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Abstract 

Background: In today's digitalized and globalized business environment, entrepreneurs are constantly 

challenged to carefully plan its start-ups products, services or business model. Any failure in one of those 

components may result in a less competitive company, which could lead to failure as consequence. Business model 

is often seen as a central and important part of a start-up. Over time, entrepreneurs look for new ways of improving 

its current business model or new ways doing business always aiming economic growth. Business Model 

Innovation is a technique that supports companies, business managers and entrepreneurs to look for business 

opportunities (or business models) that would somehow be related to the company. 

 
Purpose: The main purpose of this master thesis is to expose the challenges that start-ups face in terms of business 

model and then to understand how the companies studied overcame those challenges by making use of business 

model innovation (BMI). We also look to understand what kind of impact business model innovation generated in 

the start-up, in terms of economic growth. 

 

Method: Primary data and secondary data were collected through qualitative semi-structured interviews involving 

multiple case study of five technology start-ups in Sweden. Once all data were collected and stored, we made use 

of open and axial coding techniques in order to perform data analysis to possibly generate a theory and the answer 

to the research questions. 

 

Conclusion: All start-ups are aware about the importance and positive benefits that business model innovation 

could bring. When it comes to challenges, there are two main problems, where the first one is related about the 

difficulty to abstract different business model and then incorporate into the company’s context while the second 

one is once they manage to overcome the first challenge, they still needs to find a way to make sure it would be 

profitable. Another finding is that older start-ups tends to be more aware about the positive and negative impacts 

that business model innovation could bring, and each company has its own method to validate a business model 

innovation. We analyzed each case, identified some patterns and develop a model that helps start-ups to validate 

potential business models to be incorporated in the company. 
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1 Introduction 

_____________________________________________________________________________________ 
The purpose of this part is to introduce the reader about topics that will be covered in the chapter. This is 

presented at the start of each chapter and is adopted to reflect the content of the chapter. At this chapter we 

will introduce the reader the topic of our research, giving an overview of the general field as well as the 

problem identified in the literature together with the research questions and purpose of our study.  

______________________________________________________________________ 
 

As digitalization is becoming increasingly important, technology-based companies are looking for a variety 

of ways to survive, to catch up with the market trends and to achieve financial growth. Over the past years, 

start-ups are constantly playing an important role in most developed economies. These small companies 

with highly innovative and scalable business model, have a potential do develop themselves and reach what 

we call as unicorn start-ups, companies which are valued over 1 billion US Dollars. Given the potential 

impact that these small firms can contribute to local economy, most countries developed around the world, 

especially in the USA and in the European continent are looking for ways to support the development of 

these companies. In Sweden, the start-up scenario is notably among Europe’s most successful ecosystems, 

generating most of unicorn tech companies in the European continent second only to the United Kingdom 

(McKenna, 2017).   

 

In addition to start-ups, the entrepreneurs who are behind those ventures, are often challenged by problems 

which they have to sort it in order to keep his or her company growing financially. Some major difficulties 

that entrepreneurs face when they execute their business are related to  the  urgent  need  for  adaptability  

to a  fast  changing  environment,  the  lack  of guidelines for the implementation of changes, the lack of 

knowledge and processes for  the  adaption  or  the  transformation  of  their  business  model,  and  the  

lack  of resources to keep up with the state-of-the art in business model innovation. (Smith et al., 2016 (as 

cited in Schneider, 2011), p.578). Not uncommon, entrepreneurs also face problems related to Business 

Model (BM) over time and as consequence they often look for ways to improving or replacing its current 

business model through a process called Business Model Innovation (BMI). This process has gained more 

relevance in the literature and between corporations over the past years due to its importance on supporting 

companies to find new ways of making business by sometimes abstracting business model which initially 

would not even be related to the same area as the company is. 

 

Just like big corporations or SME’s, start-ups also need at some point, to perform changes or improvement 

in the business model in order to foster economic growth. The concept of BMI applied to start-ups can be 

beneficial and help these companies to be financially sustainable or independent. 

