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Abstract 
Agility has become an increasingly important aspect of today’s businesses. Business models are changing 

and innovating, and more and more services are being offered. Initiatives in the business IT service 

industry are increasingly characterized by a service-dominant mindset, focusing explicitly on value-

creation. As a result, business models within this industry are becoming more agile in nature, forcing them 

to be rapidly constructed, reconstructed and deconstructed, placing high importance on the valid and 

viable design of these models. However, given the wide landscape of potential stakeholders in the 

business IT domain, it may prove difficult to identify the stakeholders that should be considered for viable 

business model design. In this thesis, a reference business model is proposed which elaborates on a 

generic set of stakeholder categories and their characteristics to guide the design of service-dominant 

business models for business IT services. Following a design science research approach first, several 

business models within this industry are gathered by conducting interviews. Subsequently, a reference 

model is iteratively derived from this set of business models. The validity of this reference model is then 

evaluated by a business model design workshop and a survey based on the Technology Acceptance Model. 

In the end, the generalization of this reference model to the business IT service industry is discussed.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

“Success today requires the agility and drive to constantly rethink, reinvigorate, react and reinvent” 

 

– Bill Gates – 
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Management Summary 
Introduction 

Within today’s business IT industry customers desire integrated solutions for their needs, instead of 

products or software solutions that they have to deploy themselves to fulfill their needs (Vargo & Lusch, 

2004). Therefore many organizations are transitioning towards a service-dominant (SD) business setting, 

where the provisioning of solution-oriented services to the customers is the focal point (Lusch & Vargo, 

2006). This transition has shifted the emphasis from the value of the individual products or services to the 

value of the use of the products and services in an integrated, customer-focused context, the so-called 

value-in-use (Vargo & Lusch, 2008).  

Business IT services are highly technological in nature which forces service-dominant organizations to 

change their business models to remain relevant. Agility, therefore, has become an increasingly important 

aspect of today’s businesses. Business models are changing and innovating, and more and more services 

are being offered. Initiatives in the business IT services industry are increasingly characterized by a service-

dominant mindset, focusing explicitly on value-creation. As a result, business models within the business 

IT sector are becoming more agile in nature, forcing them to be rapidly constructed, deconstructed, and 

reconstructed, placing high importance on the valid and viable design of these models. However, given 

the wide landscape of potential stakeholders in the business IT domain, it may prove difficult to identify 

the stakeholders that should be considered for viable business model design. Therefore the following 

research question has been formulated: 

“How can service-dominant business thinking be integrated within the development and deployment of 

innovative IT solutions at IT service providers in order to increase their agility?” 

Research Summary 

The idea of the project was to design a reference model based on the service-dominant paradigm which 

would ultimately help improve agility. The literature already proposes several business model 

representations, based on several requirements the service-dominant business model radar (SDBM/R) 

turned out to be the best model to map business IT services. After this, various interviews were conducted 

with the objective to map business models within the business IT service industry to the SDBM/R. This set 

of business models showed several similarities like comparable stakeholders and recurring costs and 

benefits. By making use of the grounded theory approach (Strauss & Corbin, 1990) it was possible to 

elaborate on these recurring parties and to take a closer look into the differences between the business 

models that emerged during the interviews. By aggregating these recurring parties and their associated 

costs and benefits a reference business model for business IT services was deduced (see Figure 1). 

Subsequently this reference model has been validated by conducting a workshop and by surveying the 

participants of this workshop. The results of this validation step were promising since there was generally 

a positive response to the developed model. 

Management Takeaways 

Business models for business IT services generally consist of several stakeholders, these stakeholders are: 

the customer, the business integrator, the system integrator, the software/platform provider, a 3rd party 

software provider, the infrastructure/IaaS provider, and the technology supplier. Not all of these 

stakeholders have to occur in the business model as some roles can be integrated and some roles can be 
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omitted (see chapter 7.6). The reference model that consists of these stakeholders can be used for 

different purposes. It can be used to map existing business models, analyze existing models for 

inconsistencies, and it can be used as an innovation tool to develop new business models. It is expected 

that the reference model can be easily applied within the industry and that it can help to break the 

bilateral line of thinking  (e.g. Product  Customer), towards a multi-stakeholder way of thinking. By 

thinking about the business model and all the associated stakeholders beforehand, costs and time savings 

can be realized. If a new IT solution is devised within the industry, it is smart to model it to the SDBM/R 

for business IT services, to gain insights into potential stakeholders and identify factors that have been 

forgotten. 

Industry Takeaways 

Consultancy organizations can use this model to make customers aware of the multi-actor model. In 

addition, workshops that make use of the reference model can help to come up with innovative business 

models for business IT services which could also be deduced from the workshops conducted. Consultants 

could also use the reference model to map current business models and identify potential problems. 

Besides, BASE/X could play a role in consultancy organizations as it is the underlying framework for the 

SDBM/R. The new business pyramid of the BASE/X framework underlines the importance of having one 

(service-dominant) strategy that can support multiple business models. These business models are made 

up of a service composition which in turn consists of various business services (see chapter 4.2). This line 

of thought can help consultants and managers to think about the structure of an organization within a 

service-dominant environment. Appendix M provides a practical guide for IT service providers in which 3 

purposes – the MDA purpose – of the reference model are elaborated.  

 

Figure 1 - Reference Business Model for Business IT Services 
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1. Introduction 
Let’s face it: nowadays business models have become less durable than they used to be. The basic rules 

of the game for creating and capturing economic value were once fixed in place for years, even decades, 

as companies tried to execute the same business models better than their competitors did. But now, 

business models are subject to rapid displacement, disruption, and, in extreme cases, outright destruction 

(McKinsey, 2015). This is especially true for industries that heavily rely on technology as new technology 

enables the change of business models. The key business issues that management boards indicate are 

developing innovative new products and services, and delivering consistent and stable IT performance to 

the business (Harvey Nash / KPMG, 2018). These innovative new products and services are offered by 

means of digital business models, however, to achieve value-creating and successful business outcomes, 

organizations need to apply new technologies innovatively while at the same time respecting values such 

as trust, openness, and fairness in relation to all stakeholders (Atos, 2018). Moreover, the digital world 

has made it increasingly possible to scale without mass through platform-based business models, creating 

opportunities to internationalize far more rapidly than before (IBM, 2018b). 

As many business domains are currently characterized by a move from an asset-orientation to a service-

orientation, many customers are starting to recognize that business value is not created by owning assets 

but in using the service offered by these assets (Grefen et al., 2013). In many business domains, customers 

desire integrated solutions for their needs, instead of products that they have to deploy themselves to 

fulfill their needs (Vargo & Lusch, 2004). Therefore many organizations are transitioning towards a service-

dominant (SD) business setting, where the provisioning of solution-oriented services to the customers is 

the focal point (Lusch & Vargo, 2006). This transition has shifted the emphasis from the value of the 

individual products or services to the value of the use of the products and services in an integrated, 

customer-focused context, the so-called value-in-use (Vargo & Lusch, 2008).  

Within these highly dynamic business environments, the customer expectations from solution-oriented 

services evolve faster than the capabilities of the underlying products (Turetken & Grefen, 2017). 

Customers expect solutions consisting of multiple complementary elements, as opposed to stand-alone 

solution fragments. The delivery of these complex solutions requires an agile integration of the 

capabilities of multiple service providers and introduces the necessity of tightly managed business 

networks (Camarinha-Matos & Afsarmanesh, 2005). Within these business networks organizations 

collaborate to deliver complex solutions.  

This collaboration of multiple parties in tightly managed business networks is also happening within the 

business IT services industry. When certain new IT technologies emerge business IT organizations want to 

capitalize on these technologies and deliver their value to businesses. Experience shows that in many 

cases it is neither the technology nor the innovation which is undeveloped, but rather the way it is brought 

to the market or to the customer. Therefore business-oriented layers need to be added on top of 

technology layers to support the viability of applying technologies in practice and therefore creating 

business value (Turetken, Grefen, Gilsing, & Adali, 2018). Grefen et al. (2013) propose the BASE/X business 

engineering framework that adopts a holistic view and covers the entire spectrum from high-level 

business strategy definition to business information system architecture design. It includes the main 

elements: business strategy, business models, service compositions (business process models) and 

business services which will be further elaborated in the next chapters. 
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In order to represent service-dominant business models, the service-dominant business model radar 

(SDBM/R) is proposed (Turetken & Grefen, 2017). The SDBM/R adopts the service-dominant logic 

concepts into its business model representation (Vargo & Lusch, 2004). The SDBM/R puts the added value 

of a service-based solution for a specific customer group at the center-point, called the value-in-use. From 

this value-in-use, a collaborative network of organizations is designed that can realize this value-in-use 

and that has a realistic combination of costs and benefits for the involved organizations (Turetken & 

Grefen, 2017). 

Following the design science research approach (Hevner et al., 2004) first, several business models within 

the business IT industry are gathered by conducting interviews with IT service industry experts. 

Subsequently, an artifact in the form of a reference model is iteratively derived from this set of business 

models by applying grounded theory (Strauss & Corbin, 1990). The validity of the reference model is then 

evaluated by a business model design workshop and a survey based on the technology acceptance model 

(Davis, 1989; Venkatesh & Davis, 2000). In the end, the generalization of this reference model to the 

business IT service industry is discussed. The proposed reference model is comprehensive in nature and 

can serve as a basis for practitioners to derive concrete business model designs in business IT initiatives. 

The research contributes to the existing literature on business models by proposing a reference model 

that adopts a stakeholder (rather than a revenue) perspective, grounded on the premises of service-

dominant logic. This may serve as a basis to explore generic configurations of these business models. 

The thesis is structured as follows. First, the research environment is elaborated where after the research 

project is discussed including the research questions and the research methodology. In the fourth chapter, 

an extensive literature overview is given where the service-dominant logic, BASE/X, business agility and 

service-dominant business model representations are elaborated. In chapter 5 a service-dominant 

business model representation is chosen based on several requirements where after in chapter 6 the set 

of acquired business models is represented. Subsequently, in chapter 7 a reference model is derived from 

this set of business models. In chapter 8 a workshop and a survey are used to evaluate the perceived ease-

of-use and perceived usefulness of the reference model. Chapter 9 reflects on the designed reference 

model and here the practical use of the reference model is also discussed. Finally, chapter 10 consists of 

the discussion and the limitations of this study, followed by the conclusion in chapter 11. 
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2. Industry & Problem introduction 
This thesis has been conducted for and within the IT service industry, therefore, the problem is 

approached from an industry perspective. This chapter aims to provide an overview of the industry and 

introduces the problem from the perspective of that industry.  

2.1. Industry Description 
Information Technology (IT) is a business sector that deals with computing, including hardware, software, 

telecommunications and generally anything involved in the transmittal of information of the systems that 

facilitate communication. The IT industry is compared to other industry a relatively new industry, as IBM 

was the only company active in this sector before World War II. With the arrival of computers, the 

emphasis of this industry has mainly been on the hardware. However, over the last decades software has 

become just as important, or perhaps even more important. Generally speaking the IT industry is divided 

into three main sectors (hardware, software, services) and sometimes telecom operators are added as 

fourth. Therefore the following sectors are distinguished (Booz&Company, 2012): 

1) Hardware and infrastructure companies (e.g. Apple, Hewlett-Packard, Cisco, Amazon) 

2) Software and internet companies (e.g. Microsoft, Google, Oracle, SAP) 

3) IT service providers (e.g. IBM, Accenture, Atos, Capgemini) 

4) Telecom operators (e.g. Verizon, Vodafone, NTT, Deutsche Telekom) 

This thesis will mainly focus on the third group, the IT service providers. And especially large 

internationally operating business IT service providers like Accenture, Atos, and Deloitte. Although the 

lines between these sectors are sometimes blurry, IT service providers have established themselves as 

technology concierges to large- and medium-scale enterprises to offer a variety of services like hosting 

computers and networks, managing computer applications such as databases, and integrating hardware 

and software. However these services mainly focus on the application layer, but nowadays the integration 

between the business and IT is of unprecedented importance. This interface is where business integrators 

aim to add value. Business integrators try to bring together several subsystems in order to create a broad 

solution that not only addresses the specific problem at hand but also takes into account issues such as 

change management. Business integration is the act of synchronizing information technology (IT), 

business cultures, and business objectives to align technology with business strategy and goals. Business 

Integration enables the digital transformation of organizations, it is therefore that in this thesis “business 

IT service provider” is defined as a “business IT service provider which acts as a business integrator”. 

As digitization takes hold, the boundaries between departments — and between companies — become 

looser and more permeable than they have ever been before (Booz&Company, 2012). Supply chains are 

integrating with the help of cloud-based applications; marketers aggregate data from social media and 

from other online sources, and data science techniques are used to analyze consumer data to gain insights 

into their behavior. In all of these ways, sophisticated new services have rapidly and offhandedly moved 

into the business world where they are disrupting the market. Organizations cannot keep up with the pace 

of technologic innovation and therefore hire IT service providers to guide them in their digital journey. 

Buzzwords which include but are not limited to: “Cloud Computing”, “XaaS (Everything as a service)”, 

“Artificial Intelligence” “Blockchain”, “Data Science”, “Machine Learning”, “Internet of Things”, 

“Augmented Reality” are all examples of technological innovations which can help businesses to achieve 

their objectives (Deloitte, 2019a). IT service providers help and consult organizations with their rapidly 
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changing business needs to gain consistent and reliable service delivery across a range of services from 

multiple vendors (IBM Watson, 2017). Since demand is transitioning to a solutions approach, the market 

is morphing into an ecosystem of service providers. Providers need to buy, build or partner for innovative 

solutions and stitch them together to solve industry-specific issues for customers. This development goes 

hand in hand with the design of own developed solutions that are offered to businesses in a nontraditional 

way which in turn results in business model innovation.  

2.2. Problem Introduction 
Nowadays many organizations are on the eve of new technological breakthroughs that lead to new 

opportunities, but also can lead to major threats. Generally speaking, many companies have been able to 

digitize their processes in recent years by using standardized solutions, however, they are now realizing 

that standardized solutions do not provide them with a competitive advantage. Therefore, current 

organizations are demanding specialized solutions on top of their standardized solutions. However, the 

market, and the associated customer demand is changing rapidly and therefore there is no time for 

traditional, slow decision making. New methods are needed to respond to this rapid changing customer 

demand, and new agile business models are needed to deliver these solutions to the customer. In addition 

to the implementation of standardized solutions, digital transformation is also changing current 

organizations. The digital transformation which includes key technologies like Artificial Intelligence, 

Augmented Reality, Cloud Computing, Internet of Things, Big Data, and Autonomous Robots, are 

transforming the status quo. To prepare for this transformation organizations are hiring business IT service 

providers to guide them through the digital jungle. These business IT service providers have a reputation 

for providing standard IT solutions in numerous industries, however, they see that the demand for 

standard standalone IT solutions is declining. To stay relevant in the constantly changing field of IT services 

business IT service providers are presenting themselves more and more as a digital partner that delivers 

specialized solutions (Atos, 2018; IBM, 2018a; KPMG, 2017).  

The fact that demand is transitioning towards a specialized solutions approach means that ecosystems 

and new delivery models start to play an increasingly important role. This is also highlighted by numerous 

consulting firms which state that they are not merely delivering a solution or a service, but they are helping 

their clients with their digital transformation, enhancing consulting services with digital, cloud, 

cybersecurity, AI, blockchain, and other capabilities (Accenture, 2018; Atos, 2018; Deloitte, 2019b). In 

addition, they highlight the importance of new delivery models as the need to develop new delivery 

models and integrate technology in their solutions is growing (Deloitte, 2019b; KPMG, 2017; McKinsey & 

Company, 2019). Therefore several organizations are introducing cloud services onto the market which 

are based on the Software as a Service (SaaS) model. Examples of these services are chatbot platforms to 

improve customer service, ready-to-use big data solutions to gain insights in vast amounts of data, 

business intelligence tools which optimize decision making, and cyber security platforms which improve 

the security of the organizations’ IT landscape (Accenture, 2018; Atos, 2018; Deloitte, 2019b; KPMG, 

2017). This emphasizes that from a global perspective new business models are becoming increasingly 

important for these firms and that these new business models will be important to stay relevant in this 

dynamic market. The technological and service-dominant nature underlying new innovations in these IT 

services makes it difficult to select appropriate business models to offer these services to clients. In 

addition, these innovative IT solutions and their associated business models have to align with the strategy 

of the concerned consulting firm. Strategic alignment of agile business models allows these consultancy 

firms to invest in suitable innovations that eventually can be brought to the market. 
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3. Research Project 
This section will describe and define the problem that forms the motivation for this research project. First, 

the problem is introduced based on the literature. Secondly, the problem is formulated and the research 

questions are stated. Next, the scope of the project is indicated where after the research methodology is 

explained. Lastly, the research plan is discussed and the artifact requirements are defined.  

3.1. Problem Description 
As many business domains are currently characterized by a move from an asset-orientation to a service-

orientation, many customers are starting to recognize that business value is not created by owning assets 

but in using the service offered by these assets (Grefen et al., 2013). In many business domains, customers 

desire integrated solutions for their needs, instead of products that they have to deploy themselves to 

fulfill their needs (Vargo & Lusch, 2004). Within the business-to-consumer (B2C) domain a clear example 

is the move from customers from traditional music playing devices (goods) to subscriptions for full-fledged 

music streaming services (solutions). In the business-to-business (B2B) setting companies move away 

from buying transportation vehicles and instead employ integrated logistics solutions. It is therefore that 

McKinsey (2013) states that offering anything as a service will be one of the ten IT-enabled business trends 

for the decade ahead. With this transition ownership of the products has become a less relevant issue and 

the provisioning of solution-oriented services to customers has become the new center of attention 

(Lusch & Vargo, 2006). Therefore this transition has shifted the emphasis from the value of individual 

products or services to the value of the use of products and services in an integrated, customer-focused 

context. This customer-focused context is called the value-in-use (Lusch & Vargo, 2014) or value-in-

context (Vargo, 2009).  

Within the business IT service industry it is possible to argue that this shift also has taken place, but from 

an intangible-asset orientation to a service-orientation. For example a decade ago companies bought an 

Enterprise Resource Planning (ERP) package for their organization which would be installed on a certain 

server on-premise. The company would then be responsible for several additional tasks like sizing and 

purchasing of hardware, server maintenance and making backups. Nowadays a shift is taking place to 

cloud-based solutions in which the company subscribes to using ERP solutions in the cloud where all these 

additional tasks are carried out by the vendor. According to Gartner (2019) through 2022 growth in 

enterprise IT spending for cloud-based offerings will be faster than growth in traditional non-cloud IT 

offerings. However, this is not mainly a technology innovation and infrastructure development which 

could be characterized as (intangible) goods-dominant (Vargo & Lusch, 2017), the shift to the cloud 

encompasses more. End-users are not interested in the intrinsic technical characteristics of IT offerings 

but they are interested in how these technologies can create value for them when put into practice (i.e. 

value-in-context (Vargo, 2009)) (Gilsing, Turetken, Adali, & Grefen, 2018). Therefore the shift to the cloud 

is not just about cost savings and flexibility, as organizations pursue new IT architectures and operating 

philosophies they put in place a foundation for new opportunities in digital businesses such as the Internet 

of Things (IoT) (Gartner, 2019).  

