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Abstract

Existing approaches on business model tools are constrained by the goods
dominant way of doing business. Nowadays, the shift from goods based ap-
proaches towards a service dominant strategy requires novel business model
tools specially focused for service business. In this report we present the ser-
vice dominant business model: a business model conceptualization and tool to
design and analyze business models for the service dominant business land-
scape.
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1 Introduction

The world is becoming service dominant because of the increasing importance
of services in the world’s most advanced economies. The service sector is
becoming the dominant economic activity in advanced countries by accom-
plishing more than the 70% of their gross domestic product (GDP). However,
most of our knowledge has been developed by a manufacturing based econ-
omy. Moreover, this economic shift is pushing academic world and industry to
know more about services [1].

The service dominance in the economic activity is being known in the liter-
ature as the service economy. The service economy can be seen as a result of the
advancement on Information and Communication Technologies (ICT) by en-
abling solutions that were not possible before. In this scenario goods are still
relevant, however the value focuses on the usage of the good and the benefits
that provides: the service [2], [3].

In many disciplines researches are reframing towards service to fill the
knowledge gap. Our interest is on reframing the business model concept into
the service context due to the increasing importance of service businesses and
the raise of the service economy. Furthermore, business models based on ser-
vice are important to let goods-dominant organizations evolve into service-
dominant enterprises. However, the appropriate business models tools focused
on service do not exist today. Moreover, business practitioners use goods based
frameworks that are not specifically designed for the service domain [1], [2].

In this report we focus on reframing the business model concept in the
service domain as the Service Dominant Business Model. We contribute to the
business model research and the development of Service Science by integrating
the service dominant and business model perspectives.

1.1 Context

Service science, management, engineering and design (SSMED) known as Ser-
vice Science is an interdisciplinary field to foster service innovation.

Our interdisciplinary vision in Service Science is being developed by the
Service Dominant Business framework. The framework integrates the compo-
nent based approach of business services and their composition with business
models and business strategy.

• SD	  business	  
strategy	  S	  
• SD	  business	  
models	  BM	  
• Service	  
composi9ons	  SC	  
• Business	  
services	  BS	  

Figure 1: The Service Dominant Business Framework
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In Figure 1, we present the Service Dominant Business framework as a four
layer approach: Service Dominant Strategy, Service Dominant Business Mod-
els, Service Compositions, and Business Services. In [4], we present the Service
Dominant Strategy Canvas [5] as the outcome of the first layer: the strategy.
In this report, we focus on the development of the second layer: the business
model.

	  

	  
	  

	  
	  
	  
	  

Value	  	  
Crea)on	  

Value	  	  
Appropia)on	  

Service	  	  
Systems	  

Business	  Models	   Service	  Science	  

Figure 2: Relationship between Business Models and Service Science

In this report we explore the intersection between business model research
and Service Science for the development of the Service Dominant Business
Model concept. The interdisciplinary perspective between Service Science and
business models is given by the value creation concept present in both aca-
demic fields. In Figure 2, we visualize this intersection between business model
research and Service Science. Firstly, within the left circle we illustrate the
business model research as being focused on value appropriation and value
creation concepts. Secondly, on the right side circle, we represent Service Sci-
ence research as focused on value creation and Service Systems. Service Sys-
tems are defined as co-production configurations of people, technology and
other internal and external service systems and shared information. The recur-
sive definition of Service Systems highlights the internal and external infras-
tructure where participants co-produce value with other service systems [6].

As shown in Figure 2, the intersection point between the business model
concept and Service Science is on value creation. We take the innovating per-
spective on value from Service Science which is based on Service Systems. This
intersection of concepts is done at syntactical level only, because in Service Sci-
ence the notion of value differs from the traditional value creation perspective.

Value creation in business model literature usually is related with manu-
facturing process, where the firms create value (in an economic sense) when
the good is sold to the customer. In this traditional sense, after value is created
and represented as a good (like a car), value can be added as services (like car
maintenance). This value-added perspective on services is explained by the
value chain approach. For example in the Porter’s value chain approach first
the raw materials come into the company from key partners, then activities
are performed by the company to create value. This value is distributed as a
good and services become an after-sell process where value can be added to the
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goods-based value. However, in Service Science value is created collaboratively
with the user: co-created. In this view value is not created by the company is
co-created by the usage of the good: the benefits. Hence, we use value-in-use
as the value approach in the business model conceptualization within Service
Science.

By following a Service Dominant strategy we need to think about specific
business aspects such as competences on collaboration and value, endogenous
and exogenous relationships, and the role of actors and infrastructures re-
sources [5], [4]. Furthermore, strategy has an impact on how we design busi-
ness models. Hence, by following a Service Dominant Strategy we need to
reframe the the business model concept for the service context.

Service specific business models tools are gaining attention in Service Sci-
ence research driven by the Service Dominant Logic. However, most approaches
try to modify the visual representation of existing business models tools such
as the business model canvas. By modifying the visual representation of the
business model and not at the foundations level results in a simplified version
of the business model canvas (as seen in [7]) that does not include the ser-
vice dominant elements. This approach is not enough, because the resulting
simplified business model canvas is not constructed by following the service
dominant aspects.

1.2 Contribution

In this report we contribute to the development of Service Science by framing
the business model concept in Service.

Business models are relevant mostly to Chief Officers such as Chief Operat-
ing Officers (COOs), Chief Technology Officers (CTOs) and Chief Executive Of-
ficers (CEOs) [8]. Furthermore, business executives from start-ups and estab-
lished companies can use the our approach to design Service Dominant Busi-
ness Models. Firstly, business executives from start-ups or innovation depart-
ments can design their new to the market Service Dominant Business Model.
Secondly, business executives from traditional companies, usually Vice Presi-
dents and business envelopment executes, can rethink their business model to
transition from a the goods-based business model towards a service-based one.