 

In this thesis we are going to study the challenges that start-ups in Sweden face regarding its business model 

and how business model innovation helped those start-ups to overcome these problems and reach higher 
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financial growth. Over the following chapters we are going to discuss research questions, the methodology 

employed to conduct this study, passing through the frame of reference where we discuss key terms and 

topics related to our thesis and ending in the empirical analysis, findings and conclusion of our research. 
 

1.1 Problem  

_____________________________________________________________________________________ 

In this section we have included the problems in the study. We evaluate this issue according to the 

possibilities in the literature and we emphasize why it is an important study. 

______________________________________________________________________ 

 
While there are many studies over the past decades about business models and over the past years about 

innovations in the business model or business model innovation, there is still a lack of cumulative theorizing 

and an opportunistic borrowing of more or less related ideas from neighbouring fields in the place of 

cumulative theory (Foss& Saebi, 2017).  

Before we approach the problem, some concepts about our research in the fields of business model, business 

model innovation, start-ups and the context surrounding these areas needs to be firstly understood.  

Business model and business model innovation constructs are fundamentally about the architecture of the 

firm's value creation, delivery and capture mechanisms; theoretically the key aspect of Business Model is 

complementarity between activities underlying these mechanisms; Business model innovation means novel 

changes of such complementary relations; and this understanding not only unifies diverse contributions to 

the literature but is also productive of new insight. (Foss& Saebi, 2017 (as cited in Teece, 2010), p.1) 

 

The importance that business model innovation has in companies is frequently found in the literature. Some 

example of how business model innovation can also help companies stay ahead in the product innovation 

game, where as an CEO from a study explained, “you’re always one innovation away from getting wiped 

out by a new competing innovation that eliminates the need for your product”.  (Amit & Zott, 2010, p.3) 

Edison et al. (2013) mention that “in today’s highly competitive business environments with shortened 

product and technology life cycle, it is critical for software industry to continuously innovate”. Business 

model innovation are also beneficial to companies as mentioned at: 

 

One CEO explained why his company’s focus on business model innovation had grown: In the 

operations area, much of the innovations and cost savings that could be achieved have already been 

achieved. Our greatest focus is on business model innovation, which is where the greatest benefits lie. It’s 

not enough to make a difference on product quality or delivery readiness or production scale. It’s important 

to innovate in areas where our competition does not act. (Amit & Zott, 2012, p. 41) 

 

 Ries (2011) mentioned that “the importance that business model innovation has in companies, it is well 

documented in the literature and it also suits in the start-up scenario, companies which by definition face 
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extreme uncertainty about its future” (p.46). Although there are several studies about start-ups, ranging 

from why they fail to lean models, there are very little studies in the literature relating business model 

innovation to start-ups and most of those literature does not measure or study about the impacts that business 

model innovation has in companies such as start-ups. Given the position that start-ups have in the most 

developed economies, the extreme uncertainty that it faces and that there are studies about the positive 

impacts that business model innovation has on companies, helping it to stay competitive, we identified this 

lack of study about business model innovation in the start-up scenario as a gap in the research which needs 

to be studied.  
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1.2 Research question and purpose 

The gap in the research mentioned in previous section give us a direction about where we should conduct 

our studies. By combining that gap in the research, with the relevance that entrepreneurship and start-ups 

has in most developed economies together with of Sweden’s start-up ecosystem and as well the importance 

that Business Model Innovation currently have in the literature, the following research question and sub-

research question were elaborated: 

 

Research question:  What are the challenges for Business Model Innovation in start-ups and how can 

these companies benefit from changes in the business model aiming towards economic growth? 

Sub-research question: How can we measure the impact of Business Model Innovation on a start-

up’s economic growth? 

 

Given these research and sub-research questions, we aim to clarify those questions by performing research, 

qualitative studies, analysing its results and possibly generating a theory. We also aim that by having these 

RQ’s answered, this thesis would serve as base or supporting literature for future studies.  