Due to this increasing importance on value-in-context, the role of business models to create alignment 

between consumer value created by the service solution and the assets deployed to create this value 

becomes essential (Al-Debei & Avison, 2010). Besides the fact that these business models have a service-

dominant nature ensures that they are becoming dynamic and short in lifecycle. This is caused by the 

volatile demands of customers and the complex intangible nature of the offered services (Grefen, 2015; 
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Grefen & Turetken, 2018). As a result, these service-dominant business models have to be rapidly 

constructed, reconstructed and deconstructed, placing high importance on the valid and viable design of 

these models (Grefen, 2015). However, due to the complex technical environment where the business IT 

service industry is acting in, it can be difficult to identify the stakeholders and respective roles that should 

be considered. Besides, it could be hard to explore what roles are potentially missing to offer the proposed 

service solution. Within this cross-organizational context where different stakeholders pursue different 

goals, it may become challenging to ensure that all respective goals are satisfied properly (Gilsing et al., 

2018).  

This transition also has consequences for the basic characteristics of doing business. Grefen and Türetken 

(2018) state these consequences as follows: (1) consumers no longer accept stand-alone solution 

fragments but expect coherent solutions; (2) customer-driven requirements for solution-oriented services 

will evolve much faster than requirements to the underlying products; (3) managing service complexity 

and business agility requires a tight integration between the structure of business strategy and models on 

the one hand and the structure of business operation and information management on the other hand. 

This means that the speed and the delivery of services will be equally important as the service itself, 

therefore, increasing emphasis will be lying on business agility. Within this disruptive age established 

business models are less durable than they used to be. Where basic rules of creating and capturing 

economic value were once fixed in place for years or even decades nowadays business models are subject 

to rapid displacement, disruption, and, in extreme cases, outright destruction (McKinsey, 2015)  

A way to deal with this increasingly important business agility within these service-dominant markets is 

to not see services as monoliths that are completely produced in-house, but rather as flexible 

compositions of sub-services (Grefen et al., 2013). This flexible composition requires other parties to be 

part of the business model, therefore, creating dynamic business networks in which parts of offered 

services can be delivered by other business partners. Besides the emergence of multi-sided business 

models – which generate multiple revenue streams through collaboration with several classes of partners 

– also gives rise to dynamic business networks (Grefen, 2015). These dynamic business networks are also 

forming within the business IT services industry. When organizations hire IT consultants they demand 

specialized knowledge and/or support, however, the IT service industry is becoming broader every day, 

therefore a single organization cannot provide the whole spectrum of IT advisory (e.g. Data & Analytics 

and Cyber Security). Besides full-fledged IT solutions often require some client-specific customization 

which has to be implemented by software programmers (e.g. the implementation of an ERP system). Due 

to these reasons, there could be a network of service providers needed when a full-fledged IT solution has 

to be implemented. 

3.2. Problem Formulation 
The previous section shows that a service focus has become increasingly important in the business IT 

services domain. The fact that within the IT service market a high emphasis is placed on the digital world, 

and due to the characteristics of this world, this market can be defined as a highly dynamic and fast-

moving. In traditional markets, providers would have years to react to changes and to move or transform 

their assets, however in service-dominant IT markets this reaction time may be reduced to months, weeks, 

or even days (Grefen, 2015). When certain new IT technologies emerge the organization wants to 

capitalize on these technologies and deliver their value to businesses. Experience shows that in many 

cases it is neither the technology nor the innovation which is undeveloped, but rather the way it is brought 
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to the market or to the customer. Therefore business-oriented layers need to be added on top of 

technology layers to support the viability of applying technologies in practice and therefore creating 

business value (Turetken et al., 2018). Within the IT industry, small-scale digital innovations are developed 

on a daily base but they often have a technology-push character. Besides they are often developed by 

different parties, causing dependencies on these parties. However, in order to capitalize on these 

innovations, they have to be implemented in a business setting. The delivery of these digital innovations 

to the market requires an agile integration of the capabilities of multiple service providers and introduces 

the necessity of tightly managed business networks (Camarinha-Matos & Afsarmanesh, 2005) 

organizations no longer work in isolation, but nowadays they collaborate in a network to deliver complex 

solutions. According to Turetken et al. (2018), this requires new approaches to business model design that 

are grounded in the premises of service-dominant logic. The problem definition is therefore formulated 

as follows: 

“Nowadays the implementation of new IT service solutions has become increasingly complex due to the 

networked nature and the need for agile integration of these IT solutions, this makes it difficult for IT 

service providers to bring new technologies to market and to capitalize on innovations in order to stay 

relevant in this dynamic industry.” 

3.3. Research Questions 
Within the existing literature, the BASE/X framework is proposed for business agility in a service-dominant 

and cross-organizational sector. BASE/X makes two fundamental distinctions in the setup of a service-

dominant business environment (see Figure 2). Firstly, it separates two concepts in business conception: 

business strategy and business models. Secondly, it separates two concepts in business implementation: 

service capabilities and service offerings (Grefen et al., 2013). Hence, the objective of this thesis will be to 

show that due to the service-oriented nature and the dynamism of the business IT service industry the 

BASE/X framework can also be applied within this industry. The research aims to provide guidance when 

new technologies are developed and an IT service provider wants to capitalize on these technologies. 

Therefore, the main research question is formulated as follows: 

“How can service-dominant business thinking be integrated within the development and deployment of 

innovative IT solutions at IT service providers in order to increase their agility?” 

In order to answer this main research question, sub-questions are formulated to structure the research 

process. However, to formulate relevant sub-questions first some additional information about the 

Service-Dominant Business Engineering Framework (BASE/X) is needed.  BASE/X follows a holistic and 

end-to-end view of a service-dominant business system which is centered on four core components: 

business strategy, business models, service compositions (or “conceptual business processes”) and 

business services (Grefen, 2015). The business strategy and the business models focus on the driving idea, 

and the goals (“the what?”) of an organization, whereas the service compositions and the business 

services represent the operational aspects and thus the activities and the competences (“the how?”) for 

putting a business idea and it goals into effect following the service-dominant logic (see Figure 2). The 

main idea behind the BASE/X framework is that the extent of business agility is determined by rapid 

switching between business models and service composition combinations. But at the same time, the 

business strategy and business services are relatively slow-evolving and therefore form a relatively stable 

layer within an organization. Therefore it is essential to have participation in the value co-creation 
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processes for the continuous service provision aligned with its relatively slow-evolving strategy and 

business services. 

 

Figure 2 - The business pyramid (Suratno, Ozkan, Turetken, & Grefen, 2018) 

Based on the framework we can conclude that it will be important to get an understanding of the current 

business models within IT service providers. Business models form the basis of business thinking and have 

to be aligned with the strategy of an organization. The input for these business models will be coming 

from interviews with experts working in the IT service industry. In addition, information from outside the 

organization is gathered in order to confirm if these business models can be generalized to the entire IT 

service industry. This ensures that the created artifact can also be applied on a larger scale and within 

other organizations. In order to create these business model artifact, it will be necessary to get an 

understanding of how a business IT service business model looks like, and how we can model complex 

networked business models. Subsequently, a generic “blueprint” business model could help with the agile 

construction, reconstruction, and deconstruction of business IT services. Finally, it has to be validated if 

this generic business model can actually help business IT service providers to develop innovative business 

models when new technologies or ideas arise. Therefore the following sub-questions are formulated: 

 

SQ1: What is the service-dominant business paradigm? 

SQ2: What frameworks are available to map business models for IT service providers? 

SQ3: Which available business model framework is most suited to map IT service business models? 

SQ4: How do the current business models for IT service providers look like? 

SQ5: How does a generic business model for IT service providers look like? 

SQ6: Does this generic business model allow for creating innovative business model blueprints? 

SQ7: Can the reference model be applied in an industry setting to increase the business agility? 

 

The relation of the sub-questions to the chapters of this report will be further elaborated in section 3.6. 
Here, the structure of the thesis and the accompanying structure will be discussed in detail.  
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3.4. Scope 
To define the scope of this research the scoping dimensions of time, geography, organization and applied 

framework are discussed. Due to the fact that the duration for a master thesis is approximately six months, 

it is necessary to determine a scope in order to make sure that it is feasible to complete the project within 

this given time period. Several decisions have been made to adjust the magnitude of this research. The 

limited time period is the first restriction of the research, as this short period does not allow for a long 

time of extensive research. It is also expected that a master thesis for Operation Management & Logistics 

contains a practically applicable component. The thesis therefore also has to focus on the practical 

application of the theory.  

The research will focus on business IT service providers who perform the role of business integrator – 

organizations whose goal it is to synchronize information technology and business cultures to align 

technology with business strategy and goals. The input for this research will be coming from experts 

working at international IT service organizations. Several interviews are held with people form IT service 

organizations to validate if there are similarities in their business models. The thesis will be heavily relying 

on previous research which will act as a guide throughout the research. In chapter 5 a framework will be 

selected which will ensure that there is no need to come up with a self-developed framework. The 

ultimate goal of this thesis is to design an artifact for practitioners which will assist in the development of 

service dominant business models for the business IT service industry.  

3.5. Research Methodology 
In order to answer the research question, a research methodology has to be followed. The research will 

be conducted by having interviews with IT service industry experts. This enables practical insights that will 

help to answer the research questions. The methodology used in this research is based on two research 

method paradigms, the Design science Research Framework (DSR) (Hevner et al., 2004), and the problem-

solving cycle proposed by Van Aken et al. (2012). First the DSR will be described and next the problem-

solving cycle will be discussed, subsequently, the interaction between the two frameworks is elaborated.  

3.5.1. The Design Science Research Framework 

The DSR framework is a well-known method for IS research and describes the unique combination of 

behavioral science and design science (Hevner et al., 2004). The framework consists of both a relevance 

and rigor component (see Figure 3) and shows how IS research is composed of people, business 

organizations, and their existing or planned technologies. Hevner et al. (2004) describe how the business 

need or the “problem” perceived by the researcher is defined within an organization. Due to these 

articulated business needs IS research is conducted in two complementary phases. Firstly the behavioral 

science component which aims through the development and justification of theories to explain or predict 

phenomena related to the identified business needs. Secondly, the design science which addresses 

research through the building and evaluation of artifacts designed to meet the identified business need. 

Gregor and Hevner (2013 p.341) define an artifact as “a thing that has, or can be transformed into, a 

material existence as an artificially made object”. The DSR paradigm aids in balancing relevance and rigor 

of conceptual designs within the information system (IS) research domain.  
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Figure 3 - The Design Science Research (DSR) Framework (Hevner et al., 2004) 

The DSR research approach defines three research cycles: the relevance cycle, the rigor cycle, and the 

design cycle (Hevner, 2007). Due to the fact that design science research is motivated by the desire to 

improve the environment by the introduction of new and innovative artifacts the relevance cycle links the 

practical environment with the design science activities. The rigor cycle connects the design science 

activities with past knowledge to ensure innovation. Lastly, the design cycle takes the requirements from 

the relevance cycle and the theories and methods from the rigor cycle as input to iterate between building 

and evaluating the artifact (see Figure 4).  

 

Figure 4 - The Design Science Research Cycles (Hevner, 2007) 
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3.5.2. The problem-solving cycle  

There are two basic structures for carrying out fieldwork in business or management both consisting of 

sets of process steps with a relationship between these steps (van Aken et al., 2012). The most commonly 

known is the empirical cycle (Blumberg, Cooper, & Schindler, 2011) which is widely applied throughout 

the research domain. The second process structure is the problem-solving cycle shown in Figure 5, this 

cycle is driven by the needs arising when a company has a business problem (van Aken et al., 2012). In 

order to formulate a clear business problem, a certain problem mess has to be identified and structured 

into a problem definition. The next step in this process is to analyze the problem and its context and to 

diagnose the causes of this problem as far as possible. After this step, a solution can be designed in order 

to tackle the causes of the problem. During this process step an implementation solution also has to be 

designed (van Aken et al., 2012). The final steps of the problem-solving cycle consist of the intervention 

and the learning and evaluation steps. In the intervention step, the proposed solution to the business 

problem is implemented within the company. After this step, the effects of the implemented solution are 

assessed this may lead to the definition of a new business problem and a restart of the cycle (van Aken et 

al., 2012). 

 

Figure 5 - The Problem Solving Cycle (van Aken et al., 2012) 

Van Aken et al. (2012) also state three knowledge-generating research processes: theory development, 

theory testing, and reflective redesign. Although each of the three processes are based on a strong 

underlying logic, it is very dangerous to mix the research processes and assume that this consistent logic 

is still consistent. Therefore this master thesis uses reflective redesign which is based on the problem-

solving cycle but has a step before and after the problem-solving cycle. Within the reflective redesign, the 

focus is not simply on a specific business problem of a company but also on a generic type of business 

problem. Therefore the outcome of this research does not only provide a solution for a specific business 

problem but a generic design proposition for solving similar types of business problems. The reflective 

redesign makes use of the problem-solving cycle after a specific business problem or phenomenon is 

selected. Van Aken et al. (2012 p.18) then state that in the last step of the reflective redesign process: 

“the solution to the business problem of the particular company is examined on a more aggregate level, 

and by generalizing across cases the specific details of the particular company are removed. What is left 

are generic guidelines for tackling this type of business problem”.  
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3.5.3. Research Method  

Before the research method is elaborated in general it is good to first reflect on what kind of research is 

being done. Gregor and Hevner (2013) propose the design science research knowledge contribution 

framework as a method of classifying the type of research that is conducted. As the design of new business 

models, different kind of business model representations,  and the associated problems with this design 

have been around for years the application domain can be defined as mature. However, due to the 

intangibility and short life cycle of services, the emphasis on business model agility is starting to get more 

attention (Grefen et al., 2013). Therefore the need from service organizations for rapidly constructing, 

reconstructing and deconstructing their business models is increasing. To provide solutions for these 

newly emerging complex problems new models and frameworks are needed. The objective of this study 

can, therefore, best be classified in the improvement quadrant (see Figure 6). The improvement quadrant 

is about the development of new solutions for known problems. Within this quadrant, the maturity of the 

solution is generally low, and the application domain maturity is generally high. The goal of DSR in the 

improvement quadrant is to create better solutions in the form of more efficient and effective products, 

processes, services, technologies or ideas (Gregor & Hevner, 2013). The key challenge in this quadrant is 

to clearly demonstrate that the improved solution genuinely advances on previous knowledge. Therefore, 

the emphasis in this study should be on clearly representing and communicating the new artifact design 

and also on the evaluation of the proposed artifact. 

 

Figure 6 - DSR Knowledge Contribution Framework (Gregor & Hevner, 2013) 

Based on both the problem-solving cycle and the DSR framework the research method for this thesis has 

been developed. The DSR process consists of several sequential elements, these elements are: 1) Problem 

identification and motivation, 2) Objectives of the solution, 3) Design and Development, 4) 

Demonstration, 5) Evaluation, 6) Communication (Peffers et al., 2006). All these design science process 

steps have been incorporated into the research method proposed in this thesis. As stated this thesis 

research will use the reflective redesign as a knowledge-generating research process. This method 

encapsulates the problem-solving cycle (van Aken et al., 2012) and has much overlap with design science 

cycles of Hevner (2007). First, a business phenomenon has to be present, based on this business 

phenomenon a business problem can be defined which often has more problem owners (e.g. several 
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organizations are experiencing the same problem within a given industry). The generation of this problem 

definition coincides with the relevance cycle of the DSR where several environmental factors have an 

effect on the eventual design solution and therefore acts as an input but also defines acceptance criteria 

for the ultimate evaluation of the research results (Hevner, 2007). Next, the analysis and diagnosis step is 

conducted in which data collection and academic literature serve as input, in this step both the relevance 

cycle and the rigor cycle play an important role. After this step, the solution can be designed and if 

possible, an implementation can be executed. Within this solution design the design cycle plays a crucial 

role, this cycle iterates more rapidly between the construction of an artifact, its evaluation, and 

subsequent feedback to refine the design further (Hevner, 2007). Within this step it is important to 

balance between relevance and rigor, especially keeping the reflective redesign approach in mind where 

eventually we have to aggregate the designed artifact to a general cross-case solution (van Aken et al., 

2012). An overview of this integrated research method is given in Figure 7. 

 

Figure 7 - Integrated view of the research method paradigms used (Hevner, 2007; van Aken et al., 2012) 

3.6. Research Design 
Now the research method has been defined, an overview of the research design can be given. As stated 

the thesis will follow the reflective redesign approach which is largely based on the problem-solving cycle 

of Van Aken et al. (2012) and the solution design will be largely based on the design science research 

framework (Hevner et al., 2004). The first phase of the reflective redesign already has been described in 

the problem introduction (chapter 3.1). From this business phenomenon, a problem is defined as stated 

in the problem formulation (chapter 3.2), out of this problem definition a research question and several 

sub-questions are derived as stated in the research questions (chapter 3.3). Subsequently, the scope and 

the research method (chapter 3.4 and 3.5) are discussed. Together with the previous chapters, the 
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research design (3.6) and the artifact requirements (3.7) conclude the first part of the thesis. This first part 

does provide some of the environmental context needed for iterating the relevance cycle of Hevner (2007) 

by setting the requirements of the business side.  

In the next chapter (chapter 4) the theoretical background is elaborated to contribute to the rigor of the 

designed artifact. This chapter constitutes the second part of the thesis and builds the knowledge base 

necessary for the rigor cycle (Hevner, 2007). The theoretical background provides a literature review with 

relevant knowledge for this research. The literature review is divided into four sections. First, the service-

dominant logic is clarified. Secondly, the BASE/X framework and its tooling are explained. Thirdly, the 

definition of business agility and its relation to the BASE/X are shown. Lastly, business modeling 

frameworks in a service-dominant context are discussed.  

After the theoretical background, the main part of the thesis starts. This part consists of four chapters 

iterating back and forth from relevance to rigor and from construction to evaluation as defined in the 

design cycle of Hevner (2007). In this phase design alternatives are generated and evaluated against the 

requirements until a satisfactory design is achieved (Simon, 1996). Chapter 5 builds upon the literature of 

the previous chapter such that in this chapter the appropriate method for modeling a business model 

within the business IT service industry is derived. Next, in chapter 6 ten business models from the business 

IT service industry are mapped to the method derived in chapter 5. This is the first iteration of the design 

cycle as the construction of the artifact is evaluated in a business setting. During the performance of the 

design cycle, it is important to maintain a balance between the efforts spent in constructing and evaluating 

the evolving design artifact (2007) thus the chapter is ended with an evaluation of the set of business 

models.  

In chapter 7 the input of chapter 6 serves as a starting point for the development of a generic model. In 

order to create this generic model first, a method to aggregate individual findings to a generic finding has 

to be followed. This method is supported by literature and therefore this step follows the rigor cycle. After 

this step, the generic business model is used within a business context in chapter 8. This will lead to 

insights if the designed artifact would actually be useful within the organization and if it would possibly 

be useful within an industry context. Again an iteration of the design cycle is carried out as the design of 

the artifact is evaluated in a workshop. Ultimately these steps must lead to a definitive artifact which 

could be widely used within the business IT service industry.  

In the last part of the thesis, the generalization to the industry is discussed in chapter 9. The aim of this 

chapter is to make statements about the possibility of using the proposed reference model at other 

organizations and possibly other industries. The entire process from chapter 5 to chapter 9 can be seen 

as iterations between abstract and detailed research, where every step comes closer to a mature solution. 

This idea is consistent with the four-dimensional design space of which both abstraction and realization 

are one of the dimensions (Grefen, 2016). From an abstracted business model representation in chapter 

5, detailed existing business models are formulated in chapter 6. From these business models, an abstract 

reference model is designed in chapter 7 where after this reference model is tested in workshop setting 

creating detailed innovative business models in chapter 8. Finally, statements are made regarding the 

application in a wider setting thus deduce the solution to an industry-wide solution in chapter 9. This 

iterative process results in a so-called “W-model” as shown in Figure 8. This last step is in line with the last 

step of the reflective redesign cycle (van Aken et al., 2012). After chapter 9 the discussion and conclusion 
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of this research will be discussed in chapter 10, the limitations of this study will also be reviewed in that 

chapter. An overview of the complete thesis structure is given in Figure 9. 