1.3 Approach

The Service Dominant Business Model is being develop through the following
steps:

1. Study on the business model concept

2. Analyze the construction process of a reference Business Model concep-
tualization

3. Use the identified construction process to build the Service Dominant
Business Model

4. Visualize the Service Dominant Business model

4
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1.4 Structure

In Section 2, we study business model conceptualizations to select a reference
business model concept. In Section 3, we analyze the construction method of
our reference business model concept. In Section 4, we construct the pillars of
our Service Dominant Business Model by using the analysis of our reference
concept. In Section 5, we use the defined pillars to build the elements of the
service dominant business model concept. In Section 6, we present the Service
Dominant Business Model. In Section 7, we visualize our conceptualization at
pillar level of granularity. In Section 8, we show an example on how to use
the tool to analyze the music service business of Spotify. Finally, we end this
report with conclusions.

5
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2 Business model conceptualizations

In this section we explore the business model concept. Firstly, in section 2.1,
we introduce the business model concept and its study in different academic
research areas. Secondly, in section 2.2, we focus on how the concept has been
developed by e-business researches and their impact to business practitioners.

2.1 The business model concept across different academic re-
search areas

This section is based on a literature review on business models that covers
many research areas into one unified perspective [8], [9].

The traditional business model concept promotes a dual focus on value cre-
ation and value capture. Firstly, value creation is about how the company cre-
ate value for the customer. Secondly, the value capture is about what the com-
pany captures for itself form this value creation process. The business model
concept has been explored by different academics where numerous definitions
has been developed. Furthermore, the business model concept has been devel-
oped by different academic areas such as strategy, e-business and, innovation
and technology management.

Firstly, the business model concept has been studied in strategy to explain
activity-based and networked-based mechanisms of value creation. Secondly,
in e-business, the concept has been used to explain internet-based organiza-
tions and the firm’s new role within its ecosystem. Thirdly, the concept has
been studied in innovation and technology management fields, the concept
helps to understand networked modes of innovation and how technology is
converted into profitable business.

Regarding the different development areas on business model research, the
following aspects are identified by Zott [8], [9] as an important catalyst for
an unified study of business models: Firstly, the business model is a concept
by its own that is centered on the focal company with boundaries beyond the
organization. Secondly, the business model is at the system level on how com-
panies do business. Thirdly, organizational activities are key in the proposed
business model conceptualizations. Fourthly, business models aims to explain
value creation and value capture. In Table 1, we present four aspects identified
in [9] as a catalyst of the unified business model research.

BM Aspects Description
Cross-organizational Centered on the focal company with boundaries

beyond the organization
System-based Offers a system level view on how companies do

business.
Activity -based Activities are key in the business model concept
Value-based The business model studies value creation and ap-

propriation

Table 1: Towards a common business model understanding

In this section we presented an overview of the business model research
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and the resulting directions for business model research. In the next section,
we will focus on business models as ontology representations.

2.2 Business model representations as ontologies

Business models representations has been developed as a textual, verbal and
graphical representations [8]. However, until the formal representation of a
business model by using ontologies there was no common understanding what
is clearly a business model. Moreover, the formalization as an ontology into
elements and relationships helps to define a knowledge domain like business
models.

“Ontologies are content theories about the sorts of objects, properties of ob-
jects, and relations between objects that are possible in a specified domain of
knowledge” [10]. Ontologies help us describing our knowledge about a knowl-
edge domain. In this case, the business model knowledge domain.

There are two research works on business model representation by using
ontologies: e3Value and Business Model Ontology (BMO) [8]. E3value [11] has
their roots in requirement engineering and attempts to do a feasibility study
of the new business model. BMO [12] aims to identify the building blocks of a
business model to define the concept.

In BMO, a business model is “understood as a conceptual tool that con-
tains a set of elements and their relationships and allows expressing the busi-
ness logic of a specific firm”. The BMO focuses on the value a company offers
(what?) to one or several segments of customers (who?) and the architecture
of the firm and its network of partners for creating, marketing and delivering
this value and relationship capital (how?), in order to generate profitable and
sustainable revenue streams (how much?) [13].

In e3value, a business model is “seen as a constellation of enterprises and
final customers that jointly create, distribute and consume things of economic
value. This conceptualization allows to reason about well-formed constella-
tions and to reason about expected profitability for each enterprise involved”.
[13]. However, this conceptualization is focused on the exchange between the
parties as objects and the profitability analysis. This tool is not in line with
our purposes to provide tools where business people can design their business
models by their own. The e3value approach due to the focus on exchange be-
tween parties and the complex approach on this tool in the analysis of ideas is
not appropriate for us to take it as a reference model to construct our own tool.

The e3value research established the direction on using ontologies in the
business model domain, specifically in e-commerce. However, the tool and on-
tology was designed to evaluate innovative e-commerce ideas and then eval-
uate them in economic terms in line with cash-flow analysis. This approach
lacks a common understanding of the business model and focuses on the value
exchanged between parities.

The BMO use the ontology approach to build an ontology of business mod-
els by focusing on the elements and their relationships in a conceptual ap-
proach rather than economic evaluations. Moreover, the BMO is focused on
conceptual aspects on the revenue and cost, rather than the profitability anal-
ysis of e3value.

As Information Systems scholars we found the ontology approach as a vali-
dated construction method to conceptualize the business model as a reference

7



The Service Dominant Business Model BETA Working Paper Series

Criteria e3value BMO
Organizational focus Constellation-centred Firm-centred
Construction Ontology Ontology
Value Economic exchange Value Proposition
Analysis Profitability Concept
Tool Value model Canvas
Usage Adoption Low High

Table 2: Ontolgy driven Business Model tools

meta-model. Modern Ontology definitions emphasize that must be an agree-
ment of the conceptualization that is being specified: “An Ontology is formal
specification of a shared conceptualization” [14]. Moreover, the BMO is a busi-
ness model ontology that defines the business model elements and their rela-
tionships.

