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Tre spgrsmal:

» Hva er forretningsmodellinnovasjon?
« Hvorfor gjennomfare forretningsmodellinnovasjon?

* Hvordan gjennomfgre forretningsmodellinnovasjon?
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Fagrst. Hva er innovasjon?

AT\

'

ISO

€49 Forskningsradet
v

«Innovasjoner er nye eller
vesentlig forbedrede varer,
tienester, prosesser,

Nl nnovation 1 s a
or changed product,

organisasjonsformer eller Service, process,
markedsfaringsmodeller model, method etc.

som tas i bruk for & oppna realizing or

verdiskaping og/eller redi stributing val
samfunnsnytte.»

Kilde: Norges forskningsrad (2012). Innovasjon i

offentlig sektor. Publikasjonen kan bestilles pa Kilde: 1ISO 56000 series.

www.forskningsradet.no/publikasjoner
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\i)} INCLUDES INTERACTIVE E-BOOK

adptas
Paradigmer: ‘“

Innovasjonsomrader

Endringer i de underliggende mentale MANAGING
modellene som sier noe om hva organisasjonen gjar INNOVATION

Prosesser:
Endringer i maten : Produkter og tjenester:
produkter/ Innovasjon Endringer i verditilbudet

tienester lages pa

Posisjoner:
Endringer i konteksten produktene og tjenestene tilbys
ﬁ U iA H a n d eIS h QyS kO | e n Kilde: Tidd o@essan{2013).Managinglnnovation Chichester: John Wiley and Sons k é&%ﬁg
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Innovasjonsomrader

_Paradigmer. ForretningsmodeH
Endringer i de underliggende mentale

modellene som sier noe om hva organisasjonen gjar Innovasjon

Prosesser:
Endringer i maten Produkter og tjenester:
produkter/ Endringer i verditilbudet

tienester lages pa

Posisjoner:
Endringer i konteksten produktene og tjenestene tilbys
I UiA Hande|Sh®ySk0|en Kilde: Tidd o@essan{2013).Managinglnnovation Chichester: John Wiley and Sons . ‘ é&%ﬁg




Hva er en forretningsmodell?

» Teece (2010): “In short, a business
model defines how the enterprise
creates and delivers value to
customers, and then converts
payments received to profits”

» Osterwalder og Pigneur (2010): “A
business model describes the
rationale of how an organization

Value
for a customer
Resources & Capabilities? ] Revenue model?
HOW? [ Activities? ] Deliver Cost Structure?
) Strategic Partners? ] - - [ Risk management?
Profitability

creates, delivers, and captures value”
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SourcesOsterwalder A. andPigneur Y. (2010)Business Model Generatiodoboken,
Wiley.

Teece D.J. (2010), «Business models, business strategy and innovatamgprRange
Planning Vol. 43 Nos.-3, pp. 172194.
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Visuell fremstilling — The Business Model Canvas

* esigned for: esigned by: o
The Business Model Canvas """ ety
T ' . . .
Key Partners ( Sgﬁ Key Activities ﬁ}i\‘ Value Propositions Customer Re;’attonsh:pQ Customer Segments E
Key Resources Channels Y
Cost Structure Revenue Streams ?6;
www.businessmodelgeneration.com st @ @O ® ®

;l

— U iA Ha n de|Sh®yS kOlen SourceOsterwalder A. andPigneur Y. (2010)Business . AACSB

Model GenerationHoboken, Wiley. ACCREDITED
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Hva er forretningsmodellinnovasjon?

The Business Model Canvas Designed for

« Mange definisjoner i litteraturen —
Fortsatt debatt

(&2 | Key Activities

ML o .
=37 CusmmerRelauonshpr Customer Segments E%

» Foss and Saebi (2016) “define a
BMI as designed, novel, and
nontrivial changes to the key
el ements of a firmos Bl

Key Resources § Channels Qg

the architecture linking these
el ement s. 0O ~
— e A @O0 O
'NESPRESS
I - Kilde Foss, N. J., &ebj T. (2017). Fifteen years of research on business model
@'ﬁ U |A H a n d eIS h st ko | e n L:zﬁ\;ztéﬂ;:f&fgr, hz%\(/;ezgv?e come, and where should we do@rnal of . ' é&%ﬁg



http://en.wikipedia.org/wiki/File:Nespresso.png
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Eksempler