 

Figure 8 - W-model of abstraction 

 

Figure 9 - Overview of the research plan based on reflective redesign (van Aken et al., 2012) 

3.7. Artifact Requirements  
Hevner et al. (2004) state that the design of an artifact is complete and effective when it satisfies the 

requirements and constraints of the problem it was meant to solve. Therefore a number of requirements 

are defined by which the reference model must comply. Given the previously identified problem, a 

reference model for business IT services should not only provide a generic overview of the stakeholders 

to be expected in the design of these models but also their characteristics and value contributions. As 

business IT services have a service-dominant nature and because the time limitations of a master thesis 

do not allow for the creation of a completely new model the first two requirements can be defined as: 



26 
 

R1: The proposed reference model has to be based on the service-dominant logic to accommodate the 

design of business models within the IT service industry. 

R2: The proposed reference model should build upon an existing model such that there is no need to 

develop a new model. 

As the service-dominant nature is based on the value-in-use and the relationships that make this possible, 

the reference model requires to explicitly accommodate a networked and value-centric view. Therefore, 

the second set of requirements with regards to the structure of the reference business model can be 

defined as: 

R3: The proposed reference business model should accommodate a networked business model view. 

R4: The proposed reference business model should take a value-centric view. 

The first and foremost goal of the reference business model is to provide a list of generic stakeholder 

groups that take part in the business IT services domain. Therefore, the reference model should provide 

an overview of a set of generic stakeholder groups, their characteristics as well as how they are expected 

to obtain value from participation. This value will be defined as costs and benefits, which can be of 

financial and non-financial nature. Therefore, the second set of requirements for the artifact can be 

defined as follows: 

R5: The proposed reference business model should describe generic stakeholder categories, and their 

characteristics to be expected for business IT service models. 

R6: The proposed reference business model should describe per stakeholder category the costs and 

benefits that can be expected from participation. 

 

 

 

 

 

 

 

 

 

 

 

 

 



27 
 

4. Literature overview 
This chapter provides support from the literature for this master thesis. In the first section, the service-
dominant (S-D) logic is introduced. Chapter 4.1 therefore answers the first sub-question SQ1: What is the 
service-dominant business paradigm?  In the next sections the definitions BASE/X and Business Agility are 
introduced and elaborated. In the last section different business model representations for service 
dominant business models are discussed. It therefore provides an answer to the second sub-question SQ2: 
What frameworks are available to map business models for IT service providers? Additional information 
regarding the scientific basis of this master thesis can be found in the systematic literature review, carried 
out prior to this study (Peeters, 2019b).  

4.1. Service-Dominant Logic 
4.1.1. The Service-Dominant Logic 

Before defining the service-dominant (S-D) logic first the definition of a service has to be clarified. While 

the definition of a service is not fully consistent within the literature, there are a number of attributes of 

services that are agreed upon by the academic community. According to Oliveira and Roth (2012), these 

include Intangibility, Heterogeneity, Inseparability of production and consumption Perishability and 

inability to be stored in inventory. These characteristics are often referred to as the “IHIP characteristics”. 

Although IHIP has become a widespread management literature term Vargo and Lusch (2004) argue that 

these characteristics provide an unsatisfactory basis by which to define services and that they 

consequently give “inappropriate normative strategies”. They define services as the application of 

specialized competencies (knowledge and skills) through deeds, processes, and performances for the 

benefit of another entity or the entity itself. 

In 2004 Vargo and Lusch published their first article outlining a framework that nowadays has become 

known as this Service-Dominant (S-D) Logic. One of the distinguishing features of the S-D logic, in contrast 

to good-dominance logic, is the former’s treatment of all customers, employees, and organizations as 

operant resources, unlike operand resources such as machines and money. These operant resources are 

endogenous to both the exchange and value-creation processes (Lusch & Vargo, 2006). The core idea of 

their article is that marketing and economic activity can best be understood in terms of service-for-service 

exchange, rather than an exchange in terms of goods-for-goods or goods-for-money. This means that the 

activities emanating from specialized knowledge and abilities that people do for themselves and others, 

and the activities they want to be done for them, represent the value and thus the purpose of exchange 

(Vargo & Lusch, 2017). Secondly, they propose that value is co-created rather than created by one actor 

and subsequently delivered. This shift from an asset-oriented model to a more service-oriented model 

can best be clarified with an example. In the business-to-consumer (B2C) domain, we see that customers 

move from buying traditional music playing devices (e.g. CDs) which are goods to full-fledged music 

services (e.g. Spotify) which are solutions. Another clarifying example is the change from buying DVDs to 

watch movies (a good) to subscribe to Netflix (a solution).  According to Turetken and Grefen (2017), this 

shift is also present in the business-to-business (B2B) domain where for example companies move away 

from buying transportation vehicles, and instead employ integrated logistics solutions. From this, we can 

conclude that many organizations are transitioning towards a service-dominant (S-D) business setting, 

where the aim is to provide customers with solution-oriented services.  

Businesses in which the service-dominant paradigm is the basis for their operation are termed as service-

dominant businesses, in these businesses services are the basic mechanism for interaction. Grefen et al. 
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(2013) define the service-dominant business paradigm as the style of defining and implementing business 

models such that the following three characteristics apply: (1) value-in-use is the main entity that is 

exchanged (traded), (2) this value-in-use is encapsulated in a set of services, and (3) these services are 

offered to a market through a service delivery mechanism. Within this context, it is important to 

distinguish between the service-oriented paradigm and the service-dominant business paradigm. The 

former is mainly about operations and “how” to do things, while the latter adds thinking about business 

“why” to do things (Grefen et al., 2013).  

4.2. BASE/X  
4.2.1. Introduction to the BASE/X Framework 

As stated the BASE/X framework is centered on four core components, these components are derived 

from the so-called “old pyramid”. The old pyramid is the traditional way of looking at layered decision 

horizons in business management. These layers consist of the strategic decision-making level, the tactical 

decision-making level and the operational decision-making level (see Figure 10). However, the old pyramid 

has some problems as the frequency of strategic and tactic decision making increases. This is caused by 

the fact that business markets change at an increasing pace that is fueled by new technologies, global 

competition, more customer demands, etc. Secondly, strategic and tactic decisions have to become more 

flexible in their content nature to reflect swiftly changing market environments (Grefen et al., 2013). 

However, businesses are dealing with legacy structures in business that are based on historically taken 

decisions (e.g. Accenture / AGA, 2016), therefore operations are not able to change as swiftly as necessary 

therefore slowing down the organization. Thirdly, the traditional pyramid (Figure 10) is not tuned for the 

S-D business paradigm. Using the S-D paradigm means thinking in terms of delivering services instead of 

delivering business products (Grefen et al., 2013). Therefore a shift from (physical)business assets to a 

service-dominant emphasis or a value-in-use mindset is needed (Lusch & Vargo, 2014). 

 

Figure 10 - The old (left) and the new (right) pyramid (Grefen et al., 2013) 

Grefen et al. (2013) compare the service-dominant business pyramid with a sandwich, the upper (strategy) 

and bottom (business services) layer can be seen as two slices of bread, are stable over time and form the 

identity and core capabilities of an organization. The two layers in between can be seen as the fillings and 

are the agile layers which are relatable to change. Below the build-time view of the service-dominant 

business, the sandwich is shown (see Figure 11). The boxes indicate the (internal) business organization 

and the shapes outside the boxes are external entities. The figure indicates that an organization has one 

strategy with one or more (typically more) service-dominant business models. It is possible that a business 

model relates to a business model of a (potential) collaborator. This relation is present because the desire 

to use an external service should coincide with the desire of an external party to offer this service (Grefen 

et al., 2013). In the third layer, the service compositions are indicated. Each service composition is related 

to one specific business model: it forms the operationalization of that specific business model. A service 
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composition completely defines the operation of a business model. One service composition consists of 

several business services. The business services can be seen as building blocks for service compositions. 

Business services are an encapsulated elemental module of core business functionality. This means that 

they have a clear business-level interface to be used (invoked), that they are elements that can be 

combined in several configurations, and that they represent those competencies of a business 

organization that define its essence. Besides business services can originate from external organizations 

as depicted in Figure 11. The precise relationships between the different layers of the business pyramid 

are defined in a simplified UML class model in appendix A. 

 

Figure 11 - Service-dominant business sandwich build-time view (Grefen et al., 2013) 

The main idea behind the BASE/X framework is that the extent of business agility is determined by rapid 

switching between business models and service composition combinations. But at the same time, the 

business strategy and business services are relatively slow-evolving and therefore form a relatively stable 

layer within an organization. This distinction between the stable and agile layers is important as digital 

transformation requires more agility and better responsiveness (Mingay & Mesaglio, 2015). The new 

pyramid, therefore, decouples two decision cycles: the strategic design cycle and the tactical design cycle. 

The stable part of the business is engineered in a so-called “strategic design cycle”,  in this cycle the 

capabilities and identity of an organization are aligned in an evolutionary fashion (see Figure 12). The agile 

part of the business is engineered in the so-called “tactical design cycle”. In this cycle business models and 

their realization in service compositions are created, adapted and discarded in a revolutionary fashion 

(Turetken et al., 2018). The tactical design cycle is executed on a higher frequency than the strategic 

design cycle. This fast-paced nature of the tactic design cycle supports managing uncertainty within a 

business environment (Turetken et al., 2018).  

 

Figure 12 - Design loops and confrontation points (originates from Grefen, 2015) 
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4.2.2. Tooling BASE/X 

As can be seen in Figure 10 the new pyramid consists of an additional layer between the traditional 

strategic and tactic layer that captures a blend of strategic and tactic decision making. Besides all the 

layers are specialized for the S-D concept. The first layer, the S-D business strategy layer contains decision 

making with respect to long-term business strategy. The objective of the S-D business strategy is to define 

the identity of a business organization in terms of the high-level services the organization delivers to its 

context (Grefen et al., 2013). One could use the so-called Service-Dominant Strategy Canvas (S-DSC), 

which is inspired on the Business Model Canvas (BMC) (Osterwalder & Pigneur, 2010), to define an S-D 

business strategy (Lüftenegger, Grefen, & Weisleder, 2012). The S-DSC (see Figure 13) distinguishes three 

pillars: market relationships, business competences, and business resources. Each pillar consists of two 

groups represented by rounded rectangular boxes. Within the first pillar, market relationships, the canvas 

has a group for endogenous relationships, and one for exogenous relationships. The business 

competencies are placed in the middle in order to emphasize the value and collaboration groups 

(Lüftenegger et al., 2012). The third pillar are the business resources, which consists of actors and 

infrastructure.  

 

Figure 13 - The Service-Dominant Strategy Canvas (S-DSC) (Lüftenegger et al., 2012) 

The second layer of the pyramid are the S-D business models. This layer contains the decision making with 

respect to the medium-term business course, which is expressed in business models defined in terms of 

services (Grefen et al., 2013). It is important to notice that business strategy and business models are 

essentially different concepts, a business can have multiple business models related to one business 

strategy. In order to map S-D business models, the Service-Dominant Business Model Radar (SDBM/R) can 

be used (see Appendix E). The SDBM/R is a unique business model framework since it uses the co-creation 

of value based on value-in-context as its focal point. This is in contrast with traditional business model 

frameworks which often have a goods-dominant view of business modeling, lacking an explicit focus on 

networked interactions between stakeholders to create value for and with the customer (Turetken et al., 

2018). The SDBM/R will be further elaborated in section 4.4. The third layer is the service compositions 

layer, this layer contains decision making with respect to the implementation of business models. The 

service compositions implement the high-level services that are offered to a market and that are used to 

exchange the value-in-use this means that this layer defines the service-oriented, operational business 
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offerings (Grefen et al., 2013). These service compositions could be operationalized with the Service-

Dominant Business Model Operationalization Method (SDBMOM) (Suratno et al., 2018). The fourth layer, 

the business services, contains the set of elementary services of a business organization. This means that 

this layer deals with every specific service offering a business offers. This layer, therefore, contains the 

service-oriented core business capabilities (Grefen et al., 2013). The service of this layer could be included 

in a service catalog to provide an overview of all specific services an organization offers. A service catalog 

supports the communication between the service provider and the service consumer (Sarno & Herdiyanti, 

2010). 

4.3. Business Agility 
4.3.1. The Definition of Business Agility 

For long times business environments were relatively stable with changes taking place incrementally. 

When a radical change occurred in this stable world, the pace to adjust tended to remain relatively slow, 

and was not quickly followed by other significant changes. In this relatively stable environment, most of 

the changes and events were predictable and to a large degree certain. This environment made sure that 

organizations were not urged to be adaptive or pro-active to respond to internal and external events (van 

Oosterhout, 2010). Currently, technology innovation, long-term public policy shifts, and deregulation are 

destabilizing the environment and reshaping the world in which we live (Hagel & Brown, 2005). This trend 

is also noticed by organizations, a recent CIO survey of Harvey Nash and KPMG showed that 64% of the 

respondents feel that the political, business and economic environment is becoming more unpredictable 

(Harvey Nash / KPMG, 2017). One of the most evident innovations in the last two decades, which has had 

an enormous impact on businesses, is the internet. The internet has shown that it has the potential to 

connect everyone and everything causing business networks to become more complex and interwoven 

than ever before. In order to remain competitive in this complex and interwoven environment, and in 

order to persist as a business over time, the ability to sense uncertain events, to respond quickly and to 

learn from the experience is increasingly important (Dove, 2001). Business agility is often painted as a 

solution for maintaining a competitive advantage during times of uncertainty and turbulence in the 

business environment (Sharifi & Zhang, 2001). Although much has been written on agility, a consensus on 

a definition of business agility is lacking. One of the first definitions of agility is:  

“The ability to thrive in a competitive environment of continuous and unanticipated change and to respond quickly to rapidly 

changing, fragmenting global markets that are served by networked competitors with routine access to a worldwide 

production system and are driven by demand for high-quality, high-performance, low-cost, customer-configured products 

and services.” (Goldman, Nagel, & Preiss, 1995) 

According to Dove (2001), agility is concerned with economies of scope, rather than economies of scale. 

This is opposed to the idea of lean operations which is usually associated with efficient use of resources. 

Agile operations are related to effectively responding to a changing environment while at the same time 

being productive (Mathiassen & Pries-heje, 2006). Therefore the definition of business agility from van 

Oosterhout (2010) is used:  

“The ability of an organization to swiftly change businesses and business processes beyond the normal level of flexibility to 

effectively manage highly uncertain and unexpected but potentially consequential internal and external events, based on the 

capabilities to sense, respond and learn.” (p.17) 

Van Oosterhout (2010) complements this definition with an explanation for each capability based on 

literature. He states that sensing is the ability of organizations to actively seek out and gather useable 
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data, assimilating this into useful information which can be interpreted, and analyzed for urgency, causes 

and the impact of this specific information. As a result, an organization can anticipate or detect 

opportunities and threats in the business environment (Dove, 2001; van Oosterhout, 2010). Responding 

is about the ability of an organizations’ collaboration with its customers and partners in the business 

network, to quickly and seamlessly (re)configure combinations of capabilities to shape innovative moves 

with relative ease (Dove, 2001). And lastly, learning is an organizations’ ability to explore and acquire new 

and relevant knowledge to assimilate data and experience into information and to exploit, use and renew 

knowledge when required, in order to enhance sensing and responding (van Oosterhout, 2010). 

4.3.2. Increasing Agility with BASE/X 

In the previous chapter, the BASE/X framework is elaborated, in this section it is explained why business 

model thinking can increase business agility. The BASE/X framework follows an approach for the design 

of businesses following the S-D logic (Vargo & Lusch, 2004). Because the creators of the framework take 

business agility into account from the ground up, it provides an innovative approach for the design of 

business which enables businesses to be agile. Grefen et al. (2013) show that the building blocks for an S-

D business are based on three main elements (see Figure 14).  

 

Figure 14 – Overview of the main elements of the BASE/X framework (Grefen et al., 2013) 

The first element is about the value-in-use, this concept means that one should not think in terms of 

resources (assets) but rather think about what the added value is of the use of these resources. Thinking 

in value-in-use changes concepts like asset ownership or the asset location, becoming an S-D business 

therefore requires a radical shift in the business paradigm challenging the status quo (Grefen et al., 2013). 

The second element is about agility which is necessary because service-dominant markets require higher 

levels of agility to survive. But on the other hand, agility brings new advantages by itself by taking 

advantages of market opportunities (Grefen et al., 2013). The third element is based on business 

networks. As the complexity of products and services grows, and market competition increases, 

collaboration is becoming increasingly important. The big advantage of collaborating with other parties is 

that everybody can specialize in the things they are good at (their core-business), therefore leveraging the 

network to create value.  

As the business pyramid has been developed with business agility as the main starting point, applying and 

following the BASE/X methodology will logically lead to increased agility. As agility is about the ability to 

swiftly change businesses and business processes the business pyramid of BASE/X can be adopted to 

define and map the service-dominant business capabilities, service compositions, business models, and 

strategy. The second layer of the pyramid (business models) has to align with the first layer (strategy). 

BASE/X, therefore, decouples strategy and business models as opposed to the vast majority of previous 
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literature about business models (see Figure 12). In the previous chapter, the Service-Dominant Strategy 

Canvas (S-DSC) is elaborated (see Figure 13) which provides a tool to define an S-D strategy. In the next 

chapter, the Service-Dominant Business Model Radar (SDBM/R) will be explained. The SDBM/R provides 

a method to map business models in a service-dominant networked context. But the SDBM/R can also be 

used as a way to develop new business models or create generic business models (Turetken et al., 2018). 

The SDBM/R which is based on the BASE/X framework can, therefore, assist in the innovation of new 

business models, or mapping current business models. Besides the BASE/X framework can function as a 

semi-automatic generation tool for business processes from collaborative, multi-party service-dominant 

business models (Grefen & Turetken, 2018). The author's couple the agile approach within the tactic 

design loop, to the stable approach in the strategic design loop to avoid the problems encountered in 

bimodal approaches (see Figure 12). This increases the agility of businesses to operationalize new business 

ideas in an S-D context. This mapping, analyzing and generating of (new) business models can be defined 

as business model thinking. Grefen and Turetken (2018) mention that they think that the ability to 

efficiently generate and execute business models will be a discriminating advantage in an S-D business 

world, where customers expect ever more complex service offerings with ever shorter life cycles. 

Therefore the third main research question can be answered by stating that business model thinking 

within an S-D context allows organizations to take into account three main elements of the BASE/X 

framework: value-in-use, networked businesses, and agility. These elements are incorporated in the 

SDBM/R which therefore provides a structured approach of business model thinking in the S-D context. 

Applying these principles in a business environment will allow members of this environment to swiftly 

change business models and business processes and effectively manage uncertainty.  

4.4. Business Models in an S-D context 
4.4.1. Business Models in a Service-Dominant Context 

A Business Model (BM) describes an organization and how that organization functions in achieving its 

goals (Massa, Tucci, & Afuah, 2014). However, there is a lack of agreement among scholars on more 

operational definitions of a business model (Massa et al., 2014; Wirtz, Pistoia, Ullrich, & Göttel, 2016). 

There is a general agreement that a BM is an essential element within every organization, even though 

“business model” and “strategy” are among the most sloppily used terms in business (Magretta, 2002). 

After a thorough analysis of the definition of a business model within the literature Wirtz et al. (2016) 

define a business model as follows: 

“A business model is a simplified and aggregated representation of the relevant activities of a company. It describes 

how marketable information, products and/or services are generated by means of a company's value-added component. 