We aim to further develop the business model concept by taking shared lan-
guage as a foundation and reach practitioners and their shared understanding
on business models. To achieve this goal, we take the BMO as our reference
construction mechanism for our conceptualization of the business model in
service. Moreover, business people associate the business model concept with
the derived work of the business model ontology, known by practitioners as the
business model canvas. This derived work evolved from the ontology towards
a visual representation of the concept as a tool to facilitate the communication
of business model concepts at high level of detail.

8
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3 The Business Model Ontology

In this section, we study our reference business model conceptualization: the
business model ontology.The Business Model Ontology has its roots in the In-
formation System domain as a Ph.D thesis. The model after several iterations
led to the development of a simplified tool that we known today as the business
model canvas. Firstly, we present the tool known within practitioners as the
business model canvas. Secondly, we present the scientific foundations known
in the academic world as the business model ontology.

3.1 The Business Model Ontology as a tool: The business model
canvas

The BMC is a tool to design and analyze business models. The BMC describes a
business model through nine basic building blocks that show the logic of how
a company intends to make money. The visual representation of the business
model canvas is shown in Figure 3.

Figure 3: Business model canvas [15]

As presented in [15], the building blocks are:

– Customer segments: “defines different groups of people or organizations
an enterprise aims to reach and serve”.

– Value propositions: “describes the bundle of products or services that
create value for a specific customer segment”.

9
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– Channels: “describes how a company communicates with and reaches
its customer segments to deliver a value proposition”.

– Customer relationships: “describes the types of relationships a company
establishes with specific customer segments”.

– Revenue streams: “represents the cash a company generates from each
customer segment” .

– Key resources: “describes the most important assets required to make a
business model work”.

– Key activities: “describes the most important things a company must do
to make its business model work”.

– Key partnerships: “describe the network of suppliers and partners that
make the business model work”.

– Cost structure: “describes all cost incurred to operate a business model”.

In section 3.2, we analyze the construction process and academic founda-
tions of the business model canvas driven by the business model ontology. The
business model elements from the BMC and the BMO are slightly different.
We take the elements business model canvas due to the practical relevance ac-
quired within business practitioners. However, we take the original construc-
tion process of the ontology due to the defined approach on how to define a
business model ontology.

3.2 Business Model Ontology and its construction method

The business model concept development in Information Systems is based on
design science to construct artifacts. As described in section 3.1, the Business
Model Canvas was developed as a Business Model Ontology (BMO). The BMO
is a set of elements and their relationships to describe the money earning logic
of a firm. The BMO contains nine business model building blocks, also called
as business model elements [12].

In this section, we describe the reference business model ontology construc-
tion method described in Ostelwader’s PhD thesis [16]. This Ph.D thesis is the
academic foundation of the BMC in which we can distinguish its pillars and
its elements. Firstly, in section 3.2.1, we describe how the BMO pillars are con-
structed. Secondly, in section 3.2.2, we describe how the BMO elements are
constructed.

3.2.1 Pillars Construction

The BMO is constructed around four pillars: Product, Customer Interface, In-
frastructure Management and Financial aspects. Firstly, the Product pillar has

10
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one building block element the value proposition. Secondly, The Customer In-
terface pillar has three building blocks: Target Customer, Distribution Channel
and Relationship. Thirdly, the Infrastructure Management has three building
blocks: Value Configuration, Capability and Partnership. Finally, the Financial
Aspects pillar has two building blocks elements: Cost Structure and Revenue
Models.

In Table 3, we present the pillar construction method of the BMO. Firstly,
in the first column we have the fundamental questions of the SDBM pillars.
Secondly, in the second column we have the BSC perspective associated with
the pillar. Finally, in the third pillar we have the associated question to the
pillar and BSC perspective.

Pillar
BMO [12]

Associated
Question [17],
[12]

BSC Perspective [18]

Product What? Innovation and Learning Perspective
Customer Who? Customer perspective
Infrastructure
Management

How? Internal Business Perspective

Financial
Aspects

How much? Financial Perspective

Table 3: Business Model Canvas Pillars (Adapted from [12])

3.2.2 Elements Construction

The BMC is an evolution of the BMO, the BMO elements are constructed by
defining an ontology to describe the business model knowledge domain as el-
ements and relationships. As shown in Table 4, the elements of the ontology
and their relationships are described with a business model element and its
properties.

The properties of a business model element are presented in Table 4 and
described as follows: Firstly, the “definition” field is used to describe the busi-
ness model element. Secondly, we use the “Related to” field to establish the
relationship of the element with the business model pillar from section 3.2.1.
Thirdly, we use the “Related to” field to describe relationship of the current
element with other elements of the ontology. Fourthly, some business model
element be decomposed into sub-elements which are described in the “Set of”
field. Fifthly, the “attributes” flied the values and occurrences of each element
are described. Finally, the last column is used to indicate references from the
literature associated with the business model element.

11
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Describes to which other elements of the ontology an 
element is related to.

Lists the attributes of the element or sub-element. The 
allowed values of an  attribute are indicated between 
accolades {VALUE1, VALUE2}. Their  occurrences are 
indicated in brackets (e.g. 1-n). 
Each element and sub-element has two standard 
attributes which are NAME and  DESCRIPTION that 
contain a chain of characters {abc}.

Indicates into which sub-elements an element can be 
decomposed.

NAME
Gives a precise description of the business model 
element.
Defines to which pillar of the ontology the element 
belongs to or of whichelement it is a sub-element.

Defines the number of allowed occurrences of an element 
or sub-element inside 
the ontology.

Indicates the main references related to the business 
model element.

