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Business Modelling - The rise of a Management Concepts and the need for Research

Business models have captured growing attention in academic research on strategic management
and innovation. Driven by the performance of open business models practiced by companies like
Procter & Gamble or IBM, researchers have started to study conditions, policies and performance of
business models. This call for papers seeks research on business modelling in business-to-business

environments. Business-to-business case studies of business modelling are quite welcome.

Business models have captured growing attention in academic research on strategic management
and innovation. Crucial functions are to articulate a value proposition, identify a target segment and
revenue generation mechanism, define the structure of the value chain, estimate the cost structure
and profit potential, describe the position of the firm within the value chain and formulate
competitive strategies (Chesbrough 2010).

While most published research highlights the potential unlocked by open business models, it rarely
provides valid concepts for antecedents or theoretical reasons for the performance of a particular
business model in a particular context.

Despite their close relation to genuine marketing topics (value proposition, market segmentation,
marketing channels), and their implications for growing markets for business-services and rising
significance of inter-organizational marketing approaches, little research in marketing can be found.
The accelerating rate of adoption of business modelling by managers raises significant implications
and opportunities for marketing researchers:

e Systematic Features of Business Model Performance: Pioneering studies of business models
focused on the potential unlocked by opening up of business models. However there is
evidence that open business models can and do fail on the project level (as Qualcomm’s
digital cinema, see Chesbrough 2006), the firm level (Chesbrough 2006) or on industry level
(as the Bio-Pharma collaboration, see Pisano 2006). What are the salient antecedents,
policies and practices that drive the performance of a business model?

e Implications of Business Models for B2B Marketing: How does the adoption of business
models by strategic management affect market opportunities and the design of marketing
strategies? What are the implications for the design of marketing channels, the use of
marketing partnerships and the segmentation of customers? How do business models affect
product policy, e.g. via a growing share of services? Do business models open up new
options for pricing and what methods can support pricing decisions? How can business
model design help to tap into the potential of social networks for marketing?



e Open Business Models and the Rise of Inter-organizational Marketing approaches: To the
extent that companies are adopting open business models, inter-organizational marketing
approaches are gaining ground (e.g. Ehret and Wirtz 2010, Chesbrough 2011). What are the
antecedents to the performance of inter-organizational collaboration? How do governance
structure and contract arrangements impact the performance of business models? How
does relationship management affect the performance of a certain business model?

e Open Business Models and the rising significance of services: A significant implication of
the opening-up of business models is the growing significance of external sourced services as
an alternative to internal operations of a firm. How is the re-organization of businesses
related to access to business services and their performance? What opportunities and
challenges arise for the positioning of service firms?

This Special Issue explores foundations for systematic business model design and its implications for
marketing research and management. Our major interest is on linking empirical findings to an
underlying understanding of the rationale of business modelling that empowers our competencies
to design well performing business models.

Business Models and Marketing - Towards a systematic approach

The opening-up of business models has been driving the evolution of new markets and is affecting
the performance of marketing programs. Open business models call for a growing share of inter-
organizational marketing approaches and a stronger emphasis on service-strategies. This special
issue presents empirical data and conceptual contributions and integrates them towards a
systematic treatment of business models and their impact on marketing practices and their
performance. It provides an account of how business models have been transforming markets and
called for emerging marketing practices. The contributors open-up an avenue for systematic
empirical studies of the antecedents of open business models, validate theories of systematic forces
affecting business model design and analyse the performance of marketing practices in the context
of business model design. Thus this special Issue provides the first systematic attempt to elucidate
the relevance of business modelling for marketing and expose it to a systematic academic study.
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Paper submission and review process

Papers submitted must not have been published, accepted for publication, or presently be
under consideration for publication elsewhere. Copies should be submitted via email MS
Word attachment (in one file including all figures and tables, please do not submit a Word file
with “track changes” active or a PDF file) to the guest editor (michael.ehret@ntu.ac.uk) as
well as the IMM office (plaplaca@journalimm.com). The deadline for submission is January
31, 2012. Please indicate the paper is for the special issue on Business Models — Exploring
value drivers and the role of marketing. The first page must contain the title of the paper and
the names and contact details of all authors. For additional guidelines, see “Notes for
Contributors” from a recent issue of Industrial Marketing Management, or visit:
http://www.elsevier.com/wps/find/journaldescription.cws_home/505720/authorinstructions.

Papers not complying with the notes for contributors or poorly written will be desk rejected.
Suitable articles will be subjected to a double-blind review; hence, authors must not identify
themselves in the body of their paper.