In addition to the architecture of value creation, strategic as well as customer and market components are taken into 

consideration, in order to achieve the superordinate goal of generating, or rather, securing the competitive advantage. 

To fulfill this latter purpose, a current business model should always be critically regarded from a dynamic perspective, 

thus within the consciousness that there may be the need for business model evolution or business model innovation, 

due to internal or external changes over time” (p.41) 

The modern ICT-based world of business imposes a crucial need for business models with high levels of 

adaptability to capture ongoing changes efficiently. Adaptability and dynamicity have become important 

to cope successfully with continuous changes (Al-Debei & Avison, 2010). In the traditional world of 

business, there is a stable environment and low levels of competition are present. In the world of digital 

business the environment is complex, dynamic and has high levels of uncertainty, besides there are higher 

levels of competition and therefore business models have to be explicit and more flexible (see Figure 15) 
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(Al-Debei & Avison, 2010). In order to achieve truly agile service provisioning, close integration between 

business models and strategy is needed on the one hand, and the structure of business operations and 

information technology on the other hand (Al-Debei, El-Haddadeh, & Avison, 2008).  

 

Figure 15 - Comparison between the world of traditional and modern digital business (Al-Debei & Avison, 2010) 

A business model provides a system-level, holistic approach to explaining how a firm does business (Zott, 

Amit, & Massa, 2011). In order to present a business model, several representations have been proposed 

in the form of a graphical representation or a mixture of informal texts (Zott et al., 2011). One of the first 

models is the e3-value ontology (Gordijn & Akkermans, 2001), this model aims to help define how 

economic value is created and exchanged within a network of actors. It therefore proposes a network-

centric approach to model enterprises and consumers who create, distribute, and consume things of 

economic value. Continuing on the foundation of Gordijn and Akkermans (2001), Osterwalder and Pigneur 

(2002) proposed the Business Model Ontology (BMO) which is an e-business model ontology. They 

describe a business model as the logic of a business system for creating value, that lies behind the actual 

business processes. Based on the BMO framework Osterwalder and Pigneur (2010) developed the 

Business Model Canvas (BMC). The authors define the BMC as a shared language for describing, 

visualizing, assessing and changing business models. The BMC is a visual chart with 9 elements which 

describe a company’s or product’s value proposition (for a reference of the BMC see appendix B). The 

BMC has been widely applied within businesses but it is typically characterized as being organization-

centric and hence it reasons from the perspective of a single focal company. Besides, it has not been 

developed with the service-dominant logic in mind, thus incorporating a more product-dominant view. To 

cope with this issue several scholars have proposed adaptions of the BMC to make it a more suitable to 

represent service-dominant business model (Ojasalo & Ojasalo, 2015; Zolnowski, Weiß, & Böhmann, 

2014). 

Before discussing the adaptions of the BMC the STOF framework is highlighted (Harry Bouwman, De Vos, 

& Haaker, 2008). The STOF framework is one of the first business model approaches which foundation is 

formed on the S-D logic. Bouwman et al. (2008) confirm this by stating that the service concepts are the 

starting point for their approach. The STOF framework for representing business models consists of four 

sub-constructs; the Service domain, the Technology domain, the Organization domain, and the Finance 

domain (H. Bouwman, Faber, Haaker, Kijl, & De Reuver, 2008). The STOF framework is later expanded by 

Heikkila et al. (2008) by adding an additional dimension: the Customer Relationship, resulting in the CSTOF 

model. Both the STOF and the CSTOF model take a wider perspective in business modeling and include 

aspects regarding the operationalization and implementation of the solution. However, the very nature 
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of a BM is that they are skewed towards a high-level representation, often with a single-firm focus on 

value creation, leaving out the operational conflicts and constraints that are present in a networked 

business setting (Solaimani, Heikkilä, & Bouwman, 2018). This is especially true for the STOF and CSTOF 

model because they do not explicitly consider the role of the customer as the co-creator of the value-in-

use. Besides this model does not provide an easy to use method for practitioners which have limited 

experience in business model design (Turetken et al., 2018). Therefore these models do not provide 

sufficient support to consider them for the representation of business IT service business models. 

The work of Turber et al. (2014) looks more promising for creating business models in an S-D business 

setting. However, their 3-D framework is based on an Internet of Things (IoT) context and can therefore 

not be seen as a general S-D business model approach. Besides the framework is still in the early phase of 

development and requires case studies within a real-life business setting to evaluate the usefulness. To 

tackle the problem of a framework which is complex or is not evaluated in a business setting, both 

Zolnowski et al. (2014) and Ojasalo and Ojasalo (2015) inspired their work on the BMC (Osterwalder & 

Pigneur, 2010). Zolnowski et al. (2014) propose the Service Business Model Canvas (SBMC) (see appendix 

C), The SBMC addresses the majority of the principles of the S-D logic, and Zolnowski et al. (2014) show 

that the SBMC can be applied in a business setting. The SBMC uses partner perspectives to map the key 

characteristics of these partners thus allowing a networked business model approach. Besides the BMC 

(Osterwalder & Pigneur, 2010) is a method widely applied in practice. Ojasalo and Ojasalo (2015) propose 

the Service Logic Business Model Canvas (SLBMC) (see appendix D). The SLBMC incorporates the service-

dominant logic within the BMC of Osterwalder and Pigneur (2010). The tool provides a structure to apply 

the service-dominant logic on the practical business level, besides it takes into account multiple 

stakeholder perspectives.  

In addition to the SBMC and the SLBMC, which are both based on the BMC, a new innovative way of 

representing business models is presented within the literature. Türetken and Grefen (2017) propose the 

Service-Dominant Business Model Radar (SDBM/R) which focusses on the business model layer of the 

pyramid of the BASE/X framework (Grefen et al., 2013). The SDBM/R is therefore based on the BASE/X 

framework (Grefen et al., 2013) and on the previous work of Lüftenegger (2014). Due to the fact that this 

layer is an integral part of the framework it also has relationships with other layers of the framework. The 

SDBM/R is presented in appendix E, as can be seen, the co-created value-in-use constitutes the hearth of 

the SDBM/R. This center has to represent the value of a solution to a customer, hence it is neither a service 

delivering value nor a product used to produce or transfer value (Turetken et al., 2018). The researchers 

therefore take a completely new approach to the design of a business model focusing more on the various 

parties that participate in the business network. Although the SDBM/R does incorporate the service-

dominant logic from the ground up, it also has some disadvantages. Firstly, the model is relatively new 

and therefore has not yet been tested extensively in a business setting. Secondly, the model uses a 

radically new way of displaying a business model and is not an adaption of an existing tool.   

This literature analysis has listed several business model representations which take the service-dominant 

paradigm into account. Both the SDBM/R and the models of Zolnowski et al. (2014) and Ojasalo & Ojasalo 

(2015) seem relatively easy to use in a business setting hence these seem to be the most useful methods. 

Besides all these frameworks take into account the service-dominant logic. In the next chapter, it will be 

considered whether or not these models can be used for the final purpose of this thesis – designing a 

reference model for service-dominant business IT services. An analysis is performed to ultimately choose 

the best business model representation. 
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5. Selection of Business Model Representation  
The purpose of this chapter is to answer the third sub-question (SQ3): Which available business model 

framework is most suited to map IT service business models? This chapter builds upon the literature 

described in the previous chapter. This chapter is the first step of the design process of the proposed 

artifact. The basis for the artifact is derived from the literature, this chapter therefore contributes to the 

rigor of the artifact (see Figure 16). 

 

Figure 16 - Artifact Design Process (Chapter 5) 

5.1. Business IT services, the S-D logic, and Business Models 
From the previous section, we can derive that for many businesses the S-D logic has become increasingly 

important as many organizations are moving from a goods-dominant business to a service-dominant 

business. It is also safe to conclude that business IT services meet the IHIP characteristics (Oliveira & Roth, 

2012) and there is a jointness between the production and consumption of a business IT service in which 

the customer provides significant inputs (Sampson, 2006). Business IT services also meet the three service-

dominant business characteristics: (1) value-in-use is the main entity that is exchanged, (2) this value-in-

use is encapsulated in a set of services, and (3) these services are offered to a market through a service 

delivery mechanism (Grefen et al., 2013).  

The BASE/X framework has explicitly been designed in order to increase the agility of service-dominant 

businesses. This framework can be applied to stimulate the development and deployment of innovative 

IT solutions at IT service providers. As an organization typically has one strategy that is relatively stable in 

time the focus will lie on the second layer of the service-dominant business pyramid (see Figure 2). This 

second layer contains the service-dominant business models which describe market offerings in the form 

of integrated solution-oriented complex services. They follow fluid market dynamics and are agile: they 

revolve – they are conceived, modified, and discarded as required. Business models are specialized from 

the strategy as they implement a part of the strategy in a more specific way. They are an 

operationalization of the strategy as they are more concrete (Turetken & Grefen, 2017). In the next 

section, the requirements for a business model representation are drafted, subsequently, in the 

successive chapter, an analysis is performed to select the best representation of a business model for 

business IT services.  

5.2. Business Model Requirements 
Every company has a business model, whether they articulate it or not. At its heart, a business model 

performs two important functions: value creation and value capture (Chesbrough, 2007). Chapter 4.4 

showed that there is no consensus yet on the definition of a business model among scholars which has 
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contributed to an arsenal of different representations of a business model. The objective of this chapter 

is to iterate through the rigor cycle of Hevner (2007) and select the appropriate framework for 

representing a business model. This selection serves as a first step in the design of the artifact.  

In the previous chapter several frameworks for the representation of a business model where given. 

Besides, the requirements for the to be designed artifact are listed in section 3.7. However, as the artifact 

will be an aggregation of a business model, these requirements cannot be used for the selection of the 

business model representation. Therefore in this section business model requirements are set in order to 

select the appropriate framework. The objective of the framework is to represent a business model within 

the business IT service industry. The requirements of the business model representation are driven by the 

core principles of the S-D logic (Vargo & Lusch, 2008). The forefront of this principle is the emphasis on 

the service as a fundamental basis of exchange and the consideration of products as the distribution 

mechanism for services (Vargo & Lusch, 2004). Within IT services this means that the customer's value is 

not in the service or product itself, but in the ultimate value it adds. Therefore, the following requirements 

can be stated: 

BM R1:  The business model representation should support value-in-use as its main principle. 

Another important aspect that has been derived from the literature is the network-centric view in the 

business model representation. The delivery of complex and integrated solutions to a customer requires 

a network of business service providers (Gawer & Cusumano, 2008; Lusch, Vargo, & O’Brien, 2007). This 

is especially true with business IT services as they are naturally highly technological. Within these 

technological environments organizations tend to focus on their niche competence which leads to the 

outsourcing of all the side activities (Wirtz & Ehret, 2009).  Therefore, the second requirement can be 

stated as follows: 

BM R2: The business model representation should support taking a business network perspective in which 

multiple parties can collaborate. 

The third requirement is based on the role of the customer, in many business IT services the customer 

provides input which co-creates value. For example, a large retailer who hires an IT service provider to do 

a big data project on the forecasting of their sales first has to give the service provider access to, or share 

its relevant data. Secondly, it has to provide context to the data (e.g. store X is always closed on 

Wednesdays). Thirdly, additional information has to be given (e.g. products that are often in promotion). 

This is in line with the S-D logic which considers the customer as an indispensable part of the value creation 

process and an essential party in the co-creation of value (Lusch & Nambisan, 2015). Therefore the 

following requirement is stated: 

BM R3: The business model representation should support the role of the customer as co-creator of the 

value-in-use 

According to Lusch et al. (2007), each party can join the network and offer his or her unique value in 

exchange for the benefits and costs it expects. These benefits and costs can be of monetary forms, but 

also from nonmonetary forms. Accordingly, the following requirements can be stated: 

BM R4: The business model representation should support the specification of the value proposition for 

each party of the network 
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BM R5: The business model representation should support the specification of benefits and costs in both 

monetary and nonmonetary forms for each party of the network.  

Vargo and Lusch (2004) indicate that unlike in the case of the goods-dominant logic, a service solution is 

process-oriented. The value created by a member of the network is therefore realized by an activity 

performed by that party. Suratno et al. (2018) indicate that it is therefore important to specify these 

activities and describe the way the customer experiences the creation and delivery of the value-in-use. 

This customer experience is a key input for the operationalization of business models in the form of service 

compositions (Suratno et al., 2018). Since the mapped business models ultimately serve as input for the 

generic reference business model a broader insight than only the customer experience is needed. This 

input can provide extra information about the various actors in the model. Therefore an extended 

customer experience is necessary which is a textual description (approximately one page long) of both the 

customer journey and the roles of the actors. Accordingly, the following requirements can be stated: 

BM R6: The business model representation should support the specification of the activities that each actor 

performs in the business model. 

BM R7: The business model representation should support the description of the extended customer 

journey in the form of a textual description of both the customer journey and the roles of the actors.  

As the information gathering of these business models is done with practitioners in a business setting 

where time is scarce, a final requirement can be formulated: 

BM R8: The business model representation should be easy-to-understand and easy-to-use by industry 

professionals and practitioners in various domains. 

5.3. Business Model Selection 
From the literature study in section 4.4.1, three possible service-dominant business model 

representations came forward, namely: The Service Business Model Canvas (Zolnowski et al., 2014), The 

Service Logic Business Model Canvas (Ojasalo & Ojasalo, 2015), and the Service-Dominant Business Model 

Radar (Turetken & Grefen, 2017). Based on the requirements drafted in the previous section a suitable 

model must be selected. The most suitable business model representation will be selected to model the 

set of existing business models in practice. In Table 1 for each business model requirement, it is indicated 

whether or not the models satisfies this requirement. If the business model representation satisfies the 

requirement this is indicated with a checkmark (✔) if the business model representation does not satisfy 

the requirement this is indicated with a cross (✖). As can be observed both the SBMC and SLBMC do not 

satisfy BM R1, BM R3, BM R4, BM R5, and BM R6. Both models are based upon the BMC and due to the 

fact that this model uses an organization-centric approach the model is not  as suited for creating business 

models which have a network of actors. The SBMC (Zolnowski et al., 2014) does not explicitly take the 

value-in-use as a starting point for the business model. Besides, the design of the SBMC leads to the 

problem that in a networked business, a BMC has to be generated for each network party, which leads to 

a stack of multiple BMCs. This causes the model to quickly become complex when multiple actors have to 

be modelled. The SBMC therefore does satisfy BM R2 although the representation of the business network 

perspective is less satisfactory than with the SDBM/R. 

The SLBMC of Ojasalo & Ojasalo (2015) inherits the use of the concept of value proposition but considers 

this as a value that the focal organization offers to customers and other partners through the business 
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model (Turetken et al., 2018). Therefore it does not follow the S-D principles of value co-creation and 

reflects the goods-dominant logic rooted in the BMC. All three models satisfy BM R7 and BM R8, as each 

model can be complemented with a text and each model is relatively easy to use. Based on both the 

information gathered from the literature and the analysis in Table 1 the SDBM/R is selected as the 

business model representation tool for business models in the business IT service industry. However, 

before these business models are discussed the usability of de SDBM/R is explained in more detail.  

Table 1 - Selection of Business Model Representation 

Model Authors BM R1 BM R2 BM R3 BM R4 BM R5 BM R6 BM R7 BM R8 

SBMC Zolnowski et al. (2014) ✖ ✔ ✖ ✖ ✖ ✖ ✔ ✔ 

SLBMC Ojasalo & Ojasalo (2015) ✖ ✖ ✖ ✖ ✖ ✖ ✔ ✔ 

SDBM/R Turetken & Grefen (2017) ✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔ 

 

5.4. Business Model Representation Justification 
Now it is derived that the SDBM/R technique would be best suited to map a service-dominant business 

model within the business IT service industry the usability of this model is further justified. Among other 

things, the SDBM/R allows for mapping business networks which has become increasingly important 

(Heikkila et al., 2008). Besides, it allows for the co-creation of value where the customer can also 

contribute to value creation (Turetken & Grefen, 2017). However, even though the model may be 

theoretically valid, it also has to be validated in practice. The DSR paradigm of Hevner (2004) indicates 

that an artifact has to be evaluated in real-life business settings in order to be valid. Turetken and Grefen 

(2017) have shown this by applying the SDBM/R in several workshops for the logistics and transportation 

domain. Additionally, the usability of this model has been confirmed by Gilsing et al. (2018) and Turetken 

et al. (2018) who applied the SDBM/R in the smart mobility domain. Turetken and Grefen (2017) measured 

the utility of the SDBM/R according to the Technology Acceptance Model (TAM) (Davis, 1989; Venkatesh 

& Davis, 2000). The results of their study suggest a positive view on the perceived usefulness, perceived 

ease of use and intention to use of the SDBM/R. Participants indicated that de SDBM/R can be an effective 

mean for a diverse set of stakeholders to collaboratively design new business models. Besides they 

indicated that the SDBM/R creates awareness on the value of agile, service-dominant business thinking 

and provided inspiration for collaboration with different stakeholders (Turetken & Grefen, 2017).  

A business model template can help to structure the process of mapping an existing business model and 

it can assist in defining a new business model. The SDBM/R is grounded on the premises of the S-D logic, 

it therefore can be used to define a service-dominant business model. The SDBM/R does not directly 

indicate if the business model is feasible because this depends on how for each stakeholder the accrued 

benefits off-set the accrued costs (Gilsing et al., 2018). Besides, the SDBM/R does not indicate if the 

business model can be operationalized. However, there does exist a method to operationalize a business 

model from the SDBM/R. The Service-Dominant Business Model Operationalization Model (SDBMOM) 

(Suratno et al., 2018) takes the business model represented in the SDBM/R as an input and uses the 

Business Services of all the actors participating in the business model to operationalize the business model 

on a conceptual level. Even though the SDBM/R method is relatively new, research on various fronts is 

ongoing. The SDBM/R already has been applied in several workshops in business settings (Gilsing et al., 

2018; Turetken & Grefen, 2017; Turetken et al., 2018), and tools for related concepts like defining the 

strategy (i.e. the top layer of the business pyramid (see Figure 2)) and service compositions (i.e. the third 
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layer of the business pyramid (see Figure 2)) have been proposed throughout the literature (Grefen et al., 

2013; Lüftenegger et al., 2012). The design process for mapping an existing or new business model to the 

SDBM/R has also been proposed (Turetken et al., 2018). However, in the next section, first the different 

layers of the SDBM/R are explained.  

5.5. The Layers of the SDBM/R 
The SDBM/R consists of four layers around the hearth of the SDBM/R (see Figure 17). The heart of the 

SDBM/R constitutes the co-created value-in-use. This center represents the value of a solution to a 

customer, hence it is neither a service delivering value nor a product used to produce or transfer value 

(Turetken et al., 2018). The next layer, which frames the value-in-use, contains the actor value 

propositions. This layer represents the part of the central value-in-use contributed by a single actor. It 

therefore shows the benefit for one specific actor within the network. Subsequently, the following layer, 

moving inside out, is the co-production-activity which defines the activities which each actor performs in 

the business for achieving the co-creation of value (Turetken et al., 2018). 

 

Figure 17 - Service-Dominant Business Model Radar (SDBM/R) template (Turetken et al., 2018) 

The third layer is the cost-benefits layer which defines the financial/monetary and nonfinancial 

expenses/gains of the individual actor. Lastly, each slice of the radar represents an actor who participates 

in the co-creation of the value. It therefore always includes the focal organization and the customer like 

several traditional business models (e.g. see Osterwalder & Pigneur, 2002), but within this model, the 

customer can co-create value. Besides there is plenty of room for core and enriching partners whereby 

the SDBM/R encapsulates the networked nature of S-D businesses. A core partner contributes actively to 

the essentials of the solution, while an enriching partner only enhances a solution’s added value-in-use 

(Turetken et al., 2018).  

