72w&t=1s.
The Reinvent a
academic parttners are the R
Reykjavik Unive
ersity Center fo
or Research on Innovation and
a
Entreprene
eurship and th
he
W
Wyzsza Szkola B
Biznesu Centerr for Innovatics; the industry p
partners are VA
A Arkitektar (Re
eykjavik, Icelan
nd), i3D (Gliwic
ce, Poland) an
nd
Stormsalen (Horrsens, Denmark
k).

10

References
The Reinvent researchers have conducted academic research spanning a
broad range of topics related with business models in one way or another.
The resulting publications, listed below, are available to anyone interested;
simply contact the authors or the project coordinator by sending an email
to marina@ru.is.

7.

Candi, M. and Kahn, K.B. (2016). Functional, emotional, and social
benefits of new B2B services. Industrial Marketing Management, 57, pp.
177-184.

8.

Candi, M., Colurcio, M., Melia, M. (2015). Service Business Models:
Considering the Social Dimension. R&D Management Conference,
Pisa.

9.

Candi, M., Colurcio, M., Melia, M. (2016) Aligning Business Concerns
and Social Concerns through Business Model Innovation. The ISPIM
Innovation Forum, Boston.

1.

Beltagui, A., Candi, M. and Riedel, J.C. (2016). Setting the stage for
service experience: design strategies for functional services. Journal of
Service Management, 27(5), pp.751-772.

10. Candi, M., Colurcio, M., Melia, M. Business Model Innovation with a
Social Bent. Working paper.

2.

Beltagui, A., Candi, M., Rosli, A. (2016) Trajectories for Innovation in the
3d Printing Ecosystem: The Role of Design Capabilities. The 23rd
International Product Development Management Conference,
Glasgow.

11. Jasienski M (2013) Citation analysis as a practical tool for managers
and entrepreneurs: selected scientometric concepts relevant for
business model improvement. Zeszyty Naukowe Wyzszej Szkoly
Bankowej w Poznaniu 51: 151-167.

3.

Beltagui, A., Sigurdsson, K., Candi, M. and Riedel, J. (2017). Articulating
the Service Concept in Professional Service Firms. Journal of Service
Management.

4.

Candi (2014). The Innovation Mix in Young Technology-based Firms: Is
there Room for Business Model Innovation? The Product Development
and Management Association International Conference Research
Forum.

12. Jasienski M (2014) Features of an e-learning environment which
promote critical and creative thinking: choice, feedback, anonymity,
and assessment. International Journal of Continuing Engineering
Education and Life-Long Learning 24 (3/4): 237-251.

5.

Candi, M. (2016). Contributions of design emphasis, design resources
and design excellence to market performance in technology-based
service innovation. Technovation, 55-56, pp. 33-41.

13. Jasienski, M, Rzeznik, M. and Candi, M. (2013). Understanding and
innovating business models: some basic methodological
Understanding issues. Konferencja Innowacje w Zarządzaniu i Inżynierii
Produkcji, Zakopane. In: “Innovations in Management and Production
Engineering” (ed. R. Knosala), pp. 51-58. Oficyna Wydawnicza
Polskiego Towarzystwa Zarzadzania Produkcja, Opole. ISBN 978-83930399-9-9

6.

Candi, M. and Beltagui, A. (2015). Designing Services that Sing and
Dance. Design Thinking: New Product Development Essentials from the
PDMA, pp.221-236.

14. Jasienski, M. (2013). Constructing e-learning tools from heuristic
methods: multiple whys, circle of analogies and stepwise
convergence. In: "E-Learning & Lifelong Learning" (E. Smyrnova-

11

23. Sigurdardottir, A.G., Ujwary-Gil, A. and Candi, M. B2B Negotiation
Tactics in Creative Sectors. Working paper.

Trybulska, ed.), pp. 165-178. University of Silesia, Katowice-Cieszyn,
Studio-Noa. ISBN 978-83-60071-66-3.
15. Jasienski, M. (2015). Kin-Directed Cooperation May Impact Innovative
Potential and Business Models in Family Firms: Some Evolutionarily Based
Hypotheses. The 22nd International Product Development
Management Conference, Copenhagen.

24. Sigurdsson, K., Beltagui, A. and Candi, M. (2014). Socially Responsible
Business Model Innovation as a Driver for Service Innovation in SMEs.
The 21st International Product Development Management
Conference.

16. Jasienski, M. (2015). Within-firm diversity of co-existing business models:
there is a model for every team role. European Marketing Academy
Conference (EMAC), Leuwen.

25. Sigurdsson, K. and Candi, M. How SMEs Report their CSR Commitments
and Activities to Stakeholders. Working paper.
26. Ujwary-Gil A. (2015). Analyzing Business Model and Intellectual Capital
Components. In: 16th European Conference on Knowledge
Management, A. Garlatti, M. Massaro (Eds.), University of Udine, Italy 34 September, pp. 790-796.