Cardinaility

References

Related to

Part of

Set of

Atributes

Definition
Name of BM element

Table 4: Business Model Ontology Element [12]

The BMO elements were renamed in the BMC to appeal the business au-
dience. For each BMO pillar we identify the renamed elements into the BMC
as follows: Firstly, in the BMO product pillar, the Value proposition keeps its
name in the BMC. Secondly, in the BMO Customer Interface pillar, the Target
Customer element is renamed to Customer Segments, the Distribution Chan-
nel is named to just Channels, and the Relationship element is renamed to
Customer Relationships. Finally, in the Infrastructure Management, the Value
Configuration is replaced by the sub-element Activity, becoming Key Activities
in the BMC. The Capability element of the BMO is replaced by the Resource
sub-element of the BMO, becoming Key Resources in the BMC. At last, the
Partnership element becomes Key Partners in the BMC.

In sections 4 and 5, we use the BMC elements derived from the BMO and
the construction process of the BMO to build our ontology on service dominant
business models. Firstly, in Section 4, we construct the pillars of the Service
Dominant Business Model. Secondly, in Section 5, we construct the elements
associated with each pillar of the Service Dominant Business Model.

12
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4 Pillars of the Service Dominant Business Model

In this section, we start the development of the SDBM by confronting the Ser-
vice Dominant Strategy Canvas with the Business Model Canvas. Firstly, in
Section 4.1 we describe the construction process of our pillars. Secondly, in
Section 4.2, we apply the described process to build the pillars.

4.1 Pillars Construction Process

The elements in the Service Dominant Strategy Canvas are sorted through the
traditional strategic lens to communicate the service dominant strategy. These
pillars are based on traditional strategic approaches: business competences,
business resources and market relationships. Moreover, the goal of these pil-
lars is to establish a strategic bridge between the traditional strategic concepts
and the service dominant strategy [4].

In this document, our goal is to build the Service Dominant Business Model
concept. We start from the Service Dominant Strategy as our foundation. How-
ever, the pillars in the construction of the SDBM play a different role. They are
the guideline of our development by bringing different perspectives together.

Service	  Dominant	  Strategy	  Elements	  

Clustered	  
Service	  

Dominant	  
Strategy	  
Elements	  

Clustered	  
Service	  

Dominant	  
Strategy	  
Elements	  

Clustered	  
Service	  

Dominant	  
Strategy	  
Elements	  

Clustered	  
Service	  

Dominant	  
Strategy	  
Elements	  

SDBM	  
Pillar	  

SDBM	  
Pillar	  

SDBM	  
Pillar	  

SDBM	  
Pillar	  
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Figure 4: SDBM Pillar level construction process description

The proposed construction process of the SDBM pillars is shown in Fig-
ure 4. Firstly, the large rectangle represents the Service Dominant Strategy
elements as our foundation to generate the Service Dominant Business Model
Pillars. Secondly, a matching process, represented as an arrow, is applied to the
strategic elements by using the questions of the BMO ontology pillars (What?
How? Who? and How much?) represented by a circle over the arrow. Thirdly,
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the boxes after the matching process represent the resulting clustered elements
of the Service Dominant Strategy. Fourthly, the arrow below each box repre-
sent the pillar identification process. Finally, the rectangles at the bottom of
the figure represent each resulting pillar from the whole process.

4.2 Application of the Pillar Construction Process

In Figure 5, we illustrate the application of the pillar construction process de-
picted in section 4.1 (see Figure 4).

M
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What?	   How?	   Who?	   How	  
much?	  

Service	  Dominant	  Strategy	  Elements	  

Clustered	  
Service	  Dominant	  
Strategy	  Elements	  

Clustered	  
Service	  Dominant	  
Strategy	  Elements	  

Clustered	  
Service	  Dominant	  
Strategy	  Elements	  

Clustered	  
Service	  Dominant	  
Strategy	  Elements	  

Clustered	  
Service	  Dominant	  
Strategy	  Elements	  

SDBM	  Pillar:	  

Service	  
SDBM	  Pillar:	  

Management	  
SDBM	  Pillar:	  

Actors	  
SDBM	  Pillar:	  

Cost-‐Benefit	  

Figure 5: SDBM Pillar level construction process application

As shown in Figure 5, in the first row, we have the Service Dominant Strat-
egy elements. These elements are classified by matching them with the the as-
sociated questions of the BMC’s pillars (What? How? Who? and How much?)
represented in the circle over the arrow.

The resulting clustered elements are presented inside a rectangle after the
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matching process (represented by the arrow with a circle in Figure 5). The
matching process is described as follows: the SDSC element that matches the
What question is co-creation. This match is explained due the co-creation el-
ement is about what we are focusing on the business: the co-creation of value
by use. Secondly, the Customer, Partners and Employees elements are related
to who participates in the business. Thirdly, the elements that match the How
question are co-production, flexible borders, contextually individuated, Em-
powerment, Bidirectional, Service Flows, Information Technologies and Ser-
vice Integration. All these elements are related on how we establish our rela-
tionships and how we do business. Finally, the Ethical Mutual Benefit, Risk-
based Pricing and Knowledge Sharing elements match the How question by
establishing How much we get from the business.

The unbalance between the number of elements within each category is
explained by the purpose of the Service Dominant Strategy. The Service Domi-
nant Strategy focuses in communicating a new way of doing business as value-
in-use represented by the What question. However, this new way of doing
business requires numerous changes on how we collaborate with others at
strategic level. These numerous changes are explained by the eight elements
that match this criteria to achieve one value-in-use shift presented by the How
question. Moreover, this collaboration is also present in the How much ques-
tion by establishing a guideline on how we share our benefits with our collab-
orators clustered within the Who question.

As a result of the clustering process we have created the pillars of our
SDBM: Service, Actors, Management and Cost-Benefit. Each SDBM pillar is
explained as follows:

Service: This first pillar establishes our special focus in on service rather than
the traditional approach of product and services. Moreover, service is about
the benefit. Furthermore, this benefit is derived form the co-creation element
which is about value-in-use. Hence, we establish Service as the pillar under
the What question.

Actors: As the second pillar we establish Actors instead of Customers under
the Who question. By choosing actors, we emphasize the collaborative na-
ture of the Service Dominant Strategy. Moreover, by grouping all the actors
in under the same group we establish the active role of all the business actors
involved. Hence, we establish Actors as the pillar behind the Who question.