The process of business model design using the SDBM/R involves five design steps (Turetken et al., 2018). 

These design steps do not follow a sequential way but should be used in an iterative process. These design 

steps and the process to define a business model will be will be elaborated and applied in the next chapter. 
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6. Business Models for Business IT Services 
The purpose of this chapter is to answer the fourth sub-question (SQ4): How do the current business 
models for IT service providers look like? In order to do this, business models within the IT service industry 
are mapped to the SDBM/R. These mapped business models will provide input for the design of a generic 
business model for IT services in the next chapter. This chapter is the second step in the design process of 
the artifact and demonstrates the well-founded practical application of the SDBM/R in a business setting. 
Therefore this chapter contributes to the relevance of the designed artifact (see Figure 18). 

 

Figure 18 - Artifact Design Process (Chapter 6) 

6.1. Method  
From the analysis of the previous chapter it was concluded that the best way to depict a business model 
for business IT services would be the SDBM/R as it based on the service-dominant logic, allows for the 
co-creation of value by the customer, and it is possible to map multiple stakeholders who all contribute 
to the co-created value-in-use. Preparatory to the design of a reference business model, information 
about current business models within the business IT service industry had to be gathered. The best way 
of gathering explanatory qualitative information is by conducting semi-structured interviews (Saunders, 
Lewis, & Thornhill, 2009). The objective of these interviews was to gather information about current 
business models within the business IT service industry which can ultimately provide inputs for the 
design of a reference business model. In order to obtain sufficient knowledge 9 interviews were planned 
and conducted with several experienced experts within the business IT service industry. During the 
selection of interviewees, extra attention has been paid to tactically considering the interviewees, thus 
assembling a diverse and representative selection of business models. First of all, only people with a 
management or director position have been interviewed. Secondly, all the people that have been 
interviewed have already more than ten years of experience in the field of business IT services, of which 
more than half (5 out of 9) have 20 years of experience. In addition, the goal was to investigate a variety 
of IT services. In the end, this was quite successful since the services that have been discussed differ 
from services with respect to big data, cyber security or system / solution implementations. (see 
Appendix F). All interviewees work in an international environment frequently doing projects for 
organizations abroad. Besides, two out of nine interviewees were women, one interviewee is American, 
and one interviewee works in Asia. These factors ensure a diverse group of people and protect against 
certain biases.  
 

6.2. Specific Business Models for IT Services 
The purpose of these interviews was to map current business models to the SDBM/R. The design of these 

business models was aimed at exploring the potential actors that would be necessary or could be involved 

in the provisioning of business IT solutions that would offer value to the end-users. The services discussed 
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during the interviews were services with respect to big data, cyber security or system and solution 

implementations.  

Before the interview, every interviewee received the design of the interview and the background 

information about the service-dominant business, co-creation of value, and value-in-use. The complete 

setup of the semi-structured interview is given in appendix G including the background information. 

During the interviews, the interviewees were encouraged to think aloud and openly about the different 

actors, needs, and preferences in their business model. The design of these interviews was aimed at 

exploring the potential actors that would be necessary or could be involved in the provisioning of business 

IT services. The interview followed the defined design steps for the SDBM/R according to the paper of 

Turetken et al. (2018): 

1) Identifying and agreeing on the co-created value-in-use and the targeted customer 

2) Description of the customer experience 

3) Determining the components of the value-in-use and associated actors 

4) Determining the cost types and the benefit types for each actor 

5) Determining the high-level activities that realize the actor-value proposition for each actor.  

Turetken et al. (2018) mention that despite the sequential design steps the business model design using 

the SDBM/R should be applied as an iterative process. The application of the radar during the interviews 

showed that the activities performed in steps 3 and 4 have an impact on the previous steps. Typically later 

on in the process, another actor popped up in the business model which was not identified earlier. 

Therefore it was necessary to revise the earlier steps and update information in the radar. An overview of 

all the business model interviews is shown in appendix F. The elaboration of the business models is shown 

in appendix H and appendix I.  

6.3. Results of the interviews 
After a first analysis of the individual business models several things stand out: 

o In several business models umbrella terms are used to indicate the costs and benefits (e.g. 

“Operational Costs”) 

o Some organizations play different and/or several roles in one business model (e.g. Microsoft 

provides software, infrastructure and in some cases even consultancy services). It is therefore 

important to focus on roles and not on organizations or companies as they can fulfill several roles. 

o In several business models, 3rd parties provided some additional (niche) functionality for the co-

created value-in-use. this functionality is often linked to a specific industry or sector. This can be 

add-ons for IT systems, but also service software providers who provided software for managing 

additional operations (e.g. version control, pipeline management, cloud optimization, etc.). 

o Interviewees generally found it difficult to define the co-created value-in-use and the actor value 

proposition. Controversially the interviewees also named this as one of the strengths of the model 

as the model forces one to think in terms of value. 

6.4.  Evaluation of Artifact 
After the collecting of the business models within the business IT service industry the second step of the 

artifact design is accomplished. This step can be seen as the field testing of the business model 

representation in the form of the SDBM/R. Hevner (2007) states that the results of the field testing will 
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determine whether additional iterations of the relevance cycle are needed in this design science research 

project. As for now only the practical application of the SDBM/R in the business IT service industry has 

been tested, the objective of this study – the design of a reference model for business IT services – has 

not yet been reached. The set of business models does not fulfill the requirements stated in section 3.7 

thus additional steps have to be taken in order to achieve the objective. Nevertheless, from the interviews 

and the derived business models, it can be deduced that the intended method of mapping business 

models for IT services to the SDBM/R is an effective method. The interviews showed that:  

o The SDBM/R representation was quickly understood; 

o The method for mapping business models could be easily explained with the SDBM/R template; 

o The method was relatively easy-to-use for the interviewees, and no prior experience was needed; 

o The interviewees thought that the method provided new perspectives for existing business 

models; 

o Interviewees thought that this method to map a business model was effective; however, some 

interviewees remarked that the model was oversimplified for the focal organization and 

customer; 

To complete the last point, some interviewees thought that more emphasis has to be placed on that 

relationship between the two key actors (focal organization and customer) because the other actors were 

usually only enriching partners. All in all, the evaluation of the interviews offers more than enough 

perspective to move on to the next step of the design process – the design of the reference model.  
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7. Generic Business Model 
Now that the set of business models has been generated the aim of this chapter is to unify these in one 

reference model. The purpose of this chapter is to answer the fifth sub-question (SQ5): How does a generic 

business model for IT service providers look like? In Figure 19 the relation of this chapter according to the 

other chapters is shown. The method for inducing separate observations to a general model relies heavy 

on theoretic constructs, hence this chapter relies heavily on the rigor cycle (Hevner, 2007). 

 

Figure 19 - Artifact Design Process (Chapter 7) 

7.1. The need for a Reference Business Model 
From the literature it is derived that service-dominant business models are highly agile in nature, and 

therefore, must be constructed, reconstructed and deconstructed rapidly (Gilsing et al., 2018). Because 

of this, a strong emphasis is placed on the valid design of business models. Given the intangible nature of 

business IT, in general, it is a service that is traded within this domain. This service is typically offered 

through the collaboration of multiple stakeholders who co-create a certain value – the so-called value-in-

use (Lusch & Vargo, 2014). The emphasis on the rapid design of valid business models also applies to 

business IT services as the information technology landscape is constantly evolving and organizations 

want to implement new (information) technologies to improve and optimize their businesses. As 

organizations strive to full-fledged solutions, parts of these technologies or sub-services are offered by 

several stakeholders in order to jointly offer the end-solution. Practices of standardization (as reference 

models, best practices, and patterns) can help in overcoming the challenge of rapid and valid business 

model design. However, currently there is no such reference model existing within the literature. 

Therefore, in order to guide the design of business IT service business models, a reference business model 

could increase the agility of an organization decreasing the time to market of new services.   

7.2. Method for the Design of a Reference Model 
Although many reference models or frameworks designed to be applied in certain business areas have 

been proposed throughout the literature (e.g. IoT: Dijkman, Sprenkels, Peeters, & Janssen, 2015; or Big 

Data Applications: Muhtaro, 2013), none have been developed for business IT services. Besides, many of 

these developed models use the Business Model Canvas (Osterwalder & Pigneur, 2010) as their underlying 

construct. However, as demonstrated in chapter 5 the BMC or service-dominant logic adaptions of the 

BMC (Ojasalo & Ojasalo, 2015; Zolnowski et al., 2014) do not meet the requirements of a service-

dominant, networked business model which allows for the co-creation of value. Because the SDBM/R is a 

relatively new developed business model representation, only one article exists (to the best of the 

author's knowledge) with a reference model based on the SDBM/R (Gilsing et al., 2018). Of course, 
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methods from other scholars can still provide a viable input for the methodology for the design of a 

reference model, however, it must be taken into consideration that most of these models are not based 

on the S-D logic and the corresponding axioms. The method for this study therefore heavily relies on the 

method used by Gilsing et al. (2018) and has been complemented wherever necessary.  

To design a reference model generally means to aggregate the collected data and to abstract and 

standardize this to a uniform design. Gilsing et al. (2018) make use of the grounded theory approach to 

derive a reference model from multiple detailed business models. The grounded theory approach is a 

systematic methodology involving the construction of theories through methodical gathering and analysis 

of data (Strauss & Corbin, 1990). An important aspect of the grounded theory approach is data collection. 

In grounded theory, the analysis begins as soon as the first bit of data is collected, this is in contrast with 

many qualitative researchers that collect much of their data prior to beginning systematic analysis (Strauss 

& Corbin, 1990). The carrying out of procedures of data collection and analysis systematically and 

sequentially enables the research process to capture all potentially relevant aspects of the topic as soon 

as they are perceived. To do this in a structured way, the process is divided into a number of steps which 

will follow in the next section. First (step 1) the results of the conversations are translated to codes using 

open coding. Next, in step 2 this process is repeated for each interview while each performed interview 

serves as an input for the next. In the third step (step 3) these open codes are translated to a higher 

abstraction level, after which in step 4 the generic categories are formed. In the last step (step 5) the 

practical considerations are discussed.  

After these steps have been completed, only the generic categories and their associated costs and benefits 

are obtained. In order to create a reference model, these categories still have to be plotted in the SDBM/R 

template (see Figure 17). In addition, the focal organization and the customer have to be defined. As this 

reference model is intended for organizations which align technology with business strategy and goals 

(business integrators) within the business IT services industry, the focal organization will be the business 

integrator. The customer is the client for which the business IT service is intended for. 

7.3. From Interviews to Model 
7.3.1. Step 1: from conversations to codes 

The aim of a reference model is to provide a general generic model that can be used for all the service-

dominant business models within the business IT service industry. As every interviewee has its own 

insights, terminology, and assumptions the description of costs, benefits and actors within their service-

dominant business model can be quite different. To first map this variety of definitions Gilsing et al. (2018) 

used the method of open coding. This method is based on the grounded theory approach (Charmaz, 1996; 

Strauss & Corbin, 1990) and is the analytic process by which concepts (codes) are attached to the observed 

data and phenomenon during a qualitative data analysis (Strauss & Corbin, 1990). Open coding is the 

interpretive process by which data are broken down analytically with the objective to give the analyst new 

insights by breaking through standard ways of thinking (Strauss & Corbin, 1990). In this case the objective 

of the open coding was to code the actors that appeared in the various interviews. During most of the 

interviews the process of abstraction was already applied (e.g. the interviewee named a certain name of 

the company and then a more general term was defined). By making use of a spreadsheet, it was 

determined per interview which actors occurred. This process was executed after each interview such 

that after each interviews the open codes were already known. This served as an input for the successive 

interviews. The lists of open codes are not attached in this thesis due to confidentiality agreements but 
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are merely a list of all the actors that appeared in the business models including their associated costs and 

benefits.  

7.3.2. Step 2: Continuous process 

As the grounded theory approach is an ongoing process the output of one interview can be used as an 

input for the next. This does not mean that data collection is not standardized. Each interviewee got the 

same questions as shown in appendix G, but the analysis of each interview was used to direct the next 

interview and observations. The aim of this method is to classify the actors under consideration, thus 

segmenting the data into meaningful expressions. As some business models were already designed on a 

higher aggregation level, some of the actors' description was already generically defined. In addition, it 

became increasingly clear during the process that certain actors kept returning in these business models. 

For instance, when first an interview is held with someone about an ERP implementation service, and it is 

indicated that the software vendor is a very important actor in this business model, it makes sense that 

the software vendor returns when an interview is held with someone about a CRM implementation 

service. Using the grounded theory approach made it possible to elaborate on these recurring parties, and 

to take a closer look into the differences between the business models that emerged during the 

interviews. The process focusses only on the actors and their associated costs and benefits. The reference 

model therefore only provides guidance for these layers of the SDBM/R as the actor coproduction activity 

and the actor value proposition are dependent on the value-in-use of the business model. 

7.3.3. Step 3: From open coding to axial coding 

Since the amount of data that was processed in this research is relatively small (n=10) it was possible to 

switch to axial coding relatively easily. Besides, the main input for the coding process is the business model 

itself which often already contains somewhat abstracted definitions (e.g. costs of human resources, or 

implementation fee). In axial coding, categories are related to their subcategories, therefore one can see 

this as a higher abstraction level in which the development of categories is adjusted to meet the 

specifications of the subcategories as well (Strauss & Corbin, 1990). By making use of the grounded theory 

approach it was possible to confirm labels during the process, the first interviews already provided input 

for the reference model, which was verified in the subsequent interviews. For example, in the first four 

interviews, three times the infrastructure service provider appeared as a stakeholder in the business 

model. During the subsequent interviews the conversation partner mentioned a number of actors, but 

many times the IaaS provider was not directly mentioned. When it was asked where the IT service solution 

was hosted the interviewee mentioned that the solution was hosted in the cloud, thus including the 

infrastructure service provider (IaaS) in the business network.  

7.3.4. Step 4: From axial coding to generic model categories 

The coding for the actors within the service-dominant business models for business IT services can be 

found in appendix J. This coding process is based on the above-mentioned process of discussing 

stakeholders within a business model and confirming general categories with the interviewees. After this, 

all the actors were listed and counted. More concrete stakeholders that had similar characteristics or roles 

within the business model were grouped and categorized. These generic stakeholder categories formed 

the basis for the actor categories in the generic SDBM/R. The input off all the interviews formed the basis 

to gain an understanding of the characteristics as well as their respective costs and benefits that can be 

expected of each stakeholder group.  
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7.3.5. Step 5: Practical considerations 

A few stakeholder groups formed during the coding process were not included in the reference model. 

These stakeholder groups include: the Domain Expert, the External Consultant, and the Global Party. 

These groups only occurred in 2 out of the 10 business models and therefore not enough substantiation 

was found to include this in the final reference model. Besides, when looking in detail at these stakeholder 

groups, one could argue that they belong to another existing category in the reference model. For 

example, the domain expert in the discussed business models originates from the customer organization, 

it could therefore be argued that the domain expert, in fact, is the customer (in many cases the customer 

provides process and context information to co-create value for the designated IT solution). Another 

example is the parent company or global party which in fact originated from the same organization as the 

business integrator, but the parent company manages cross-border activities for the business integrator. 

The same reasoning can be applied to the External consultant which is always part of a party that already 

is present in the business model (e.g. 3rd party software vendor which also performs consulting services 

for their solution). It should be noted that in these cases the present role of the stakeholder category in 

the reference model sometimes has to be seen in a slightly broader perspective. 

7.3.6. Process for costs and benefits 

After the generic stakeholder categories were known, the generic costs and benefits for this stakeholder 

could be identified. A similar but simplified process including open and axial coding was performed. 

Because each stakeholder category usually had a maximum of 4 costs or benefits this was a simple 

process. For each generic stakeholder category, all benefits and costs were written on a list and grouped 

together. From this grouping a generic costs or benefits definition was derived. These costs and benefits 

were verified during the process. This ultimately resulted in a generic business model which will be 

presented in the next chapter.  

7.4. The Reference Model 
In chapter 3.7 of this document, several requirements were proposed with which this reference model 

should comply. For convenience, these requirements are shown below in Figure 20: 

  The proposed reference business model: 

  R1: has to be based on the service-dominant logic to accommodate the design of business models within the IT service industry. 

  R2: should build upon an existing model such that there is no need to develop a completely new model. 

  R3: should accommodate a networked business model view. 

  R4: should take a value-centric view. 

  R5: should describe generic stakeholder categories, and their characteristics to be expected for business IT service models. 

  R6: should describe per stakeholder category the costs and benefits that can be expected from participation 

 

 

After completing the steps as described in the previous section the generic model categories have to be 

mapped to the SDBM/R template. This is a typical bottom-up approach in which first several business 

models were gathered and subsequently, a reference model is defined. This method is chosen because if 

one would apply a strict top-bottom approach here the reference model would not fit the structure of the 

existing situation (Grefen, 2016). As already indicated this reference model is intended for business 

integrators within the business IT services industry which therefore is the focal organization in the 

reference model. The customer is the client for which the business IT service is intended for. Subsequently 

all the categories (“Software / Platform Provider”, “3rd Party Software Vendor combined with Niche 

Figure 20 - Requirements for reference business model 
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Software Provider”, “System Integrator / Developer”, “Technology Partner”, “Infrastructure / IaaS 

Provider”) have to be mapped to the template. When taking a closer look at the actors it can be presumed 

that the Technology Partner is the actor with the most technical knowledge and that the Customer is the 

actor with the most business knowledge. In addition, a certain ordinality on the scale of business and 

technology can also be detected between the other actors. It is therefore decided to place the business 

actors on the right-hand side of the model, and the more you move clockwise the more you move towards 

the technology actors. The additional benefit of this ranking is that organizations that sometimes perform 

multiple roles of the business model also lie next to each other. Figure 21 presents the proposed reference 

business model. The model is depicted in the form of a service-dominant business model radar. The results 

of the previously described method are mapped to the first two layers of the SDBM/R thus 

accommodating the service-dominant logic which is used as a starting point for the design of this business 

model representation (Turetken & Grefen, 2017). Since the starting point of this model is that it must be 

applicable for different IT services, the reference model is defined abstractly (e.g. benefits are labeled as 

‘benefits’ without stating what these are). To provide some more practical insights about how the 

reference model can map a business IT service Appendix K provides a fictional example. 

 

Figure 21 - Reference Business Model for Business IT Services 
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Using the SDBM/R eliminates the need for the design of a completely new model therefore both the first 

(R1) and the second (R2) requirements are satisfied. Thereby by making using of the SDBM/R a networked 

and value-centric perspective is already ingrained in the reference model. This leads to the fact that both 

the third (R3) and fourth (R4) requirements are met. Each stakeholder category that is identified and 

selected in the analysis is displayed in the reference model. For each of these stakeholder categories, a 

description of the characteristics and functions is given in the following chapter, therefore complying with 

the fifth (R5) requirement. In addition, for every category, both the benefits and the costs (both monetary 

or non-monetary) are mapped to the generic model. This satisfies the sixth and last (R6) requirement.  

By using this reference model, users of the artifact can explore what generic stakeholder categories are 

available and which categories they should include to provide the service solution. Moreover, examining 

the characteristics of each stakeholder category facilitates the users to map concrete stakeholders 

(specific to a certain service or business) to these generic roles. Similarly, given the generic costs and 

benefits that are expressed per stakeholder category, users can identify whether these costs and benefits 

are also applicable for their concrete stakeholders (or whether adjustments to the business model design 

should be made). It has to be noted that because of the generic nature of stakeholder groups, the 

characteristics of the stakeholder may differ in practice. In addition, not every stakeholder category needs 

to occur in every business model. The reference model only gives an overview of frequent occurring 

actors, in practice, this could mean that a certain party has to be added to the model. 