 

An additional purpose to those questions and this study is also to evaluate the possibility to identify a way 

where we can relate or measure the impact generated between BMI and economic growth of the start-up’s 

studied in this thesis. If it is possible to measure the impact, we could create a metric or a model that can 

potentially open new opportunities of study. 
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2 Frame of reference 

_____________________________________________________________________________________ 

The aim of the following section is to develop the understanding of the reader on the subject matter and to 

comprehend the key pillars of this thesis. Thus, this section occurs regarding research for these subjects 

previously examined by the researcher.  This chapter is to provide the theoretical background to Business 

Model Innovation in Start-ups considers the findings resulted from the search of business model, business 

model innovation, small and medium-sized enterprises (SMEs), start-up, regarding to describe the 

differences and similarities between those as well the gaps encountered during the research. 

______________________________________________________________________ 
 

This literature research, enriches our knowledge of the master thesis subject, constitutes a preliminary stage 

in seeing the deficiencies and the emergence of new visions. The path chosen in the literature review 

presents the reader with an increasingly narrow structure which allows the reader to look at it from a wide 

perspective. Great attention has been paid not to leave any question marks on the issues to be addressed in 

the reader's mind. This is one of the reasons why our study is highly covered.  

In order to that, we separate our study into two independent areas of research, initially not related to each 

other. The areas were divided into studies related to business model and the company area. From that we 

started narrow it down our studies into these areas in order to get more knowledge, identify possible gaps 

in the research to finally, corelate both areas so we could develop our research questions.  The picture below 

gives a good overview on how we conducted our studies in order to develop our research question. 

 

 

Figure 1: From literature review to research questions 

On the business model area, we started to look for articles which could tell us a proper definition of what a 

business model is. As result, we found several articles giving as different perspectives and definitions, then 
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it was highly relevant to stablish a proper and correct definition about the term, so we could proceed with 

our studies. Once we did that, we started to deepen our studies in articles related business model innovation, 

looking for definition and some cases in the literature that could support us in order to develop more 

knowledge into the field and develop the research question. 

 

On the business field area, in similar way to what we did in the business model area, we start to look for 

articles in the literature that could help us to provide a definition of what a small to mid-sized enterprises 

are and from that, we deepen our studies into start-ups. Once we knew enough for both fields, we could 

point it out the differences and reason why start-ups would be relevant to our studies.  

 

As we got enough knowledge in both areas, we discussed the problems faced in both areas, as well the 

research gaps we identified in and how we could relate both areas and converge it into the topic of Business 

Model Innovation applied into the start-up area which would lead to our research questions. 

2.1 Business Model (BM) 

Nowadays, most companies if not all of it, regardless of its size, complexity, area of activity or what it does 

have to offer to public or private customers, needs to have its way to make profits in order to survive. And 

not only the company, but also the people involved in developing it such as business managers or 

entrepreneurs are normally aware that this mechanism is vital if they want to develop their business and 

thrive. This perception, that entrepreneurs, business managers and most people on managerial roles in a 

company have is what we can call as a business model.  

 

Although this and many other explanations on what it is or how does a business model work, the reality is 

that there are little definitions in the academic literature. Most publications emerged from the past 15 to 20 

years. By reading some relevant articles related to what is a business model, it is notable that several 

scholars could not find a proper definition. As result, several studies were developed about a specific point 

of views aiming a definition of a business model bringing as consequence, a series of studies developed 

silos (Zott et al., 2011). 

 

Baden-Fuller & Morgan (2010) defined Business Model as:  

  

“The ways in which business models function as models in various different forms and brought into the 

management field insights. Managers have tacit ‘insider’ knowledge that the academic does not have, and 

which may not be part of any business model account or description. This inside knowledge is surely the 

most unusual thing about business models as models, and what distinguishes them from the models of other 

scientific disciplines: that the subject of the model or experiment - the firm or business and its people - is a 

knowing part of the model, and of experiments with it. The experiments by these managers are on their 

own firm and involve their own behaviour. For them, and for the people in the firm, their business model is 

not just a description of how they go on, but offers a model in the ideal sense, in depicting how they want 

to be in the future, a model to strive for, an ideal outcome. The specific business model a firm adopts offers 
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a point of identification which may be essential to rally its participants, particularly if radical change in the 

model is planned” (p.164).    