Management: The collaborative nature of the Service Dominant Strategy re-
quires to look beyond the Infrastructure Management. We need to manage
the relationships with the actors in the business as well the service infrastruc-
ture with the technological aspects involved. Firstly, the relationship between
actors is represented by elements such as Flexible Borders that enable collab-
oration beyond the boundaries of the company. Secondly, the management
of Service Flows and its integration. Hence, we establish management as our
third pillar and answer to the How question.

Cost-Benefit: A business model should include the financial perspective as
stated by the How much question. However, the costs and benefits can be not
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only financial within a business driven by a Service Dominant Strategy. More-
over, the financial perspective from the traditional business model approach
should be extend to other kind of costs and benefits such as knowledge. Hence,
we establish Cost-Benefit as the fourth pillar and answer how much question.

As shown in Table 5, the adoption of the service dominant strategy affects
the business model layer by changing the focus from product towards service,
from Customers to Actors, from Infrastructure Management to Management,
from Financial aspects to Benefits.

Pillar
question

What? Who? How? How much?

BMO Product Customer
Interface

Infrastructure
Management

Financial
Aspects

SDBM Service Actor Management Cost-Benefit

Table 5: BMO and SDBM pillars comparison

The four pillars of the SDBM facilitate the element construction process by
providing a guideline. This guideline is founded on the four questions: What
is the service? Who are the actors? How do we manage the business relations
and service infrastructure? and How much cost and benefit actors incur and
gain respectively from the business collaboration?
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5 Elements of the Service Dominant Business Model

In this section, we build the elements of the Service Dominant Business Model
Firstly, in Section 5.1 we describe the construction process of our elements.
Secondly, in Section 5.2, we apply the described process to each of the pillars (
previously defined in Section 4.2 ).

5.1 Elements Construction Process

The proposed construction process of the SDBM Elements is illustrated in Fig-
ure 6.
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Figure 6: Service Dominant Business Model Elements process

As shown in Figure6, firstly, we start with the business model canvas el-
ements as input described in section 3.1. These elements are matched with
each identified pillar of our SDBM (represented by the first arrow and circle).
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The resulting BMC elements are confronted with the clustered elements of the
Service Dominant Strategy canvas form Section 4.2 (represented by the second
arrow and circle). After this step, we have intermediate SDBM elements. A last
check is needed, to be aligned with the aspects of a unified business model re-
search identified in Table 1 (see section 2.1).The outcome of this whole process
are the final SDBM elements for each category illustrated at the bottom of the
figure as rectangles.

Each new element is defined by using an adaptation of the BMO element
description (See Table in Section 3.2.2). The template definition of each SDBM
element is shown in Table 6.

Name of the SDBM
Element

Name of the element

Definition Description of the element
Part-of Defines to which SDBM pillar the element be-

longs
Related to SDSC Defines to which element of the Service Domi-

nant Strategy Canvas is related
Related to BMC Defines to which element of the Service Domi-

nant Strategy Canvas is related
Set of Indicates into which sub-elements the element

can be decomposed
Cardinality Defines the number of occurrences of an ele-

ment inside the SDBM.

Table 6: Reference Table for a SDBM element

5.2 Application of the Elements Construction Process

In this section, we apply the process described in Section 5.1 for each SDBM
Pillar: Service, Management, Actors, and Benefit.

5.2.1 Service Pillar elements

As show in Figure 7, the BMC elements that match the Service pillar are value
proposition and Channels. They are related to what service experience we are
offering. These elements are aligned with the co-creation element of the SDSC
that is about co-creation value through use: value-in-use.
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Figure 7: SDBM Service pillar elements

Value-in-use Proposition: By confronting the Value Proposition element of
the BMC with the co-creation element of the SDSC we have the focused value
proposition in the service context: the value-in-use-proposition. Hence, the
value-in-use proposition is about the benefits in the usage of the offer. The
SDBM element Value-in-use proposition is described in Table 7.
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Name of the SDBM
Element

Value-in-use Proposition

Definition A Value Proposition specified as the benefits for
the user in usage terms

Part-of SERVICE
Related to SDBM Customer
Related to SDSC Co-creation
Related to BMC Value Proposition
Set-of User beneftis
Cardinality 1..n
Attributes -

Table 7: SDBM element: Value-in-use proposition

Touch-points: The Service Dominant Strategy establishes that Value is co-
created with the customer through an interaction process. In this perspective,
the goods are just a mechanism for service provision: the benefit. Hence, we
need interaction channels where value is co-created. In line with the Service
Marketing and Service Design literature ( [19], [20]), we define as touch-points
our interaction channels that enable value co-creation. The SDBM element
Value-in-use proposition is described in Table 8

Name of the SDBM
Element

Touch-points

Definition A touch-point enables access the benefits of the
value-in-use proposition through interaction

Part-of SERVICE
Related to SDBM Customer
Related to SDSC Co-creation, Co-production, Empowerment
Related to BMC Value Proposition
Set-of -
Cardinality 1..n
Attributes -

Table 8: SDBM element: touch-points

5.2.2 Actors Pillar elements

As shown in Figure 8, the BMC elements that match the Actors pillar are Cus-
tomer Segments and Key Partners. These elements are related to who partic-
ipates in the business model. Moreover, after we project these elements to
toward the SDSC elements we have the customer and partners. However, we
don’t have a match with employees, this is explained due that in the SDMC
they are seen as an internal resource of the company. In our case, we are aim-
ing towards a more systemic view, then we need to establish the role of the
company this systemic view. Therefore, we need to include a role of the com-
pany in the system within the literature related with the advancement of the
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business model concept.
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Figure 8: Service Dominant Business Model Elements process

Customer: By looking the customer segments through the active role of the
customer stated in the Service Dominant Strategy we have a prosumer. The
result of this confrontation is the Customer element. We use this element to
identify who are the different kind of customers that are accessing to the ser-
vice.
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Name of the SDBM
Element

Customer

Definition Defines the role of the actor as a customer in
the business

Part-of ACTORS
Related to SDSC Customer
Related to BMC Customer Segments
Set-of -
Cardinality 1..n
Attributes -

Table 9: Customer Element of the SD BMO

Partner: Partners are a key component on the business model concept. By
confronting the Key Partners element of the BMC with the Partners element
of the SDSC we have the common Partner element for the SDBM. Partners
participate in the business by bringing resources or activities into the business
collaboration. The Partner element is designed for recognizing who are the
partners that are participating in the business model.