7.5. Stakeholders in Business IT Service Business Models 
In this chapter, each actor and its role in the reference model are discussed.  

Customer or Client 

The customer or client is the user of the service solution and is always a key stakeholder in every service-

dominant business model. The customer represents the party to which the value created by the service 

solution is appropriated. Business models for business IT services should always include a customer or 

client and ensure that the service solution is catered to this customer. The customer can be concretized 

as a business, public sector, or non-profit organization who generally hires the focal organization to 

implement or bring insights with a certain IT solution. Moreover, this customer can also be specified 

further to target highly concrete user groups (e.g. a specific manufacturing division, the human resources 

department, or the oncology department of a hospital). The customer in a business IT service can also be 

an organization that acts on behalf of the service user. An example would be the finance department of a 

global enterprise who wants to optimize their global declaration process. In this case, the objective would 

generally not only be to cut costs, but also to improve the declaration experience for the end-user.  

In general, the customer is the one who is financing the solution provided by the rest of the network, as 

eventually the customer is the end-user. This means that the customer pays certain costs for relevant 

insights, a solution and/or the implementation of a solution. Besides the customer or client generally has 

costs of implementing because this stakeholder has to invest own resources (people, knowledge, data, 

etc.) in order to bring the IT service to a successful end, therefore, the costs of own resources should not 

be forgotten.  

Business Integrator 

The business integrator is generally the focal organization and “owner” of the business model. Generally 
the business integrator plays an important role between the customer and business model stakeholders. 
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If the business integrator is asked by the customer to implement a solution for which the business 
integrator has to involve other parties, the business integrator will orchestrate the service solution by 
having (close) contact with both the customer and the additional stakeholders. Generally speaking, the 
business integrator supports the customer with the execution of an implementation and/or insights by 
introducing specific services or knowledge. The main objective of this party is often to relieve the 
customer, taking matters in its own hands, and managing the IT service solution provision to a successful 
result. The business integrator can be seen as a service provider that is hired by a customer to support the 
implementation of IT solutions by bringing in knowledge, expertise and best practices. As the name 
suggests its role is to “integrate” the “business” with the IT solution. An important role of the business 
integrator is project management and obtaining domain knowledge to integrate the business domain with 
the IT domain. In addition, a frequent heard comment was that the business integrator tries to satisfy its 
customer and based on this build up a mutual beneficiary relationship with the customer. This relationship 
does not stop after the service has been delivered, but both the business integrator and customer stay in 
contact to further optimize the IT solution. The relationships within the business model depend very much 
on what has been contractually agreed. Usually the customer is the ultimate decision maker when an IT 
solution is implemented for the customer, as the customer is the one who pays for the solution. Besides 
it is possible that the business integrator and the system integrator are the same party in which this actor 
supervises the implementation and carries out the technical configuration as well.  
 
The business integrator is driven by a financial motive – the service revenue. Besides the fact that the 

business integrator receives revenue, business integrators also seem to value the relationship and its 

future potential. By understanding and aligning the business problems of the customer, and by having 

relationships with this customer potential new projects or solutions could be requested. In some cases, 

the business integrator offers to guide the customer through his digital journey and help him with its 

digital transformation.  The costs of the business integrator consist largely of its own operations (people, 

capital, rent, etc.) and partly of technological costs that are paid to finance the technological solution. 

System Integrator 

Within the SDBM/R for Business IT services a distinction is made between the business integrator and 

system integrator. This distinction is present because in many of the business models these roles are also 

separated. Where the business integrator focusses on the orchestration of the business network, the 

system integrator focusses on the implementation of the IT. Activities of the system integrator consist of 

but are not limited to: configuration of systems, integration of disparate systems, customizing existing IT 

solutions, and the development and programming of additional functionality. In some cases, the business 

integrator and the system integrator are the same stakeholder (e.g. the same organization). However, 

normally in that situation, the stakeholder still has different roles that are performed by different people. 

The system integrator benefits when its services are used, generally these benefits are of financial nature. 

On the other hand, the system integrator uses resources (e.g. people, hardware, buildings, etc.) that can 

be defined as its costs of operations.  

Software or Platform Provider 

As business IT services almost always involve some type of software or platforms on which the service is 

built upon, this stakeholder is in many cases crucial. The software provider provides certain software 

which is used to offer the final service. This software is either used by a stakeholder of the business 

network to generate value (e.g. Big Data analytics software to analyze large amounts of data) or the added 

value lies in the implementation of this software at the customer (e.g. an implemented ERP system). Either 

way, the owner of the software is another stakeholder than the user of the software. In some business 
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models, it may occur that the user of the software is also the owner (e.g. an own developed data analytics 

tool) or that the software provider does also implement the software solution at the client. However, 

because the SDBM/R for Business IT Services takes the position of the business integrator as the focal 

organization, generally speaking, the software or platform provider is an external party. Generally 

speaking this stakeholder offers its new software or platform as a service. Software as a Service (SaaS) or 

Platform as a Service (PaaS) are licensing and delivery models in which the software or platform is licensed 

on a subscription basis and is centrally hosted. This is in line with the Everything as a Service (XaaS) trend 

which is seen throughout the complete business and consumer IT landscape (Piscini, Hyman, & Henry, 

2017). 

As with most software and technologic products, the initial costs of developing are substantial. Therefore 

these research and development (R&D) costs are shown in the reference model. The software or platform 

provider focusses on creating a software or platform solution by hiring personnel to develop and improve 

the software solution. Employees are involved in debugging and the customer care of their solution 

resulting in operational costs. The benefits for the software or platform provider can vary widely, but 

generally, it consists of the subscription fee through their licensing model. Other benefits can include 

software lock-in (which makes it harder for the user to switch to the competitor) and (customer) data, 

which can be used to further optimize the solution.  

3rd Party Software Provider 

The 3rd party software provider is a stakeholder which can be interpreted very broadly. In many of the 

business IT solutions, additional software is used to be able to offer the final service solution. Examples of 

this stakeholder are providers of software add-ons, open-source software providers, operating systems 

providers, and software solutions that help improve the final service solution. In many cases, this 

stakeholder offers additional functionality to a standard solution. For example, an application provider 

which sells scanner solutions provides software that can scan all incoming paper documents and couple 

these documents with existing IT solutions. 3rd Party software does not necessarily have to deliver 

complex software. Software that can be used to quickly assemble clear dashboards for management on 

top of the concerned IT solution could also be classified as 3rd party software. The costs and benefits of 

this party are largely of a financial nature and because of the diversity of this stakeholder, it is also difficult 

to define other benefits or costs. However, an important aspect of these stakeholder costs is the research 

and development costs. Because this party provides such specific functionality, much research has 

preceded it. These costs are therefore often passed on to the customer.  

Infrastructure & IaaS Provider 

New business IT initiatives aim to deliver value without adding extra complexity, therefore infrastructure 

and infrastructure as a service (IaaS) providers try to unburden businesses by providing them with a 

computer infrastructure. Also, hybrid solutions exist in which parts of the infrastructures are offered 

through IaaS providers and part of the infrastructure is on-premise. Compared to the traditional 

infrastructure providers, IaaS providers provide an infrastructure on a subscription or pay-per-use base. 

This is in line with the everything as a service (XaaS) trend which is emerging throughout the consumer 

and business domain (Piscini et al., 2017). The IaaS provider provides hardware, storage, servers, and data 

center space for the (new) business IT service making it possible to quickly scale. Well-known large IaaS 

providers are Amazon Web Services and Microsoft Azure. The benefits of using these cloud services 

include but are not limited to: agility, elasticity, cost savings, and the possibility to deploy globally. With 

IaaS solutions one does not have to make large upfront investments in hardware and spend a lot of time 
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on the heavy lifting of managing that hardware. The IaaS provider therefore is an enabling and enriching 

stakeholder who does not have any saying in the business model itself. However, by winning new 

customers they lock these customers into their infrastructure. The business service therefore is 

dependent on the IaaS provider, leading to profits for the IaaS provider when the solution is scaled up. 

The costs of the IaaS provider are the costs of operations which include but are not limited to the purchase 

of hardware, purchase of electricity, and the wages of maintenance staff. Besides the IaaS provider has 

research and development costs to improve its infrastructure solution.  

Technology Supplier 

The technology supplier is a broad category for stakeholders which contribute to enabling technology to 

the business model. The technology supplier can involve the deployment of advanced technology 

solutions like API’s, IT hardware, commercial protocols, programming libraries, machine and computing 

power, etc. The stakeholder category technology supplier develops, implements, and manages this 

enabling technology. Organizations that focus on the development of these applications can be mapped 

under this stakeholder category. Given the characteristics of the tech supplier, the costs and benefits 

related to this stakeholder are primarily of a financial nature. Benefits relate to the revenue of the sold 

technology and the technology lock-in. Costs are incurred for developing, implementing and maintaining 

technological solutions, and the operational costs with regards to supporting internal business practices.  

7.6. Compliance Rules of the Reference Model 
The reference model provides an aggregated and abstracted high-level overview of a typical business 

model for business IT services. The reference model is uniform with respect to the abstraction dimensions 

as every actor and costs and benefits are described on the same abstraction level (Grefen, 2016). The 

reference model consists of 7 different actors, however, not every actor has to be present in the business 

model to be compliant with the reference model. A few rules have been drawn up to make clear when a 

business model is compliant with the reference model: 

1) There always has to be a customer in the business model which is the receiver of the IT solution. 

2) There is either a business integrator or a system integrator in the business model. This role can 

also be combined. However, if there is only a system integrator the system integrator has to act 

as the focal organization and therefore also has some business integrator responsibilities. 

3) There has to be a software/platform provider or a 3rd party software provider. In some cases, it is 

possible that this role has been integrated with the system integrator. Only in this case the actor 

could be omitted. However, please note that software/platform development and software 

integration are two different roles.  

4) The infrastructure/IaaS provider is generally present in the business model but in a passive role. 

Solutions can be devised that do not require infrastructure, but in many situations this is 

necessary. However, it may be the case that the customer has its own IT infrastructure on-

premise. 

5) The technology supplier does not necessarily have to appear in the model however, in many 

situations technology is used from a specific external party. 
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8. Validation 
The purpose of this chapter is to answer the sixth sub-question (SQ6): Does this generic business model 
allow for creating innovative business model blueprints? This is the last step of the design process (see 
Figure 22) The model is validated by a workshop and a survey which will further be elaborated in this 
chapter. 

 

Figure 22 - Artifact Design Process (Chapter 8) 

8.1. Validation setup 
Although the SDBM/R for Business IT Services has been developed based on literature and the input from 

ten business models, it should be evaluated in real-life business settings (Hevner et al., 2004). This 

evaluation in a real-life business setting should provide insights into the validity and utility of the reference 

model. In order to test the validity a setting was prepared in which industry professionals experienced the 

use of the reference model to design new business models. The objective of this setting was to observe 

the extent to which the reference model is applicable and can be used for its intended purpose of use. 

Besides, it could provide insights on how practitioners deal with the reference model and how they apply 

the model for the design of new business models. This study serves as an exploratory step towards the 

application of specified reference models build upon the SDBM/R. Specified reference models build upon 

this radar could assist with the rapid design of valid business models, accommodating a service-dominant 

view (Lusch et al., 2007). Due to the limitations imposed by a Master's thesis research, no large-scale 

scientific research could be conducted on the validity and utility of the reference model. However, due to 

the fact that this research is conducted within a business IT service organization, qualitative conclusions 

can be drawn. Besides, this small scale has the advantage that feedback is easily obtained and that the 

research subjects think along and can suggest improvements that come directly from practice.  

The evaluation of this artifact is in line with the method of Gilsing et al. (2018). They write that this 

research contrasts with existing literature by focusing on generic stakeholder categories rather than on 

generic financial patterns. Due to the novel nature of the artifact, it is therefore chosen to focus on the 

validity by means of a proof of concept. A proof of concept is the extent to which it is applicable and can 

be used for its intended purpose of use (Gregor & Hevner, 2013). To complement these qualitative 

findings a short survey is conducted among the participants who used the reference model to elicit their 

views on its usefulness and its ease of use as a tool to design service-dominant business models for 

business IT solutions.  
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8.2. Application of Artifact in Workshops 
To test the validity of the reference model a workshop was organized. In this workshop, the derived 

reference model was used as a basis to guide the design of business IT services business models. Starting 

from the reference business model, workshop participants were able to analyze the stakeholder roles that 

would be needed to offer the business IT service solution. In addition, the reference model provided a 

template to map the concrete stakeholders, including their costs and benefits from participation, to the 

generic stakeholder categories in the reference model. In total 6 participants joined the workshop 

collaboratively designing blueprints for 2 new business models. It was a two-hour workshop with two 

phases. The first phase involved a tutorial on the concept of service-dominant business, explaining the 

service-dominant logic (Vargo & Lusch, 2004), the SDBM/R, and the reference model for business IT 

services. The second phase started with a brainstorm session about possible new business models. From 

this brainstorm session 2 ideas were selected (based on the preferences of the participants). 

Subsequently, these ideas were worked out during the collaborative design of a business model using the 

proposed reference model. Following a practical approach, large reference model template posters and 

‘post-its’ were used to represent the blueprint business models and its specific elements (see Figure 24).  

The business models were mapped to the digital template after the workshop. Hereafter these blueprints 

were sent to the workshop participants for confirmation and feedback. The feedback was then processed 

which resulted in the final blueprint models shown in both Figure 23 and appendix L. 

Figure 23 depicts an example business model blueprint designed using the SDBM/R for business IT 

services. The workshop in which this model was developed had as participants stakeholders operating as 

business integrators for the development and management of business IT solutions. Within numerous 

organizations lease car drivers registration of driven mileage can be a tedious time-consuming task.  As a 

solution, they proposed an application which automatically registers an employee’s driven kilometers 

Figure 24 – The use of the SDBM/R for business IT  
poster and post-it’s during a workshop 

Figure 23 – Workshop business model blueprint in SDBM/R for business IT 
services:  Easy, Quick and Reliable Mileage Registration 
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based on geolocation. This application could potentially also be used by other organizations to register 

their work and private kilometers, thus the aim would be to develop the solution for a broader customer 

group. The proposed business model requires well-planned and integrated collaborative operations by 

several partner companies. First of all the customer would be an organization that has problems with 

registering their private and work kilometers for lease cars. The application provider would be the party 

that has developed the application that executes the service. This application makes use of the Google 

Maps API which is an open-source application programming interface for geolocation. The application 

implementer would implement this solution at the proposed customer, coupling the existing IT systems 

with the application data. The business integrator would be the party that orchestrates the network and 

communicates with the customer, making sure the proposed solution is implemented without any hassles. 

The business integrator receives a fee for implementing this solution at the business customer, this fee is 

shared with the application implementer and the application provider. This business model is compliant 

with the compliance rules defined in chapter 7.6 as the application implementer is an instance of a system 

integrator, and the application provider is an instance of a software/platform provider. In addition, a 

business integrator, customer and IaaS provider are present in the model. Lastly, Google Maps would be 

a technology supplier.  

Besides the business model for easy, quick and reliable mileage registration, a second business model was 

developed. This business model aimed to secure the master procurement data into the blockchain such 

that both the different departments and the suppliers would have the same reliable procurement 

information. The elaboration of the business model blueprint can be found in Appendix L. Also this model 

is compliant with the compliance rules defined in chapter 7.6. The ERP provider is namely an instance of 

the software/platform provider, and the system implementer is an instance of the system integrator. In 

addition, the Azure infrastructure is the infrastructure provider, and the blockchain provider is the 

technology supplier. Besides both the business integrator and the customer (client) are present in the 

model.  

8.3. Qualitative evaluation of the artifact 
Based on the workshop some qualitative statements can be made about the designed artifact. First of all, 

none of the participants had any experience with mapping business models nor had they heard about the 

service-dominant logic. After the explanation of both the S-D logic and the SDBM/R participants found the 

theory very interesting and expressed that they recognized the rise of business networks rather than 

bilateral relationships for services. They indicated that a reference model like the SDBM/R for business IT 

services could assist in creating service-dominant business models for IT services and that it helps to look 

with a “service-dominant view” to business models. They further agreed that the approach creates 

awareness on the value of agile, service-dominant business thinking and provided inspiration for 

collaboration with different stakeholders. Below are three (literally translated) quotes from the 

participants of the workshop: 

“The SDBM/R for business IT services helps to view the business model from different angles and 

offers an easy intuitive method to design the first step of a business model”  

“Thinking in the form of a business network with multiple parties involved provides important 

insights for today’s businesses, the SDBM/R for business IT provided already a lot of information 

about different stakeholders which helped with the design of the business model” 
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“The workshop was very clear and I understood the SDBM/R for business IT very quickly, I 

immediately felt the urge to further develop the business model” 

Based on the workshop and input from the participants also some difficulties can be highlighted. 

Participants found it hard to come up with a business model from scratch, and they also struggled to 

define the co-created value in use. Besides, the participants did not really understand the difference 

between the actor co-production activity and the actor value proposition. They also indicated that the 

modeling of business models should actually be done more often to get the hang of the technique. This 

was supplemented by saying that the design of the workshop was fun and interesting and that the 

reference model could contribute to the innovative power of an organization. The disadvantage of this 

acquired information is that it is difficult to distinguish whether these statements are made about the 

SDBM/R or the reference model. More attention is paid to this in the limitations. 

8.4. Evaluating utility through Surveys 
As discussed a short survey was sent to all participants after the workshop. The survey questionnaire was 

built using a set of statements from the Technology Acceptance Model (TAM) (Davis, 1989; Venkatesh & 

Davis, 2000). The TAM is one of the most commonly referred theories that predict and explain the 

acceptance of design artifacts, mainly through their perceived usefulness and ease-of-use. Within the 

information systems field, it has been widely used for empirical studies. Besides it has also been used by 

Türetken and Grefen to evaluate the SDBM/R, making it a good method to evaluate an addition to their 

model (Turetken & Grefen, 2017). The original TAM has three primary constructs: perceived ease of use, 

perceived usefulness, and intention to use (Davis, 1989). Perceived usefulness refers to the users’ 

perception of the utility of the design artifact in providing gains to its user (Venkatesh, Morris, Davis, & 

Davis, 2003). Perceived ease of use refers to “the degree to which a person believes that using a particular 

design artifact will be free from physical or mental effort”. Finally, the intention to use can be defined as 

the extent to which a person intends to use a particular design artifact. Intension to use is the most 

proximal antecedent to the artifact use and believed to be determined by perceived usefulness and ease 

of use. 

All constructs of TAM are operationalized using multiple indicators, which have been rigorously evaluated 

for reliability and validity (Davis, 1989). Türetken and Grefen (2017) use 4 items for perceived usefulness 

and ease of use, and 2 for intension to use following the work of Venkatesh and Davis (2000). It is therefore 

decided that these 10 questions would suffice the intended goal. The first four questions of the survey 

measure the perceived usefulness, questions 4 to 8 measure the perceived ease of use, and the last 2 

questions (Q9 and Q10) measure the intention to use. The wording of the items was modified to 

accommodate this research. The participant could express their level of agreement with each statement 

on a 5-point Likert scale, ranging from 1 (strongly disagree) to 5 (strongly agree).  

The results of the survey are represented in Figure 25 and provide generally positive results. All the 

measured constructs – the perceived usefulness, perceived ease of use, and intention to use – suggest 

positive views from the participants. All participants thought that the reference model provides an 

effective solution for the design of business models for business IT services (Q1) and that it is not difficult 

to communicate the business models to others (Q3). Only one participant agreed that it would be difficult 

for users to understand the business models designed with the reference model (Q2), and only one 

participant did not prefer this method for the design of business models over other models (Q10). Overall, 
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the responses of the participants of the workshop indicate a generally positive attitude towards using the 

reference model for business IT services.  