 

Zott & Amit (2010) defined a business model as: 

 

“A firm’s business model as a system of interdependent activities that transcends the focal firm and spans 

its boundaries. The activity system enables the firm, in concert with its partners, to create value and also to 

appropriate a share of that value.  An activity in a focal firm’s business model can be viewed as the 

engagement of human, physical and/or capital resources of any party to the business model (the focal firm, 

end customers, vendors, etc.) to serve a specific purpose toward the fulfillment of the overall objective. An 

activity system is thus a set of interdependent organizational activities centered on a focal firm, including 

those conducted by the focal firm, its partners, vendors or customers, etc” (p.217). 

 

Just like the definitions explained above, as we started to read more articles in the literature, we faced many 

different definitions about it. And due to the variety of terms, we noted that, in order to find a suitable 

definition of what a business model is, for each relevant article we read that approaches this topic, we 

looked for its respective definitions and arranged the relevant definitions in a comparative table that we can 

see it below. 

 

Table 1: Selected Business Model definitions. Source: (Zott et. al,2011, p.1024) 

 

Author(s), Year 

 

Definition 

Papers Citing the 

Definition 
 

Teece, 2010 

“A business model articulates the logic, the data and other 
evidence that support a value proposition for the customer, 
and a viable structure of revenues and costs for the 
enterprise delivering that value” (p. 179). 

 

Gambardella & 
McGahan, 2010 

 

Timmers, 1998 

The business model is “an architecture of the product, 
service and information flows, including a description of the 
various business actors and their roles; a description of the 
potential benefits for the various business actors; a 
description of the sources of revenues” (p. 2). 

 

Hedman& Kalling, 
2003 

 

 

 

Morris et al., 2005 

A business model is a “concise representation of how an 
interrelated set of decision variables in the areas of venture 
strategy, architecture, and economics are addressed to 
create sustainable competitive advantage in defined 
markets” (p. 727). It has six fundamental components: 
Value proposition, customer, internal 
processes/competencies, external positioning, economic 
model, and personal/investor factors. 

 

 

 

Calia, Guerrini, & 
Moura,2007 

Casadesus-
Masanell &  

Ricart, 2010 

“A business model is . . . a reflection of the firm’s realized 
strategy” (p. 195). 

Hurt, 2008; Baden-
Fuller 

& Morgan, 2010 
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Zott, C. Amit, R. 

Massa, L. 2011 

 

"Despite conceptual differences among researchers in 

different silos (and within the same silo), there are some 

emerging themes: 

(…) 

(2) business models emphasize a system-level, holistic 

approach to explaining how firms “do business” 

(3) the activities of a focal firm and its partners play an 

important role in the various conceptualizations of business 

models that have been proposed; 

(4) business models seek to explain both value creation and 

value capture." 

 

The Business 

Model: Recent 

Developments and 

Future Research 

 

Keane, S.F, 
Cormican, K.T, 
Sheahan, J.N. 

2018 

“all business models have two parts: “Part one includes all 
the activities associated with making something: designing 
it, purchasing raw materials, manufacturing, and so on. Part 
two includes all the activities associated with selling 
something: finding and reaching customers, transacting a 
sale, distributing the product or delivering the service” 

 

Comparing how 
entrepreneur's and 
managers represent 
the elements of the 
business model 
canvas 

 
Morris, M. 
Schinddehutte, M. 
Jeffrey, A. 

2005 

“‘A business model is a concise representation of how an 
interrelated set of decision variables in the areas of venture 
strategy, architecture, and economics are addressed to 
create sustainable competitive advantage in defined 
markets.’’ 

The entrepreneur's 
business model: 
toward a unified 
perspective 

 
Zott et. al,2011 A business model can be understanding as one of the 

following three concepts:  

(1) e-business model archetypes, 

(2) business model as activity system 

(3) business model as cost/revenue architecture 

 

 

 

As described above in the table, the definitions of business model can be very broad and very related on 

the context the article were developed. In fact, some definitions ranges from what a business model is in 

the context of e-business to key areas of a company. 