* Freemium

 Tilby standard produkt/tjeneste gratis, ta
betalt for premium produkt/tjeneste

* Razor and blade
« Rimelig produkt, men dyrt & bruke

 Bricks and clicks
 online og offline tilstedeveerelse
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Eksempler

Servitization (tjenestefisering)

« Overgangen fra en produkt-
orientert til en mer tjenesteorientert
forretningsmodell

 Fra a selge produkter til a selge
produkt-tjenestesystemer - Product
Service Systems (PSS)
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WE MAKE
PRODUCTS

@ AN

ADDING VALUE TOTAL SHIFT

SEVITIZATION

VROLLS ~ROYCE i
NI |E=im

POWER
. by the

WE DELIVER
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8 typer tjenesteorienterte forretningsmodeller for vareproduserende
virksomheter

/ / | BM 4a
BM 3a PRODUCT LEASING
PRODUCTLEASING | anp inTEGRATED
AND ADD-ON I SERVICES
(=Y B- o SERVICES
PR | BM4b
< g 5M 3b PRODUCT LEASING
o '8 = B 3 PRODUCT LEASING I AND SMART
_5 = oY AND SMART ADD-ON INTEGRATED
E ‘6 ~+°_’ SERVICES I SERVICES
c C C 2 — — — — — — — — — L
o) 3 © r
= o s o BM 1a BM 2a
© = % - PRODUCT SALES AND l PRODUCT SALES AND
Q ﬁ o E ADD-ON SERVICES I INTEGRATED
e
S g S SERVICES
SH 5
dJ =23 BM 1b
= (SR PRODUCT SALES BM 2b
‘_v a -8 & AND SMART ADD-ON I PRODUCT SALES AND
> £ = $° & SERVICES SMART INTEGRATED
G & L& SERVICES
%) RS
c 9 é\
S © < I
& £ &\ 9
£ .@ Product Results-
) _\& OQ * orientation orientation
Product  Performance & Q\ o
. . 9 A *\4 Fig. 2 New typology with eight PSS BM categories
oriented oriented Q
Value capture
. . Kilder:
Fig. 1. A new product—service system BM taxonomy. -Aas, T. H., Breunig, K. J., Hellstrom, M. M., & Hydle, K. M. (2020).-Servics
oriented business models in manufacturing in the digital era: Toward a ne
taxonomy. International Journal of Innovation Management, 24(08), 2040002
I = = - Aas, T. H., Breunig, K. J., Hellstrom, M. M., & Hydle, K. M. (2021). Produgt
Q I I U IA H a n e S @ys 0 e n Service Systems in the Digital BraconstructingServitisatiorBusinessModel AACSB
TypologiesIn: ThePalgraveHandbookof servitization ACCREDITED
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G MICHELIN

Eksempler

EFFITIRES

1 Peace of mind tyre management

| BM 4a
BM 3a PRODUCT LEASING
PRODUCT LEASING | AND INTEGRATED
AND ADD-ON | SERVICES
a2, SERVICES
832 | oM
v s g BM 3b PRODUCT LEASING
S8 3 PRODUCT LEASING || AND SMART
QY AND SMART ADD-ON INTEGRATED
SERVICES | SERVICES
. BM 1a BM 2a
o= PRODUCT SALES AND RODUCT SALES AND
{5 E E ADD-ON SERVICES I INTEGRATED
U g O
S "E“ 9 BM 1b
Qs * PRODUCT SALES BM 2
* AND SMARTADD-ON | PRODUCT SALESSND
SERVICES SMART INTEGRATE
| SERVICES
|
Product Results-
orientation orientation

Fig. 2 New typology with eight PSS BM categories
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Hvorfor gjennomfgare
forretningsmodell-
Innovasjon?
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Forretningsmodellinnovasjon generelt

Figure 2

Research Model for Future Business Model Innovation (BMI) Research

Antecedents
External (e.g. change in
competition, technologies,
network position, stakeholder

demands)
Internal (¢.g. dynamic

capabilities, change in
strategy)

UiA Handelshayskolen

Outcomes:
+  Financial
performance

+  Innovativeness
+  (Cost reduction

Moderators
Macro-level (e.g., competition law, regulations, informal
social institutions)
Firm-level (c.g. organizational values, design, culture, top
management team, leadership characteristics, power
distribution)
Micro-level (e.g. managerial cognition, loss-aversion,
open mindedness, adversity to change)

Kilde Foss, N. J., &ebj T. (2017). Fifteen years of research on business mog
innovation: how far have we come, and where should we do@rnal of

lel .