 

Figure 25 - Results of the survey on perceived usefulness and ease of use of the SDBM/R Reference model for Business IT services 

Some reservations must be made about this survey, first of all, the sample group is relatively small. This 

is due to the time and resource restrictions of a master thesis research, more research would be needed 

to have a good solid scientific basis for the acceptance of this reference model. Secondly, all the 

participants are well educated and work in the IT service industry. This could influence the speed and ease 

with which they understand the model. In addition, business IT consulting is often based on reference 

models which could explain the positive results towards the ease-of-use, however, self-contradictory it is 

precisely this group for which this reference model is intended. Thirdly, the TAM survey does not only 

measure the reference model but also the SDBM/R itself. Due to the fact that the reference model is an 

adaption of the SDBM/R the survey also tells a lot about the perceived usefulness, ease of use, and 

intention of use of the SDBM/R itself. This is not a problem, but rather an enrichment of the survey as the 

reference model uses the good features of the radar to represent specific information for business models 

within the business IT service industry. In conclusion, the reference model should be further tested in 

practice, but these initial results look promising.  
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9. Generalization, Reflection & Practical Use 
The purpose of this chapter is to answer the last sub-question (SQ7): Can the reference model be applied 

in an industry setting to increase the business agility? First, it is argued why the reference model is relevant 

and if it can be applied within a larger industry setting. Subsequently, it will be discussed whether or not 

the reference model can actually increase business agility. The objective of this chapter is to take a 

broader (abstract) view on the applications (see Figure 26). Hereafter practical applications of the model 

for business IT service organizations are suggested. 

 

Figure 26 - The W-model of abstraction 

9.1. Generalization & Relevance to Industry 
Nowadays business models have become less durable than they used to be. The basic rules of the game 

for creating and capturing economic value were once fixed in place for years, even decades, as companies 

tried to execute the same business models better than their competitors did. But now, business models 

are subject to rapid displacement, disruption, and, in extreme cases, outright destruction (McKinsey, 

2015). This awareness is also slowly becoming clear for managers and executives. The key business issues 

that management boards indicate are developing innovative new products and services, and delivering 

consistent and stable IT performance to the business (Harvey Nash / KPMG, 2018). These innovative new 

products and services are offered by means digital business models of digital business models, however, 

to achieve value-creating and successful business outcomes, organizations need to apply new 

technologies innovatively while at the same time respecting values such as trust, openness, and fairness 

in relation to all stakeholders (Atos, 2018). Moreover, the digital world has made it increasingly possible 

to scale without mass through platform-based business models, creating opportunities to internationalize 

far more rapidly than before (IBM, 2018b). According to Deloitte: “CIOs should build and maintain solid 

back-end core systems, but they also need to leverage digital technologies to streamline business 

processes, engage employees and customers, and drive new value-generating business models.” 

(Deloitte, 2018 p.3). This is complemented by this statement of KPMG: “Clients need to work on 

continuous improvement of the current business while simultaneously working on the development of 

new business models.” (KPMG, 2017 p.63) 

The SDBM/R for business IT services has been developed with the above-mentioned perspective in mind. 

Based on ten different business models a reference model has been derived with the ultimate goal of 

being applicable within the entire business IT services industry. The services originating from the reference 

model can be typically defined as knowledge-intensive business services (KIBS) (Den Hertog, 2003). Den 

Hertog (2003) states that these KIBS are always the result of co-production. The quality of the resulting 

service product largely depends on the nature of the interaction between the service provider and client, 
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and the quality of the communication process that is involved. Within business IT services the business 

integrator which is the network orchestrator typically works with its clients in highly interactive ways. 

Client/customer firms and business integrators work together with additional parties to find solutions to 

problems and challenges. Through the interaction the client’s knowledge base changes while the business 

integrator also gains more experience, learning more about the characteristics of a specific industry (Den 

Hertog, 2003). The reference model maps this benefit of working together as the “benefits of relation” 

which is an important feature of the consultancy and business IT services industry.  

Due to the characteristics of technology and more specifically information technology, the services 

provided do not remain static over time but are constantly being modified and changed. This fluidity of 

business IT services increases the need for new business models and demand new ways of looking at 

business models. As mentioned earlier, this is also underlined by organizations within the IT service 

industry. However, in many business domains, the firms’ agility in providing support for such innovative 

business models is heavily constrained by the business structures and IT platforms they use to deliver 

their services (Turetken & Grefen, 2017). Türetken and Grefen (2017 p.2230) state that: “This suggests 

the need for the development of new frameworks to structure service-dominant business modeling that 

can aid in integrating business strategy and business models, on one hand, and business services, 

processes, and IT platforms on the other hand.”. In chapter 4 the BASE/X framework has been presented 

which can assists companies in establishing a basis for structural agility and instituting a service-dominant 

business environment (Grefen et al., 2013). An elementary component of this framework is the second 

layer involving business models. By developing a business IT services reference model for the second layer 

of the BASE/X framework industry professionals can quickly and easily develop new (innovative) business 

models within the industry. Such a model, applicable to business IT services, has not been proposed 

before. Although concrete stakeholders, specific for businesses or industry domains, may cover various 

functionalities or roles, the comprehensive set of stakeholder categories encapsulates the basic set of 

functionalities that may be expected for these business models. Taking this as a starting point, the 

reference model facilitates business model design for industry professionals, and ensures that the main 

components of the service-dominant logic are not overlooked.  

9.2. Reflection of the Reference model 
The intention for which the final reference model was developed is to increase the business agility of 

organizations. In chapter 4 the definition of agility from van Oosterhout (2010) was introduced as being:  

 “The ability of an organization to swiftly change businesses and business processes beyond the normal 

level of flexibility to effectively manage highly uncertain and unexpected but potentially consequential 

internal and external events, based on the capabilities to sense, respond and learn.” (p.17) 

Hence, the creation of a reference model for business models within the business IT service industry would 

focus on the first part of the definition namely the swiftly changing of businesses. Taking this reference 

model as a starting point might help practitioners to rapidly design (more) complete service-dominant 

business models in the business IT domain. The reference model can also help practitioners in evaluating 

the feasibility and viability of these models. Even though the research in this thesis is relatively exploratory 

in nature, it already offers a tool for the design of SD business models in the business IT domain. By going 

through a long research process of interviews, a workshop and a survey combined with the grounded 

theory approach, there is both qualitative and quantitative evidence for the usefulness of this reference 

model.  
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This work contributes to the research on business models by integrating the concepts related to the core 

elements and design of business models with the principles of SD business. Combining the results of this 

research with the work of Luftenegger et al. (2015) on the SD strategy and the work of Grefen et al. (2013) 

about BASE/X, this work offers the foundation for structuring the business goals, and initial steps to 

aligning them to the business operations and implementation of SD business models within the business 

IT domain. By using business models as a conceptual tool for alignment it separates the constructs of 

business strategy and business models. This is significant as many existing alignment research views 

business models and strategy as the same concept (Al-Debei & Avison, 2010).   

9.3. Practical use of the Reference model 
Previous sections have already given a glimpse of the practical use of the reference model. Since the 

ultimate goal for which the reference model has been designed, is to achieve increased business agility, 

this is the first practical use of the model. By making use of a reference business model for business IT 

services frequently occurring stakeholders and the associated costs and benefits of these stakeholders, 

have already been indicated. This means that no stakeholders are overlooked, and that one is helped to 

think about the costs and benefits of the business model. The SDBM/R for business IT services can help 

executives in start-ups or small medium enterprises (SMEs) within the business IT domain in designing 

and communicating their new solutions to the market. The executives but also consultants and 

practitioners within established companies will also find it useful for rethinking business models and 

transitioning from GD to SD businesses. In chapter 9.1. the increased attention for business model 

innovation within and outside the business IT services industry was outlined by several quotes from 

industry leaders. As studies have indicated that the SDBM/R can help to define new business models, the 

designed reference model could contribute to business model innovation (Gilsing et al., 2018; Turetken & 

Grefen, 2017).  

Besides the generation of new BMs, the reference model could also help with analyzing and the mapping 

of existing BMs. During the research process, it became obvious that many organizations within the 

business IT domain already consists of a network of stakeholders who each contribute a part of the co-

created value. The SDBM/R, therefore, seems to be extremely suitable for mapping business models in 

this sector. In addition, the model can help with communication on the one hand, and with the definitions 

of roles within a business network on the other hand. After the workshop it became evident that currently 

there is a lack of models that can map complex multimember relationships. It is not argued that the 

reference model or the SDBM/R is the ultimate solution, however, it is a first step towards recognizing 

the existence of business networks with complex relationships within business models. Appendix M 

provides a practical guide for IT service providers to use the reference model in their activities. The MDA 

purposes are explained which are the Mapping, Designing and Analyzing purposes of the reference model 

for business IT services. Returning to communication, during the interviews it was suggested several times 

that the SDBM/R could also help explain the roles of different parties in the business model. Several 

business integrators sometimes had a hard time explaining what the customer actually paid for and why 

so many different parties were involved. A derivation of the SDBM/R could perhaps also be used as a 

communication tool in future proposals, explaining the roles and business partners involved in delivering 

the proposed service solution.  

When taking the BASE/X framework into account this study only has focused on the business layer of the 

business pyramid (see Figure 2). To actually leverage the results of the business models and increase 
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agility, an organization should also adopt a service-dominant strategy. Additionally the BASE/X framework 

is built upon business services and service components, therefore dividing services into business service 

components (i.e. building blocks for services) could also increase the agility of an organization as these 

individual components could be combined to create new services and new business models (Grefen et al., 

2013). In addition, the design of a business model is one thing, but this does not say anything about the 

viability of the business model. This is where the service-dominant business model operationalization 

method (SDBMOM) comes in handy (Suratno et al., 2018). The SDBMOM is developed for the 

operationalization of service-dominant business models into conceptual business process models in 

BPMN as the first step towards business model implementation. In the future, this method could assists 

business IT service organizations with the operationalization of their newly designed business models 

further increasing their business agility.  
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10. Discussion & Limitations 

10.1. Discussion 
The proposed artifact has contributions to both research and practice. The literature already offers several 

methods or tools for the design of business models ((Harry Bouwman et al., 2008; Osterwalder & Pigneur, 

2010; Turetken & Grefen, 2017) and for mapping value (Bocken, Rana, & Short, 2015). Besides several 

reference business models already exists within the literature (e.g. IoT: Dijkman et al., 2015; or Smart 

Mobility: Gilsing et al., 2018; or Big Data Applications: Muhtaro, 2013), but none for business IT services. 

The BMC of Osterwalder and Pigneur (2010) is a widely applied model in practice, and it is often praised 

for being broadly applied practice. Since the SDBM/R is a relatively new business model representation, 

the model has not yet been extensively tested in practice. What is often seen with models developed and 

presented by researchers in literature, is that in the end only a few of these models are actually applied 

in practice. This is mainly because the model is not picked up by practitioners or is not suitable or 

comprehensible for practitioners. However, these (so to speak) “lucky” models which go through a 

positive feedback loop in which they get practical support, and also get more attention from researchers, 

eventually also receive more and more adaptions and improvements of the model (e.g. the SBMC 

(Zolnowski et al., 2014) or SLBMC (Ojasalo & Ojasalo, 2015)). This research is therefore trying to contribute 

to the applicability of the SDBM/R for business IT services, and to find additional support for the practical 

applicability of the SDBM/R as a business model representation. Indirectly it also contributes to the 

viability of the business engineering framework (BASE/X) (Grefen et al., 2013) since this study shows that 

the underlying constructs of the framework are also applicable in the business IT sector.  

A model for the design of service-dominant business models, specifically catered for the business IT 

services industry has not been proposed before. Although the concrete stakeholders of the business 

model could potentially vary in the design of a concrete business model, the comprehensive set of 

stakeholder categories encapsulates the basic set of functionalities that may be expected for business 

models within the business IT service industry. Therefore, the research facilitates business model research 

to better explore the interrelationships that these stakeholders have in offering the service solution and 

how these stakeholders may create value. Additionally, the proposed artifact provides a foundation for 

business IT services business model design, and it can be used as a reference to explore the configurations 

of these business models. Taking such a model as a reference and a starting point might help practitioners 

to rapidly design (more) complete service-dominant business models within this domain. The reference 

model can also help practitioners in evaluating the feasibility and viability of these models. 

10.2. Limitations 
As with any research, this research is not without limitations. First of all, because of the limitations on the 

duration of a thesis research the population is relatively small. The 10 business models on which the final 

reference model has been built upon have been prepared on the basis of only 9 interviews. This issue is 

partly mitigated by inviting interviewees from several disciplines, several organizations and with over ten 

years of experience in the IT service industry. However, by interviewing only one stakeholder of the 

business model, the BM representation could be skewed towards the views of this interviewee. In 

principle it would be better to have all stakeholders present, however, in business practice this is almost 

impossible to organize as the mapping of 10 business models would require 50 to 70 people (assuming 

every business model has 5 to 7 stakeholders).  
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The same problem applies to the workshop used to validate the reference model. Due to the relatively 

short duration of a thesis project, and due to logistical problems that arise if several industry experts have 

to be at the same place at the same time only six industry experts attended the workshop. Here too, one 

would prefer to have someone from every stakeholder category present. To mitigate this shortcoming a 

diverse group of participants was invited both experienced and inexperienced. Afterward, they all 

indicated a positive view towards the reference model, which is also confirmed by the survey. However, 

there are also limitations associated with qualitative results. As all the participants were new to the 

SDBM/R it is hard to tell if these positive results are linked to the SDBM/R itself or to the reference model. 

This problem could be avoided by organizing a workshop with participants that already are experienced 

with modeling business models with the SDBM/R.  

Another limitation of this research is the use of the grounded theory approach. Although using a grounded 

theory approach facilitates the derivation of constructs from qualitative data, it is subjective in nature. 

Other researchers (particularly with different backgrounds) may come to different categorizations and 

labels to characterize stakeholder groups. It was aimed to mitigate this issue by asking for feedback during 

the interviews, and by asking how the interviewee would describe a certain stakeholder group.  

Lastly, this research has been conducted within an industry setting and some information is derived from 

experts working at the same organization. This could lead to the potential problem of being biased 

towards one organization, affecting the applicability within the industry.  

10.3  Recommendations for Future Work 
As the world becomes more digital and people and organizations become more and more specialized, it 

is expected that business models for business IT services become increasingly important. Individual 

companies will depend on other companies for technology or services making ecosystems play an 

increasingly important role. More research will therefore be required to investigate these ecosystems and 

service-dominant business models with multiple actors. In general, it was also noticeable that relatively 

little research has been done into business IT services and consultancy services. However, it is these 

organizations that are at the forefront of technological developments and implementations, making it 

important to do research on these organizations and their business models. With regard to the reference 

SDBM/R for business IT services it would be necessary to further investigate if the model could also be 

used within other organizations and with other participants. In addition, it would be wise to investigate 

how experienced business modelers (which have experience with the SDBM/R) experience the reference 

model since it is still unclear whether or not the positive responses are based on the SDBM/R or the 

reference model. Another important aspect is the prior testing of business models. As organizations start 

making use of reference models to map their innovative business models, it becomes increasingly 

important to have a testing method in order to validate the possible outcomes of the business model. 

Lastly, this research has been an exploration for the creation of a reference model based on the SDBM/R, 

to the best of the author's knowledge only Gilsing et al. (2018) have ever done this. Therefore in this study 

a number of choices have been made that could not be verified in literature, it can therefore be 

recommended to test the described method for the design of a reference model in another sector, and 

to write a more robust method for it. In this way a whole range of reference models can be created that 

practitioners could use to verify their business models or to design new ones. 
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11. Conclusion & Self-Reflection 

11.1. Conclusion 
In this study a reference business model has been proposed for business IT services. The reference model 

elaborates on the generic stakeholder categories that are expected to take part in the business IT business 

models. For each stakeholder, the characteristics are indicated and the roles that these stakeholders fulfill 

in a business collaboration. Besides the functionalities and their expected costs and benefits from 

participation are listed. There are a number of conclusions that can be drawn from this research. Firstly, 

research concerning service-dominant business models and business IT services is still in its infancy, while 

it seems to be very relevant. Secondly, the SDBM/R seems to be the best model to map IT service business 

models since these models generally involve multiple stakeholders, because the required technical 

knowledge has increased which leads to multidisciplinary business models. Thirdly, current business 

models within the business IT service industry show numerous similarities especially if one looks at the 

business models from a multidisciplinary perspective. This made it possible to design a generic model in 

which frequent occurring stakeholders are listed. The reference business model contains: a customer, a 

business integrator, a system integrator, a software/platform provider, a 3rd party software provider, an 

infrastructure/IaaS provider, and a technology supplier. However, not all of these stakeholders have to 

occur in the business model as some roles can be integrated and some roles can be omitted (see chapter 

7.6). The fourth conclusion that can be derived from this research is that a reference model business 

model can be used for different purposes. It can be used to map existing business models, analyze existing 

models for inconsistencies, and it can be used as an innovation tool to develop new business models. It is 

expected that the reference model can be easily applied within the industry, and that it can help to break 

the bilateral line of thinking (e.g. Product  Customer), towards a multi-stakeholder way of thinking.  

All in all, the SDBM/R for business IT services seems to be a good model to integrate service-dominant 

business thinking within the development and deployment of new innovative IT solutions. By thinking 

about the business model and all the associated stakeholders beforehand, costs and time savings can be 

realized. If a new IT solution is devised within the industry, it is smart to model it to the SDBM/R for 

business IT services, to gain insights into potential stakeholders and identify factors that have been 

forgotten. This can certainly contribute to the agility of an organization since it is immediately clear which 

parties should work together to realize the relevant business model. IT service providers can use this 

model to make customers aware of the multi-actor model. In addition, workshops that make use of the 

reference model can help to come up with innovative business models for business IT services which could 

also be deduced from the workshops conducted. Consultants could also use the reference model to map 

current business models and identify potential problems.  

Finally, it should not be forgotten that the SDBM/R is only a tool to map business models. Ultimately an 

organization must see this in the broader perspective of BASE/X, it is therefore equally important to define 

a good service-dominant strategy by for example making use of the Service-Dominant Strategy Canvas (S-

DSC) (Lüftenegger et al., 2012). Based on this strategy and business models confrontation of goals can 

take place which is the alignment of identity and market offerings between the strategic and tactical 

design cycle as described in chapter 4.2. In the end, the new pyramid forms the basis for an agile 

organization in which service compositions and business services are also defined.  
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11.2. Self-Reflection 
This piece contains a self-reflection of the period of which I worked on my master thesis. One of the 

hardest things about the whole master thesis project has been the search for an interesting subject with 

which I would like to keep myself busy for half a year. Since I am someone who likes to be practically 

relevant, it was difficult to combine the requirements of the university, the IT service industry, and myself. 