17. Jasienski, M. and Rzeznik, M. (2014). Business models rethought:
applying the heuristic methods of Altshuller and Osborn to improve an
organization’s fitness in a variable environment. In: “Organization in
changing environment. Conditions, methods and management
practices” (B. Domańska-Szaruga, T. Stefaniuk, eds.), pp. 100-109.
Wydawnictwo Studio Emka, Warsaw. ISBN 978-83-64437-19-9.

27. Ujwary-Gil A. (2015). The Business Model of a Start-up Company [in:]
Ujwary-Gil A. Nalepka A. (eds.), Business and Non-Profit Organizations
Facing Increased Competition and Growing Customers' Demands,
Volume 14, Foundation Cognitione, Nowy Targ; WSB-NLU, Nowy Sacz,
pp. 111-122.

18. Jasienski, M. and Rzeznik, M. (2016) Building Bridges between Business
Model Concepts: the Canvas and Doblins’s Ten Types. The 2016 PTZP
Conference Innovation in Management and Production Engineering,
Zakopane. In: “Innowacje w zarzadzaniu i inzynierii produkcji” (ed. R.
Knosala), pp. 96-103. Oficyna Wydawnicza Polskiego Towarzystwa
Zarzadzania Produkcja, Opole. ISBN 978-83-941281-0-4

28. Ujwary-Gil A., Candi, M. (2014). Analyzing business model components
using the sensitivity model [in:] Ujwary-Gil A. Nalepka A. (eds.), Business
and Non-Profit Organizations Facing Increased Competition and
Growing Customers' Demands, Volume 13, WSB-NLU, Nowy Sacz, pp.
84-102.

19. Jasienski, M. Reinventing business models with TRIZ-based engineering
heuristics. Working paper.

29. Ujwary-Gil, A. (2013) A Three Dimensional Model of Identifying Barriers
to Knowledge Management, In: 14th European Conference on
Knowledge Management, B. Janiūnaitė and M. Petraite (Eds.), Kaunas
University of Technology, Lithuania 5-6 September, pp. 741-749.

20. Jasienski, M., Candi, M. and Rzeznik, M. (2013) Bridging the academiaindustry gap while innovating: Two example projects. In: “Processes
and Project Management” (M. Wirkus, ed.), pp. 61-69. Wydawnictwo
Politechniki Gdanskiej, Gdansk.

30. Ujwary-Gil, A. (2013) Knowledge Assessment Methodology – Results for
Poland [in:] Ujwary-Gil A. Nalepka A. (Eds.), Business and Non-Profit
Organizations Facing Increased Competition and Growing Customers’
Demands, WSB-NLU, Nowy Sacz 2013, Vol. 12, pp. 159-176.

21. Melia, M., Candi, M., Colurcio, M. (2015). Well-Being: A New Dimension
to Address in Business Models. Naples Forum on Service, Naples.
22. Rzeznik, M., Jasienski, M., Candi, M. (2015). Internal and External
Relationships in Small Firm Business Models. 15th European Academy of
Management Conference, Warsaw.

31. Ujwary-Gil, A. (2014). Knowledge Capital Earnings of a Company Listed
on Warsaw Stock Exchange, In: 15th European Conference on

12

Knowledge M
Management, B. Drr Carla Vivas and Dr Pedro Sequeira
a
(Eds.), Polytec
chnic Institute of Sa
antarém, Portugall 4-5 September, p
pp.
994-1000.
2. Ujwary-Gil, A. (2014). Modele bizznesowe a kapital intelektualny
32
przedsiebiorstw
wa, "Marketing i Rynek", No 5, pp. 648-653.
33. Ujwary-Gil, A. (2016). Organizational Network Ana
alysis of the Interplay
between Busin
ness Model Comp
ponents, In: Procee
edings of the 11th
h
European Con
nference on Innov
vation and Entreprreneurship, 15-16
September 20
016, A. Aaltio, M.T. Eskelinen (Eds.), The JAMK University
y of
Applied Science Jyväskylä, Finla
and, pp. 836-843.
34
4. Ujwary-Gil, A. (2016). The conce
ept and stages of the audit of intang
gible
network approach
h, In: Proceedings of the 17th Europe
ean
resources: A n
Conference o
on Knowledge Management, 1-2 Se
eptember 2016,
S.Moffett, B.Ga
albraith (Eds.), Ulstter University, UK, p
pp. 916-925.
35. Ujwary-Gil, A. (2016). Wykorzysta
anie SNA w analizie powiazan?
w modelu biznesu,, Prace Naukowe Uniwersytetu
komponentów
Ekonomiczneg
go we Wroclawiu, No 421, pp. 579-5
590.
36. Ujwary-Gil, A. The Business Mode
el and its Relationsship with Intellectu
ual
Capital of Firm
ms. Working paperr.
37. Ujwary-Gil, A., Potoczek, N. (2016), Using business model in the design
and operation
nalization of proce
esses [in:] Ujwary-G
Gil A. Nalepka A.
(eds.), Businesss and Non-Profit Organizations
O
Facing Increased
Competition a
and Growing Custtomers' Demands, Volume 15,
Foundation Cognitione, Nowy Targ;
T
WSB-NLU, Nowy Sacz 2016, pp.. 4156.

13

14

Photo credit: elfafrid.smugmug
g.com