Name of the SDBM
Element

Partner

Definition Defines the role of the actor participating in the
business as a partner in the business

Part-of ACTORS
Related to SDSC Partners
Related to BMC Key Partners
Set-of -
Cardinality 0..n
Attributes -

Table 10: Towards a common business model understanding

Company: This systemic view requires the inclusion of focal company that is
behind the business model. As established by the cross-organizational aspect
in Table 1 (See section 2.1) we need to be focused on the company. In the Ser-
vice Dominant Business Model, the orchestration of the service is done by the
company. However, we need to achieve this system aspect on how companies
do business. Hence, we include the company as an actor of the system. By
using this element we identify who is the focal company behind the business
model.
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Name of the SDBM
Element

Company

Definition Describe the actor role as the company behind
the business model

Part-of SERVICE
Related to SDSC Employees
Related to BMC -
Set-of -
Cardinality 1
Attributes -

Table 11: Towards a common business model understanding

5.2.3 Management Pillars Elements

As shown in Figure 9, the BMC elements that match the How questions are Key
Activities, Key Resources and Customer Relationships. The SDSC elements
that are related with the How questions in Key Activities are Service Flows,
Co-Production and Service Integration. However, Service Integration is an ac-
tivity performed by the focal company, Service Flows are the Activities per-
formed by Partners and Co-production represent a collaborative production
effort between the different actors, which is organized by the focal company.

The customer relationships that match the SDSC elements are contextually
individuated, empowerment and Bidirectional. However, the SDSC elements
contains relationships that can be applied beyond the customer to other actors:
Flexible borders and empowerment. The flexible borders is the extension of the
activities of the company beyond the corporate borders. This lack of one-by-
one match signals us to extend the customer relationships to other actors of
the system. Hence, we name our element as Relationships.

The match between Key Resources of the BMC and the SDSC is made with
the Information Technologies element. However, we use the resources naming
to represent the resources of internal and external actors of the business model.

By confronting the Key Activities element of the BMC with specific activ-
ities of the SDSC we observe the following: the service integration activity is
a capability that need to be developed by the focal company as well the co-
production. However, these activities are only analyzed form the focal com-
pany. In the business model level we need to be able to capture activities per-
formed by various actors and have enough flexibility to include different kinds
of activities.

By confronting the Key Resources element of the BMC with the resources
established in the SDSC we can observe that Information Technologies only
offer and internal perspective for the focal company. However, we can not
match the resources element with aspects of unified BM research. This mis-
match is explained due to the activity-based focus that requires the evolution
of the business model concept. Moreover, the resources are encapsulated as
activities.

The Customer Relationships element of the BMC only offers one relation-
ship perspective. However, the collaborative approach driven by the Service
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Figure 9: Service Dominant Business Model Elements process for the Manage-
ment pillar

Dominant Strategy requires to establish relationships with different actors in
the business. Hence, we conceptualize these different relationships under the
Relationship element.

In a nutshell, we need to establish a system perspective regarding the ac-
tivities, resources and relationships from each actor in the business model.
Hence, we need to define these elements in a way that we can capture different
business scenarios. We summarize each of these elements as follows:

Activities: This element is key in the business model concept. Moreover, the
service dominant strategy is about the service flows that correspond to the tra-
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ditional activities carried by different actors in the collaboration. However, we
use the activity naming to include a wider options of activities that can be per-
formed by different actors in the business like a customer activity for instance.
We use this element to identify the activities performed by the business model
actors.

Some actors participating in the business can be asset oriented. Hence, we
need to model what resources they bring into the business collaboration. How-
ever, we model this as the activity associated to the resource, that the resource
for its own. We use this element to identify the resources performed by the
business model actors.

Name of the SDBM
Element

Activities

Definition Describes the activities that each actor perform
in the business

Part-of MANAGEMENT
Related to SDSC Service Flows, Service Integration, Co-

production
Related to BMC Key Activities
Set-of -
Cardinality 0..n
Attributes -

Table 12: Activities

Relationships: Different kind of relationships are established with the busi-
ness collaborators. The relationship element goes beyond the traditional cus-
tomer relationship to establish the relationships at system level by including
all the actors in the business model. We use this element to identify the rela-
tionship of the actor within the system view of the business model.

Name of the SDBM
Element

Relationships

Definition Describes how the actor relates with the busi-
ness

Part-of MANAGEMENT
Related to SDBM Customer, Partner, Company
Related to SDSC Flexible Borders, Contextually Individuated,

Bidirectional, Empowerment
Related to BMC Customer Relationships
Set-of -
Cardinality 0..n
Attributes Empowered, Individuated

Table 13: Activities
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5.2.4 Cost-Benefit Pillar elements

As show in Figure 10, we select the Cost Structure and Revenue stream ele-
ments from the BMC. They are related with the How much question. The SDSC
elements from this pillar are Risk-based pricing, Knowledge sharing and Ethi-
cal Mutual Benefit. The Risk-based pricing establishes that we need to consider
a multi-party strategy in the Value-in-use Proposition. This multi-party pric-
ing scheme needs to consider the cost and revenue for each party. Hence, we
need the Financial Cost and Financial Revenue for each actor in the business
model.
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Figure 10: Service Dominant Business Model Elements process

As show in Figure 10, the Knowledge Sharing element of the SDSC, es-
tablishes knowledge as a benefit to be shared among partners is the business.
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Hence, we need to model benefits that are not measurable in financial terms.
We define these benefits as the Non-financial Revenue. Ethical Mutual Benefit
elements of the Service Dominant Strategy establishes the sharing of benefits
to the actors participating in the collaboration. However, since we are mod-
elling the Non-financial Revenue, we need to include the non-financial cost to
track the cost and revenue of the different actors in the business.