The context of this thesis, we are looking for ways that could support to understand the relation between 

business and start-up’s and how the first would be helpful to the latter. Taking into account the research 

questions already presented and these relation between both areas, from all the definitions mentioned about, 

the one that would best fit in our context is the one that says that all business model has two parts: 
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“Part one includes all the activities associated with making something: designing it, purchasing raw 

materials, manufacturing, and so on. Part two includes all the activities associated with selling 

something: finding and reaching customers, transacting a sale, distributing the product or delivering 

the service” (2002: 88)" (Keane, S.F, Cormican, K.T, Sheahan, J.N. 2018, p.66) 

2.2 From Business Model to Business Model Innovation 

Foss, N., & Saebi, T. (2016) mentioned that “the idea that managers can purposefully innovate their BM 

was first explicitly discussed in 2003 by Mitchell and Coles”.  

The business model concept also has been addressed in the domains of innovation and technology 

management. Two complementary ideas seem to characterize the research that are the first is that companies 

commercialize innovative ideas and technologies through their business models; the second is that the 

business model represents a new subject of innovation, which complements the traditional subjects of 

process, product, and organizational innovation and involves new forms of cooperation and collaboration. 

(Zott et al., 2011, p.1032) 

 

Since then, an increasing number of studies have focused on the innovation dimension of the BM and 

examine BMI from a variety of angles Thus, while BMI is an extension of BM, it incorporates a number of 

important research questions that reach beyond the boundaries of traditional BM literature (Foss, N., & 

Saebi, T. ,2016). 

 

Table 2 (Foss, N., & Saebi, T. ,2016, p. 204)   shows the different approaches of business model between 

different years and the important points in the literature. In addition to this, the research points of the term 

Business Model Innovation as a result of its evolution are included in the literature.   
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Table 2: Articles Reviewing Business Models and Business Model Innovation  

Business models (BMs) Business model innovation (BMI) 
Use of business models 

• Organizational design 

•  Resource-based view 

•  Narrative and sense making 

•  Nature of innovation 

•  Transactive structure 

•  Opportunity facilitator 

 George and Bock (2011) 

Three streams of BMI research: 

• Prerequisites of conducting BMI 

• Process and elements of BMI 

•  Effects achieved through BMI 

Schneider and Spieth (2013) 

Three themes of BM literature 

•  E-business 

•  Business models and strategy 

• Innovation and technology management 

 Zott et al. (2011) 

Three motivations for engaging in BMI  

research: 

•  Explaining the business 

•  Running the business 

•  Developing the business Spieth et al. (2014) 

 
Three themes of BM literature 

• Business model as basis for enterprise 
classification 

• Business models and enterprise performance 

•Business model innovation 

Lambert and Davidson (2013) 

Theory assessment and research agenda: 

•  Construct clarity 

•  Congruence 

•  Contingency hypotheses 

•  Boundary conditions 

Foss, N., & Saebi, T. ,2016 
Four research focus 

•  Innovation 

•  Change and evolution 

•  Performance and controlling 

•  Design 

Wirtz et al. (2016) 
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2.3 Business Model Innovation (BMI) 

  Spieth, P. et al. (2014) mentioned that “while business models are traditionally concerned with firm‐level 

value creation and capture, business model innovation poses in addition questions about novelty in 

customer value proposition and about respective logical reframing and structural reconfigurations of firms” 

(p.237). By Spieth et al. 2014 cited that “business model innovation can be defined as ‘the discovery of a 

fundamentally different business model in an existing business” (Markides, 2006, p. 20), or as “the search 

for new business logics of the firm and new ways to create and capture value for its stakeholders” 

(Casadesus-Masanell and Zhu, 2013, p. 464).  

 

Business Model innovation, which involve designing a modified or new activity system, relies on 

recombining the resources of a firm and its partners, and does not require significant investment in R&D. 

(Amit, R. & Zott, C., 2010, p.1). Managers and entrepreneurs as well as academics should be interested in 

business model innovation for several reasons. (Amit, R., & Zott, C, 2012, p.42) 

 

With this feature, business model innovation provides a firm with the opportunity to address the 

shortcomings of its size. These reasons are listed as follows by Amit and Zott, 2012: 

• “First, it represents an often overlooked (and hence underutilized) source of future value for 
business- a way of creating new or enhanced revenues and profits at relatively low cost” (p.42). 

• “scheSecond, competitors might find it difficult to imitate and/or replicate an entire novel activity 
system; it is much easier to copy a single novel product or process innovation, innovation at the 
business model level can translate into a sustainable performance advantage “(p.42). 