In the end I am very happy with the result and I enjoyed working on this report. It was fun to go through 

the entire research process and not just to examine one small part of it. For this thesis I was able to do a 

thorough literature study, I managed to interview several industry specialists, and I designed a reference 

model, many theses stop after this design step. However, I was able to test this reference model in 

practice with a workshop. It was nice to see that people found the work useful, and I even got an invite to 

do the workshop for another group of people after my thesis. The process therefore also has thought me 

some business skills like interviewing professionals and run your own workshop. I think these experiences 

will definitely come in handy as a future consultant. Looking back at the complete process, I think that the 

planning could have been better, but you are always dependent on external factors that can influence 

your planning. In addition, I also found out that I find it difficult to dot the I’s and cross the T’s, I am 

someone who likes to work on the bigger picture, but to finish the details takes more time. In the end I 

am happy that I have found the perseverance to also pay attention to the details of this report because I 

think this definitely has contributed to the quality. This period has shown me that I really enjoy the 

profession of a business IT consultant and I am really happy that I may continue this path.  
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Appendices 

Appendix A – Conceptual model for the business pyramid 
 

 

 

(Grefen et al., 2013) 
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Appendix B – Business Model Canvas 
 

 

(Osterwalder & Pigneur, 2010) 
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Appendix C – Service Business Model Canvas 
 

 

 

(Zolnowski & Böhmann, 2014) 
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Appendix D – Service Logic Business Model Canvas 
 

 

(Ojasalo & Ojasalo, 2015)
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Appendix E – Service Dominant Business Model Radar Template 
 

 

 

 
(Turetken et al., 2018) 
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Appendix F – Overview Interviews & Classified Business Models 
 

Due to confidentiality agreements most of the interviews and business models cannot be included in the 

published version of this thesis. Therefore this appendix provides an overview of the details of these 

interviews. Appendix I is not classified and shows both BM-2 and BM-3. 

 

Table 2 - Service-dominant business model interviews for business IT services 

Interview BM Business Model Subject Date & Time 

1 BM-1 ERP Implementation 
15/05/2019 
11:00 

2 

BM-2 
 
 

BM-3 

Big Data  
 
Cloud Control 

21/05/2019 
12:30 

3 BM-4 Automated Digital Interaction 
22/05/2019 
11:00 

4 BM-5 Cyber Security 
22/05/2019 
14:00 

5 BM-6 IT application landscape  
28/05/2019 
11:00 

6 BM-7 Financial Services 
03/06/2019 
9:30 

7 BM-8 Low Code Data Platform  
03/06/2019 
15:00 

8 BM-9 Technology Services Integration 
04/06/2019 
14:30 

9 BM-10 CRM Implementation 
12/06/2019 
13:00 
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Appendix G – Interview Setup 
 

Interviews Business Models in the Business IT Service Industry 

Purpose & Setup of the interview 

The purpose of this interview is to gain insights into the current Business Models within the IT service 

industry. We will focus on the department/solution you are currently working on, but later on we can also 

think about other business models within the IT service industry.  

I will start by asking a few general questions. After this, I will show the Service-Dominant Business Model 

Radar which is a tool that is currently being developed at the TU in Eindhoven by my accompanying 

professor. Next, I will show the Spotify Business Model mapped in this Radar. We then will try to map your 

business model in this radar. Afterwards I have some concluding questions.  

More information about the thesis and some background is stated in the next paragraph. 

Introduction to Thesis 

Many businesses are moving from a good-dominant perspective to a service-dominant perspective. A 

good example in the business-to-consumer domain is Spotify, nowadays people have subscriptions for 

full-fledged music streaming services (solutions) instead of traditional music playing devices (goods). This 

shift means that not the product itself is important but rather the so-called value-in-use or value-in-

context is important. This trend has for example also encouraged the sharing economy.  

Within the business IT service industry this shift also has taken place. For example a decade ago companies 

bought an Enterprise Resource Planning (ERP) package for their organization which would be installed on 

a certain server on-premise. The company would then be responsible for several additional tasks like 

upscaling, server maintenance and making backups. Nowadays a shift is taking place to cloud-based 

solutions in which the company subscribes to using ERP solutions in the cloud where all these additional 

tasks are carried out by the vendor. End-users are not interested in the intrinsic technical characteristics 

of IT offerings but they are interested in how these technologies can create value for them when put into 

practice (value-in-use).  

Due to this increasing importance on value-in-context, the role of business models to create alignment 

between consumer value created by the service solution and the assets deployed to create this value 

becomes essential. Due to the fact that these business models have a service-dominant nature, they are 

becoming dynamic and short in lifecycle. This is caused by the volatile demands of customers and the 

complex intangible nature of the offered services. Besides due to the complexity and need for full-fledged 

solutions dynamics business networks with several assisting parties are rising. This trend can also be seen 

in the IT service industry. When organizations hire IT consultants they demand specialized knowledge, 

however, the IT service industry is becoming broader every day, therefore a single organization often 

cannot provide the whole spectrum of IT advisory services. Besides full-fledged IT solutions often require 

some client-specific customization which has to be implemented by software programmers (e.g. the 

implementation of an ERP system). Due to these reasons, there is often a network of service providers 

needed when a full-fledged IT solution has to be implemented. 
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Questions 

Before answering any questions I would like to mention that all the information from the interviews will 

be treated with care. I want to ask if you allow me to record the conversation in order to summarize it 

afterwards. Organization specific information will be anonymized and if you want I can send back the 

summarized interview to you for acceptation.  

General   5min 

1) What is your current position within the organization you are working for? 

 

2) Before the current organization have you been working in the IT service industry? If yes, what 

did you do there?  

 

3) What kind of services do you and your department offer to your client/customer? 

 

4) What kind of project(s) are you involved in? 

 

5) What is your definition of a business model? 

 

6) If you had to describe the business model of your department/solution, how would you describe 

it?  

 

Service-Dominant Business Model Radar – SDBM/R 40min 

7) Before we start filling in the business model in the SDBM/R we first have to be specific about the 

service we will offer. Which “service” are we talking about? Which “Use case” do we use? 

 

8) After hearing the explanation of the Service-Dominant Business Model Radar, how would you 

define the value-in-use of the business model you just described?  

 

9) Does the customer/client also add value to your business model? If yes, how? 

 

10) Could you give a small description of the customer experience? (i.e. how does a client/customer 

interact with the organization?) 

 

11) Can you think of the different actors involved in the business model you just described? Which 

one? 

 

12) What kind of value-in-use do these actors add to the business model? 

 

13) Can you indicate the costs and the benefits for each actor? 
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14) What is the high-level activity that realizes the actor-value proposition? (i.e. how would you 

define the activity that this actor performs?) 

 

Final questions 5min 

 

15) Do you think that the SDBM/R can effectively communicate a Business Model? Why? 

 

16) Do you want to add anything to the things mentioned above? 
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Appendix H – Current Business Models within the Business IT Service 

Industry 
 

Business Model 2 – Big Data Analytics  

 

Who:   Experienced (20+ years) IT Professional   

Function:  Director IT Transformation & Big Data Analytics Organization (+/- 200 FTE) 

Previous:  Several roles as Information Manager, Project Manager, and IT Consultant 

 

Summary 

The business model of a big data organization starts with a question from a customer. A customer wants 

an optimized business or wants insights in his data therefore hiring the analytics department to provide 

analytics services. The analytics department of this organization acts as the focal organization as they 

organize and orchestrate the network with their experience in this field. First a general roadmap is defined 

together with the customer in order to define the objectives of the collaboration. Generally a 

collaboration between the focal organization and the customer last for several years in which the data 

maturity of the customer matures. The objective of this collaboration is the a seamless business 

optimization with (big) data. In order to provide this service several partners are needed. The analytics 

department often performs data analytic services for organizations in high tech industries, therefore the 

knowledge of a domain expert is necessary. Generally the domain expert already performs some of the 

data analysis tasks but in a more primitive way, the analytics department tries to improve this data 

analysis by creating a so called data factory where data goes in, and intelligence comes out. In order to 

effectively use this intelligence for the business the domain expert plays a crucial role. The domain expert 

is generally employed  by the customer, however their objectives may vary. The director of the focal 

organization therefore indicated that it is very important to have a close relation with the domain expert 

in order to receive sufficient and correct information.  

In the initial stages of a data analytics project the main questions are about what data is necessary and 

how to clean the data. However, when the data of an organization becomes more mature the data 

analytics department can start using more advanced techniques. In order to use these techniques several 

partners are needed. First of all the so called data lake is often build within the cloud. For this data lake 

an infrastructure is needed which is offered by Infrastructure as a Service (IaaS) providers. Within this 

cloud environment several tools are offered, an example is Azure HDInsight which offers Apache Hadoop, 

Spark and Kafka. This Azure-service can seamlessly be implemented with other Azure services like Data 

Factory and Data Lake Storage. These are all examples of analytics tools which are offered by an Analytics 

Toolset Provider. Besides these tools there are other software tools that help increase the efficiency and 

security of the analytics department. An example of these service software providers is GitHub. GitHub is 

a hosting service for version control using git. Git is a distributed version-control system for tracking 

changes in source code during software development. With GitHub it is possible to manage the pipeline 

of software updates and to schedule updates for the customer. The integration of all these different IT 

solutions enables the seamless business optimization with big data. 
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Business Model 3 – Cloud Control 

 

Who:   Experienced (20+ years) IT Professional   

When:  21/05/2019 12:30 

Function:  Director IT Transformation & Big Data Analytics Organization (+/- 200 FTE) 

Previous:  Several roles as Information Manager, Project Manager, and IT Consultant 

Summary 

During the interview we were discussing the Big Data Analytics business model, however, the interviewee 

indicated that it has quite some overlap with the Cloud Control business model. After the generation of 

the Big Data Analytics business model we identified the differences between the two business models 

therefore resulting in a second business model. The first difference between the Big Data business model 

and the Cloud Control business model is the focal organization which is now the Cloud Control 

department. The department is in charge of the network and together with several partners it tries to 

optimize the cloud control of the IT landscape. Cloud Control offers a mechanism to simplify the current 

existing IT landscape for better operational results. As an organization moves to the cloud several services 

require payment for using that service. Cloud Control offers insights in the costs and in the controls of 

these cloud services, and allows configuration of services and applications operating in the cloud. Logically 

the IaaS provider plays a crucial role in this business model as all the applications of the customer are 

moved to their infrastructure. An example would be to move a SAP ERP environment to the cloud, in order 

to configure this system the application provider has to provide knowledge and application specific 

information such that the SAP environment can be set up properly. Generally the application expert of 

the customer organization provides insights about the use of the application and about the required 

specifications. The ultimate goal is to move all of the customers applications to the cloud, therefore long 

term relationships are necessary between the focal organization and the customer.  
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Appendix I – Classified Business Models 
 

--- Due to confidentiality agreements these business models are not included in the thesis --- 

---These Business Models are included in a classified appendix --- 

--- Requests regarding this classified appendix can be posed to the author, see contact details below --- 

(Peeters, 2019a) 

 

--- Contact Details: sjoerdpeeters95@gmail.com --- 
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Appendix J – Actor Coding  
 

 

Stakeholder Category  BM-1 BM-2 BM-3 BM-4 BM-5 BM-6 BM-7 BM-8 BM-9 BM-10 Frequency Generic 
Model 

Business Integrator / Orchestrator X X X X X X X X X X 10 ✔ 

Customer/Client X X X X X X X X X X 10 ✔ 

Software / Platform Provider X 
    

X X 
 

X X 5 ✔ 

3rd Party Software Vendor X X X 
     

X 
 

4 
✔ 

Niche Software Provider X 
    

X 
   

X 3 

System Integrator / Developer X 
   

X X X X X 
 

6 ✔ 

Technology Partner X X X X X 
     

5 ✔ 

Infrastructure / IaaS Provider 
 

X X X X X X X 
  

7 ✔ 

Domain Expert 
 

X X 
       

2  

External Consultant 
     

X 
   

X 2  

Global Party 
      

X X 
  

2  
            

 

Total Stakeholders BM 7 6 6 4 5 7 6 5 5 5 
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Appendix K – Fictional Use Case: The Digital Supermarket 
This fictional use case provides insights in the applicability of the SDBM/R Reference Model for Business IT 

Services. The use case has been based on several real life examples for example see (Marr, 2019; Muller, 

2016; Watson, 2014) 

Supermarkets are facing many obstacles, ranging from evolving customer behavior and the need to 

reduce food waste, to squaring up to newer competitors. Supermarket chain ‘SuperB’ is a fictional 

supermarket chain which has experienced these obstacles first hand. Throughout the years many 

supermarkets have invested in better information systems to handle their operations. This is also true for 

SuperB, since they have their new information system – SuperMSystem – they gather large amounts of 

data on a daily basis. This is mainly due to the implementation of their loyalty card system which has been 

bought from the company LoyalKeyCard and is integrated with SuperMSystem. The data that is registered 

using the loyalty card and their new system includes prices, inventory, purchasing information, customer 

information, etc. According to SuperB’s CEO they are gathering “mountains of data”, but they are not 

using this data to their advantage. In order to take better advantage of this lake full of data and 

information SuperB’s CEO has hired a Consultancy Agency named ConsultAG, to analyze SuperB’s strategic 

options.  

The consultants of ConsultAG have proposed to implement a Big Data Analytics framework to predict 

sales. They proposed that SuperB should move to a so called “data lake model” (i.e. a storage repository 

that holds vast amounts of raw data) to gain real time insights in its forecasts. ConsultAG therefore had 

proposed a project planning to implement this framework within the next year. SuperB agreed with this 

proposal, and in order to implement the Big Data Analytics model TechInt was added to the team. TechInt 

is an organization which has several years of experience integrating an open source big data analytics 

framework called “OS Data” at multiple organizations. OS Data is open source and therefore not owned 

by a company, it can be used to solve problems involving massive amounts of data and computation. 

However, a few weeks ago the project came to a halt as SuperB had to decide whether or not they are 

going to store all the data on premise, or in the cloud. Currently most of the data has been stored on 

premise, but the big data analytic capabilities require so much computing power that a huge investment 

is needed if they would want to process the data on premise. After a thorough business analysis including 

issues such as data privacy SuperB has decided to use an Infrastructure as a service (IaaS) provider and 

store the data in the cloud. SuperB hopes that the implementation of the Big Data framework will improve 

their sales forecasts and gives them abilities to improve their marketing department. 

 

The Service Dominant Business Model Radar for Business IT services provides a framework to map the 

above described case to a model. This model can help detect the added value of each actor and it forces 

the modeler to think about the benefits and costs of each actor. An additional advantage of the model that 

it provides insights into the activities that each actor performs. The model can be viewed on the next page. 
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SDBM/R for Business IT services – The Digital Supermarket 
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Appendix L – Business Model Blueprint: Blockchain Procurement 
 

 

 

 

Many organizations have numerous suppliers with multiple price agreements. These price agreements 

consist of volume discounts, on-time delivery discounts, on-time paying discounts and many more. The 

agreements of these prices have in many cases been agreed verbally or in writing. However, to keep track 

of all these agreements is a tedious and impossible job for many organizations. The solution proposed in 

this business model blueprint is to record these pricing agreements in the blockchain such that both the 

supplier and the purchaser can access these agreements and their only exists one truth regarding the 

prices. Setting up such a system requires different parties who each contribute to the business network.  

Within this business network, the client is the business organization which wants to structure its 

procurement data. To implement this solution a business integrator (i.e. a consulting/implementation 

partner) is hired which orchestrates the network. The business model blueprint zooms in on a Microsoft 

Dynamics 365 solution, but could also be implemented for other ERP systems. The business integrator 

communicates with a system integrator to configure and couple the IT systems which function in a cloud 

environment (Azure in this case). This cloud infrastructure already provides a blockchain solution (called 

Azure Blockchain-service). The system implementer sets up this blockchain solution according to the 

specifications agreed upon between the business integrator and the client where after reliable and 

available procurement data are effectuated. Logically the client pays the business integrator which 

distributes the associated costs to the IaaS provider, System implementer, and the ERP provider. This 

ensures positive benefits for all participants of the business network.  
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Appendix M – A Practical Guide for Consultants 
As the thesis consists largely of scientific components, this appendix elaborates on the practical usefulness 

of the designed artifact. This guide is written for the use of the reference SDBM/R for business IT services, 

however, the blank SDBM/R template could also be used if the business model relates to another industry. 

In that case, more domain knowledge is needed and certain stakeholders can be overlooked. In short, one 

can use the reference model for business IT services for three purposes: 

(1) Mapping existing business models 

(2) Designing new business models 

(3) Analyzing existing business models 

We call these three functionalities the “MDA” purposes. For each purpose a small description is given 

about how consultants could use the reference model for business objectives.  

Mapping Existing Business Models 

The first purpose is about analyzing the AS-IS state of a business model and identifying mismatches with 

the reference model. Generally business models are created from scratch, but it is not fully considered in 

advance which parties should or should not be involved. In addition, it is often unclear what added value 

is being created by each party. By mapping a business model to a reference model one is forced to think 

about these kind of things. Generally there are two possible ways of mapping an existing business model 

to the reference model template; with interviews or with a workshop. By making use of an interview the 

consultant can ask questions that resemble the questions listed in Appendix G. This provides insight into 

the business model, and an advantage is that the consultant can keep asking questions and can steer the 

conversation. A disadvantage is that when only one person is interviewed the business model design will 

probably be skewed towards the opinions and insights of that particular person. Therefore, it would be 

better to interview several people involved in the business model which, ideally, all play a different role 

in the business model. Another method is a workshop in which a group of people get the reference model 

template, and they fill in the template. Again, ideally these people play a different role in the business 

model. This method has the advantage that biases do not occur that quickly and that discussions will be 

held about the roles of each stakeholder and their added value.  

 

Designing New Business Models 

Since new business models play an increasingly important role, and because it is smart not only to think 

in terms of products but also in terms of services (e.g. see chapter 4.1), this is a very important purpose. 

This purpose therefore is more like an innovation tool where people also think about the stakeholders 

involved. Designing a new business model is best done in a workshop with several practitioners, ideally 

these practitioners are from different stakeholders. The process involving the workshop is elaborated in 

chapter 8.2. but actually comes down to a number of steps: 

 

(1) Bring several people from different stakeholders and backgrounds together and plan 

approximately 3 to 4 hours for the workshop. 

(2) Prepare a template of the reference model (ideally on A1 format) and bring a lot of ‘post-its’ and 

pencils.  

(3) Introduce the workshop participants to the theory of the Service-Dominant Logic and the 

SDBM/R.  
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(4) Brainstorm about potential “value-in-uses” and their associated business models. For example, 

this could be done by letting every participant write down 5 potential ideas within 1 minute. 

After this minute everybody has to pitch there best idea. Then a voting can be done to select the 

best idea. Keep in mind that it must be clear what kind of business model they should think 

about (e.g. business IT services).  

(5) Working out the best idea. By using post its and stick on the reference model template. The 

consultant must guide this process and ask questions. In addition, he must ensure that the 

stakeholders are classified within the correct category. Repeat this for the second best idea, and 

maybe even for the third best idea.  

 

This process ultimately leads to nice starting points for new business models. In addition, participants are 

committed to participate in this business model. It is therefore smart to select the right people beforehand 

thus the participants can further elaborate the business model after the workshop.  

 

Analyzing Existing Business Models 

The last purpose of the reference business model is to analyze existing business models. This purpose has 

many similarities with the mapping purpose, however, the objective is different. Where mapping is mainly 

about recording the business model and reaching agreement on how it is presented, the analyzing step 

goes one step further. Normally it is smart to start with a mapping, if agreement is finally reached, the 

analysis step can be performed. In the analysis, the mapped business model is placed next to the reference 

business model, and differences are identified. This analysis can be done alone, however, it is often better 

to do this with more people. If differences are identified, it is the task to find out why these differences 

exist, this once again can be done by interviews. A consultant can put forward these differences and 

introduce possible points of improvement. It is also possible that these deviations or differences have a 

very well-founded reason, however, these reasons are identified by this analysis step and brought 

forward. A step by step description looks like this: 

 

(1) Identify differences between mapped business model and reference business model. 

(2) Compare these differences with someone else (preferably someone involved). 

(3) Discuss why these differences exists and note the reason behind every difference. 

(4) Discuss the reasons behind the differences, and propose possible improvements. 

 