Moreover, the business model concept is about value creation and value
capture. However, the Value perspective in the service dominant strategy is
about the benefit, hence we need to include these benefits that go beyond fi-
nancial ones. Hence, we decompose the cost and revenue into financial and
non-financial. The elements associated with this pillar can be defined as fol-
lows:

Financial: This element represent the financial cost associated with the actor
in the business collaboration. By taking into account the associated cost in the
collaboration, we are able to share the financial revenue among the business
actors. This element represent the financial revenue associated with the actor
in the business collaboration. This element helps the business model designer
to capture the financial revenues for each actor in the business model.

Name of the SDBM
Element

Financial

Definition Financial cost and revenues of each actors par-
ticipating in the business

Part-of BENEFIT
Related to SDSC Risk-based Pricing
Related to BMC Cost Structure, Revenue Stream
Set-of Costs or Revenues
Cardinality 0..n
Attributes Financial Cost, Financial Revenue

Table 14: Financial SDBM Element

Non-financial : This element represent the non-financial cost and revenues
associated with the actor in the business collaboration. By tracking the non-
financial costs in the collaboration, we can observe why a certain actor would
not like to participate in the business collaboration. In some cases, business
actors participate in the collaboration to gain benefits that can not be captured
in traditional financial revenue. This element enables the business model de-
signer to incorporate costs and revenues that can not be captured in financial
terms.
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Name of the SDBM
Element

Non-financial

Definition Non-financial cost and revenues of each actors
participating in the business

Part-of BENEFIT
Related to SDSC Knowledge Sharing, Ethical Mutual Benefit
Related to BMC Cost Structure, Revenue Stream
Set-of Non-Financial Cost or Non-Financial Revenue
Cardinality 0..n
Attributes Non-Financial Cost, Non-Financial Revenue

Table 15: Non-Financial SDBM Element
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6 The Service Dominant Business Model

Firstly, In Section 6.1, we present the resulting Service Dominant Business
Model. Then, in Section 6.2, we present the the associated questions.

6.1 Presenting the Service Dominant Business Model

The SDBM is presented in two tables. Firstly, Table 16 shows the pillars and its
description. Secondly, Table 17 shows the SDBM pillars with its elements and
its description.

SDBM Pillar Description
Service Defines what is the service for the user
Actors Defines who are the actors participating in the business
Management Defines how we generate the service
Cost-Benefit Defines how much cost and benefits the actor get or incur

Table 16: Service Dominant Business Model Pillars description

SDBM
Pillar

SDBM element SDBM element description

Service Value-in-use
proposition

A Value Proposition specified as the bene-
fits for the user in usage terms

Touch-points A touch-point enables access the benefits of
the value-in-use proposition through inter-
action

Actors Customer Defines the role of the actor as a customer
in the business

Partner Defines the role of the actor participating
in the business as a partner in the business

Company Describe the actor role as the company be-
hind the business model

Mana-
gement

Activities Describes the activities that each actor per-
form in the business

Relationships Describes how the actor relates with the
business

Cost-
Benefit

Financial cost Describes the financial cost of each actors
participating in the business

Financial benefit Describes the financial benefit of each actor
participating in the business

Non-financial
benefit

Describes the non-financial benefit of each
actor participating in the business

Non-financial
cost

Describes the non-financial cost of each ac-
tor participating in the business

Table 17: Service Dominant Business Model Elements descriptions

29



The Service Dominant Business Model BETA Working Paper Series

6.2 Key questions of the Service Dominant Business Model

The questions for each pillar and element are intended to facilitate the use of
the SDBM in practice.Firstly, Table 18 shows the pillars and its description.
Secondly, Table 19 shows the SDBM pillars with its elements and its descrip-
tion.

SDBM Pillar SDBM Pillar key question
Service what is the value-in-use for the user?
Actors Who are the actors participating in the business?
Management How the actors participate in the business?
Cost-Benefit How much cost and benefits the actors obtain or incur

within the business?

Table 18: Key questions for the Service Dominant Business Model Pillars

SDBM Pillar SDBM element SDBM Element key question
Service Value-in-use

proposition
What is the value for the user?

Touch-points What are the interaction points be-
tween the user and the service?

Actors Customer Who is the customer?
Partner Who is our partner?
Company Who is the focal company?

Management Activities What are the activities related with
each actor?

Relationships What are the relationships with each
actor?

Cost-Benefit Financial cost What is the financial cost for each ac-
tor?

Financial benefit What is the financial benefit for each
actor?

Non-financial
benefit

What is the non-financial benefit for
each actor ?

Non-financial
cost

What is the non-financial cost for
each actor

Table 19: Key questions for Service Dominant Business Model Elements

In this section we presented the SDBM by integrating the pillars and their
elements. In Section 7, we develop a preliminary visualisation of the SDBM.
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7 Visualizing the Service Dominant Business Model
as a Radar

In this Section, we visualize the Service Dominant Business Model by using
the pillars and elements constructed in Section 4 and 5 respectively. In Section
7.1,we discuss our visualization approach and we develop it further in Section
7.2

7.1 Visualization Approach

In Figure 11 we illustrate the value chain (a) and the linear approach followed
in the business model canvas (b). The linear structure of the value chain em-
phasizes the value flow moving from the company towards the customer. As
shown in Figure 11 (b), the cost is represented on the left side and the rev-
enue on the right side. However, this approach is right for value chain based
business models, where the product is targeted to a customer segment. Fur-
thermore, this structure does not let us explore business scenarios that require
more interaction and collaboration with the different actors involve in the col-
laboration. Hence, we need to explore a different foundational structure for
our Service Dominant Business Model.
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Figure 11: The Value Chain Approach of the Business Model Canvas