• “Third, because business model innovation can be such a potentially powerful competitive tool, 
managers must ne attuned to the possibility of competitors’ efforts in this area” (p.42).  

According to our literature research, interest in Business Model Innovation is increasing in recent years and 

researchers are doing more research on this subject. Therefore, there are many different definitions. It is 

impossible to give a single definition, so a table of definitions would be quite enlightening.  

 

Table 3: Selected Definitions of Business Model Innovation. Source: (Foss & Saebi ,2016, p.210)  

Authors  Definitions 
 

Bucherer et al. (2012)  

“We define business model innovation as a 
process that deliberately changes the core 
elements of a firm and its business logic” 
(p.184).  

 

 

Aspara et al. (2013) 

“Corporate business model transformation is 
defined as “a change in the perceived logic of 
how value is created by the corporation, when it 
comes to the value-creating links among the 
corporation’s portfolio of businesses, from one 
point of time to another” (p.460). 
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Gambardella and McGahan (2010) 

“Business-model innovation occurs when a firm 
adopts a novel approach to commercializing its 
underlying assets” (p.263).  

 

Santos et al. (2009) 

“Business model innovation is a reconfiguration of 
activities in the existing business model of a firm 
that is new to the product service market in which 
the firm competes” (p.14 ). 

 

One of the most comprehensive studies on this subject was carried out by Foss & Saebi (2016).  They 

reviewed 150 publication within the BMI literature and distinguished four partly overlapping streams of 

BMI research. Four streams of research include: Conceptualizing BMI, BMI as an organizational change 

process, BMI as an outcome, consequences of BMI.  In addition, four critical gaps in the literature have 

been analyzed and a definition has been proposed for the BMI aimed at filling the gaps.  Inspired by this 

study, BMI were examined under two headings in the master thesis. In following section, Business Model 

Innovation was drawn under two headings that are the BMI effects and BMI as an outcome. Also, gabs of 

BMI have been mentioned in the other following section. 

 

2.3.1 Business Model Innovation Effects 

When literature studies are examined, it is seen that BMI generally provides positive effects to companies. 

In the context of entrepreneurial firms, Cucculelli and Bettinelli (2015) find that firms who modified their 

BMs over time and, in an innovative way, experienced a positive effect on venture performance. Zott and 

Amit (2007) found a positive relation between novelty-centered BMs and firm performance in 

entrepreneurial firms and a later study (2008), these same authors show the importance of fit between 

product market strategy and BM design for enhancing firm performance. (Foss, N., & Saebi, T. ,2016, 

p.202) 

  

Schneider and Spieth (2013) differentiate three types of effects accomplished by BMI. The first one affects 

the market or industry structures, the second one – the performance of the firm innovating, and the last one 

is focused on the change of the firm’s capabilities. (Buchtojarovas, J., &Malchev, V., 2018, p.10) 

 

2.3.2 Business Model Innovation as outcome 

In the literature exploring the BMI as an outcome, researchers look for what are the antecedents of the 

innovation process. One of the main distinctions made for the reasons to innovate the business model is 

that it is a result from internal or external to the enterprise changes. (Buchtojarovas, J., & Malchev, V., 

2018, p.10)   

Buchtojarovas, J., & Malchev, V. (as cited in Bucherer et al. 2012) that “for example distinguish four main 

reasons to start innovating, namely Internal Opportunities, Internal threats, External Opportunities and 

External Threats “. Foss, N. &Saebi, T. (2016) often addresses the emergence of new BMs in an industry, 

such as electric mobility. 
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2.3.3 Business Model Innovation in practice 

It is explained with an example in order to better understand the change that BMI creates in a company. In 

giving this example, a software and an electronic company were used as a basis for the master thesis to 

shed light on our subject.  This example is given by Amit, Raphael. & Zott, Christoph. 2010):   They took 

the base of Apple to sample the Business Model Innovation concept and evaluated their situation. When 

Apple's products and systems are examined over the years, they usually produce hardware systems made 

up of personal computer. In addition to this innovation hardware process, Apple has been active in various 

fields. 