Management43(1), 200227.
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Tjenestefisering spesielt

» Sett fra leverandgrsiden

o Sett fra kundesiden

« Argumenter for tjenestefisering * Argumenter for tjenestefisering

» ke inntekter
» ke marginer

« Gir et insentiv for at leverandgren
skal utnytte teknologi og levere.
tienestene sa effektivt som mulig.

« Oppna mer stabile inntekter edre ytelser.

« @ke konkurransefortrinnet  Forutsigbare kostnader

» Selge mer produkter * Reduserte kostnader

* Argumenter mot tjenestefisering « Argumenter mot tjenestefisering

* Oktrisiko « Vanskelig & male ytelse. Kompliserte
kontrakter som trenger mye
oppfalging. Kan fare til gkte
transaksjonskostnader.

' Lamk . En | everandg
makt. Redusert konkurranse.
Monopolsituasjon.
- Kilde Bai , T.S., Lightfoot, H.W., Benedettini O. and Kay J.M. (2008grVitizationof f ing A
UIA HandGISthS k0|en relvi:w E;rlliiirature a;% :e?‘lc()atction on fﬁ?uereecttr:glllen;gsumagl of Mesnufac}ilrjrin:a'lt'lggﬁnmgg; a;trl:gggmm . ' AACSB
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Hvordan gjennomfare
forretningsmodell-
Innovasjon?
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Forretningsmodellinnovasjon generelt

» Forretningsmodellinnovasjon krever ofte organisatorisk
endring I mange dimensjoner

* Virksomhetsprosesser

« Organisatoriske kapabiliteter
« Endring av lederskap
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BUSINESS MODEL
INNOVATION

the organizational dimension

EDITED BY

NICOLAI J FOSS & TINA SAEBI
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Tjenestefisering spesielt

 Fra transaksjons- til relasjonsorientert

Endre tankesett

« Tjenestekultur

og kultur

Ny forstaelse av hva kundeverdi og ytelse er

 Langsiktige kundéeverandgar kontrakter
« Handtere langsiktig risiko
« Lannsomhet i langsiktige relasjoner

Endre
tidshorisont

* Nye kapablliteter og prosesser for tjenesteleveranse
 Fra produkt til tienesteutviklingskapabiliteter
Ny kunnskap

Endre
organisasjon M
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External context factors about the market environment that affect progression

Customer Pull

| initiate the |

\ joumcy/

£

Organisational Readiness

v !—x it i s ey
Consent to \ / ‘\

Consent for 3 Consent for \ Consent for

'.\Engagement ! Expansion/‘ @wﬁon

SuIuonISOJ YI0M)IN IN[EA

Organisational Commitment
Common internal factors that act across all stages

UOISSDLF0.4d 193[JD IDY] 24NIINLS YLOMISU INIDA JNOGD SL0IIDf IXIJUOD [DULIIXTT

Internal context factors about the organisation that affect Exploration and Engagement Stages

Technology Push

External context factors about digital technologies that affect progression
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Fig. 3. The servitization progression model.

Kilde Baines, TBigdelj A. Z., Sousa, R., & Schroeder, A. (2020). Framing the
servitizationtransformation process: A model to understand and facilitate the
servitizationjourney.International Journal of Production Economics
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Men organisatorisk endring hos en aktoar er ikke nok...

« Dersom en aktar endrer sin forretningsmodell pavirkes

de andre aktgrene | gkosystemet -
- De andre aktgrene méa ogsa veere villig til & endre sine \; S
forretningsmodeller (S &
Customer o’ \r_mm Prowder A /‘ w -
&E!N W b
. S& et sentralt spgrsmal blir hvordan vi kan f& andre = -\
aktarer i gkosystemet interessert i & endre sine s
forretningsmodeller
« Dette holder vi pa med en studie pa na...
1 UiA Handelshoyskolen R N AacsB