In the Service Dominant Business Model we depart from the value chain
approach towards the value network. Value networks are usually represented
as nodes and arrows [21]. However, this representation without any bound-
aries to represent specific nodes can lead to increased complexity to users (like
in e3value). One visualization approach that takes concentric circles to rep-
resent specific nodes on the value networks is shown in Figure 12(a). In this
approach we have concentric circles to represent different aspects. As shown
in Figure 12(b), we take the concentric approach to represent the four pillars
of the Service Dominant Business Model. Moreover, The value network selec-
tion approach is founded on the Service Dominant Logic that suggest to switch
from the value chain towards the value network. Furthermore, the value net-
work has been recognized as one of the topics of study where the business
model concept can evolve.

Our Service Dominant Business Model requires a network representation
and the simplicity of use of the BMC. The strength of the BMC is on the differ-
ent areas where the users can represent the values inside the rectangles in the
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value chain. These areas are useful to guide the user in the design or analysis of
a business model. In our approach, we can use concentric circles to represent
areas of the network where users can represent values in a guided manner.

Customers 

Company 

Providers 

1 2 3 5 
4 

(a)

Benefit 

Management 

Service 

Ac
to

r 1
 

Actor 2 Actor 3 

(b)

Figure 12: The Value Network Approach of the Service Dominant Business
Model

7.2 Visualizing the SDBM Pillars

The visualization of the pillars of the SDBM is suitable for idea brainstorming
or high level business model analysis. The SDBM visualization foundation
with the questions are illustrated in Figure 14.

The nesting order of the SDBM is give by the central aspect on service: the
value-in-use proposition that is delivered across different touch-points to the
service user. The second inner circle represents how the service is managed by
co-producing the value-in-use with different actors. The management pillar
include the activities, resources and relationships with different actors. The
third concentric circle is about the cost-benefit, actor has a cost-benefit that
motivate each party to participate in the business. At last, outside the circles
we represent the actors. These actors have an element value on the Manage-
ment and Cost-benefit pillars.
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Figure 13: Visualizing the Service Dominant Business Model
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Generated from 

Enables 

Figure 14: Nesting the SDBM pillars

In this section we visualized the Service Dominant Business Model Pillars
as a radar. In our next work we will include the elements of our approach to
further develop the radar.

In Section 8, we use the visualization approach depicted in this section to
analyze the music streaming business of Spotify.
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8 Using the Radar to analyze Spotify

In this section we analyze at high level two business models of Spofity by using
the visualization of the SDBM presented in Section 7. As shown in Figure 15(a),
in the Service SDBM pillar located at the centre we answer: what is the value-
in-use? In the Spotify music streaming service scenario, the value-in-use can
be described as music listening experience for free in Figure 15(a) and music
listening experience unlimited in Figure 15(b).
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Figure 15: SDBM Radar for Spotify free and Spotify Unlimited

The actors of the Spotify free SDBM can be identifying by asking the ques-
tion: Who are the actors participating in the business? Firstly, as shown in
Figure 15(a), we identify the Free Customer, the Record Label and the Adver-
tiser.

By answering the question associated with the management aspect: How
the actors participate in the business? we can identify that the Free Customer
participates into the business by sharing and listening playlist. The service is
owned by the Spotify actor that requires the Music Library access from Record
Label actor for music streaming. As shown in Figure 15(a), Spotify participates
in the business by enabling the streaming music. The Record Label participates
by offering access to their large music library

How much cost and benefits the actors get from the business? We can iden-
tify that the Free customers pays nothing each month obtaining a free access.
Spotify needs to pay per song streamed to the Record Label. This represent
a song streaming revenue for the Record label and a song streaming cost for
Spotify

The actors of the Spotify unlimited SDBM can be identifying by asking the
question: Who are the actors participating in the business? Firstly, as shown in
Figure 15(a), we identify the Paying Customer, the Record Label and Spotify.

By answering the question associated with the management aspect: How
the actors participate in the business? we can identify that the Paying Cus-
tomer participates into the business by sharing and listening playlist. The ser-
vice is owned by the Spotify actor that requires the Music Library access from
Record Label actor for music streaming. As shown in Figure 15(b), Spotify par-

34



The Service Dominant Business Model BETA Working Paper Series

ticipates in the business by enabling the streaming music. The Record Label
participates by offering access to their large music library
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9 Conclusions

In this document we conceptualized the Service Dominant Business Model
(SDBM). Frirsfly, We presented a business model conceptualization driven by
a Service Dominant Strategy. Secondly, we presented a high level view repre-
sentation on the SDBM to provide quick analysis and idea conceptualization
around the value-in-use.

The presented SDBM conceptualization covers the four aspects needed for
a common business model understanding: Firstly, the actors bring the cross-
organisational aspect. Secondly, the system-based approach is fulfilled by pro-
viding a system level view on the business focused on the business of the focal
company. Thirdly, the activity-based perspective is achieved by the emphasize
on service and the management aspects needed to make it happen. Finally, the
value-based perspective is covered in the benefits for the actors participating
in the business.

The presented visualisation of the SDBM as a radar is our first step towards
an operational model usable by users. As our next step, we will continue the
development of the SDBM Radar by including the elements of the SDBM rather
than just the pillars of our model.

As future work, we will study the how different SDBM Radars interact to
have complementary business models reinforcing each others. As shown in
Figure 16, two or more business models can be projected on each other to study
their inter-relationships. This kind of study is highly relevant in cases of two
different users group like free users from Spotify free and paying users from
Spotify premium.

SDBM	  Radar	  1:	  Spo.fy	  free	  

SDBM	  Radar	  2:	  Spo.fy	  unlimited	  

Figure 16: Inter-relationship of SDBM Radars
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