    “By creating the iPod and the associated music download business iTunes, however, Apple was the first 

electronic company to include music distribution as an activity linking it to the development of the iPod 

hardware and software. Apple thereby pushed many sub activities of legal music downloads to its 

customers, thus avoiding or reducing additional costs for the firm, while offering a new service. Rather 

than growing by simply bringing a new hardware product to the market, Apple radically transformed its 

business model to include an ongoing relationship with its hardware customers (similar to “razor and 

blade” model of companies such as Gillette). In this way, Apple expanded the locus of its innovation from 

the product space to the business model” (p.4). 

 

 

Figures 1 and 2 show the changes in income and profit, respectively, after the introduction of the iTunes / 

iPod business model in Apple Inc. and the stock prices after introduction of the new business model.   

    

 

 

 

 

Figure 2: Revenues and Net Income of Apple (Before & After Business Model Change) - (Amit, Raphael. 

& Zott, Christoph. 2010, p.4) 
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Figure 3: Stock price changes before and after business model change.. Source: (Amit, Raphael. & Zott, 

Christoph. 2010, p.5) 

Business model of a company is  an analytical unit to systematically identify the starting point for 

innovation, which means that companies can change parts of their business model and thus create an 

advantage over their competitors A business model innovation is the conscious change of an existing 

business model or the creation of a new business model that better satisfies the needs of the customer than 

existing business models. (Emprechtinger F., 2018) 

  

Over the years, different models have been introduced by different researchers for business model 

innovation. This section will help to understand the existing approaches and will be an example for the 

models that can be used for start-ups. Steinhöfel et al. (2016) mentioned that” many studies concentrate on 

organizational challenges and list possible resources, capacity limitations and success factors, but do not 

provide a (generic) process model, which supports BMI in practice”(p.770). By Steinhöfel et al. (2016), a 

study conducted on three existing models. These models are: 

• Osterwalder and Pigneur (2010) – the business model canvas 
• Wirtz (2013) – Integrated business model 
• Gassmann et al. (2013) – The business model navigator 

 

Steinhöfel et al. (2016) mentioned that “the main aim of their contribution is to investigate a selection of 

current BMI approaches to identify existing research to thereby provide a potential basis for the development 

of a comprehensive approach to be applied in practice” (p.770). 

 

Existing BMI approaches are important for this master's thesis. Because during the data collection, business 

model approaches followed by companies will be examined. It has also been examined whether companies 

follow the existing BMI approaches or not. A brief description of all of these approaches is given in the next 

sections. The differences between the existing approaches and the BMI are also mentioned in sections. There 
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is a clear emphasis within differences on the first approach between the Business Model Canvas and the BMI. 

Besides, if a company does not want to follow the existing BMI approaches and wants to develop a new 

approach according to its own company, the study is given about how to proceed. 

2.4 The Business Model Canvas (BMC) 

According to Osterwalder and Pigneur (2010), a “BM describes the rationale of how an organisation 

creates, delivers, and captures value” and BMI “[…] is not about looking back, because the past indicates 

little about what is possible in terms of future BMs”. BMI is not about looking to competitors since BMI  

is not about copying or benchmarking, but about creating new mechanisms to create value and derive 

revenues. Rather, BMI is about challenging orthodoxies to design original models that meet unsatisfied, 

new, or hidden customer needs. (Steinhöfel et al., 2016, p.771) 

 

 

Figure 4: The BM canvas (according to Osterwalder and Pigneur 2010) (Source: Steinhöfel et al., 2016, 

p.771) 

The BM canvas is made up of nine building blocks which cover the four main areas of a business (see 

Figure 4).  The buildings blocks are customer segments an organisation serves, value propositions by which 

an organisation  solves  its  customers’  problems  and  satisfies  needs,  communication,  distribution  and  

sales  channels  an organisation  uses  to  deliver  value  propositions  to  its  customers,  customer  

relationships  an  organisation establishes and maintains with each of its customer segments, revenue 

streams an organisation creates through successfully providing value propositions to its customers, key 

resources an organisation uses to offer and deliver the before mentioned elements, key activities the 

organisation performs to provide these elements, key partners and finally cost structure which results from 

the different elements. (Steinhöfel et al., 2016, p.771). 

2.5 The Integrated Business Model 

According to Wirtz (2013), a BM represents a significantly simplified and aggregated illustration of a 

company’s relevant activities and explains how marketable information, products and/or services are 

created through a value creation component. Besides the architecture of value creation, a strategic 

component as well as customer and market component are considered to achieve the overarching objective 
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of generating or protecting competitive advantage. Building upon this understanding, Wirtz defines BMI 

as the design process for creating an as new as possible BM which is accompanied by an adaptation of the 

value proposition and/or the value constellation and aims at the creation or protection of sustainable 

competitive advantage. (Steinhöfel et al., 2016, p.773) 

 

Figure 5: Partial models of the integrated business Model (Wirtz, 2013), Source: (Steinhöfel et al., 2016, 

p.773) 

 

According to the author the composition of a BM is significantly depending on the structure of its single 

“partial models” and thus he distinguishes between strategic partial models, partial models relating to 

customers and the market as well as partial models relating to value creation (see Figure 5).  This creates 

an interdependent network of structural elements.  Therefore, according to Wirtz (2013) the single elements 

as well as the respective components cannot be considered separately, but their causes and effects have to 

be applied to the entire spectrum of partial models. (Steinhöfel et al., 2016, p.773) 

2.6 The Business Model Navigator 

According to Gassmann, Frankenberger and Csik’s (2013) a BM is defined via who the customers are, what 

is offered and how a value proposition, as well as revenue, is created .BMI occurs when at least two of 

these four so-called dimensions are changed .Their concept consisting of the customer (segment), value 

proposition, value chain and revenue model is illustrated in what they call a “magic triangle” (see Figure 

6) since the optimization of one of the corner points automatically requests an adoption of the other two. 

The four questions provided in the figure below and the detailing of the four dimensions make a BM 

comprehensible and build the basis for innovating it. (Steinhöfel et al., 2016, p.775) 
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Figure 6: The magic triangle and the four dimension of a BM (Gassmann, Frankenberger and Csik, 

2013, p.2) 

By answering the four associated questions and explicating (1) the target customer, (2) the value proposition 

towards the customer, (3) the value chain behind the creation of this value, and (4) the revenue model that 

captures the value, the business model of a company becomes tangible and a common ground for its re-

thinking is achieved.  A central virtue of the business model is that it allows for a holistic picture of the 

business by combining factors located inside and outside the firm (Teece 2010; Zott et al. 2011). For this 

reason, it is often referred to as a boundary-spanning concept that explains how the focal firm is embedded 

in, and interacts with, its surrounding ecosystem (Shafer et al. 2005; Zott and Amit 2008). (Gassmann et al. 

2013, p.2). 

 

Gassmann et. al. (2013) mentioned that “the St. Gallen Business Model Navigator transforms the main 

concept – creating business model ideas by utilizing the power of recombination – into a ready-to-use 

methodology, which has proven its usefulness in countless workshops and other formats “(p.6). Three steps 

pave the road to a new business model: 

• Initiation: Steinhöfel et al. (2016) emphasized that “the foundation of BMI is established by 
describing the current BM according to the four dimensions mentioned above to identify 
weaknesses and inconsistencies and to thereby provide stimuli for changing the BM “(p.775). 

• Ideation: Gassmann et al. (2013) emphasized that “re-combining existing concepts is a 
powerful tool to break out of the box and generate ideas for new business models “(p.6).  
Integration: (Steinfeld et al. (2016) emphasized that “ideas are transferred into new, coherent 
BMs considering internal requirements of an organization and the external environment. BMs 
are described in detail regarding the four dimensions and coordinated among each other to 
achieve internal consistency “(p.776). 

Gassmann et. al. (2013) emphasized the necessity of this point that” in order to achieve successful business 

model innovations within a company it is important to not only acknowledge the importance of business 

model innovation, but to implement an effective business model innovation process within the firm “(p.7). 

After the designing of the new BM, the implementation phase is carried out.  
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For a smooth implementation, it is suggested to minimize risk by testing the BMs at small scale Therefore, 

prototypes are elaborated either in the form of a detailed presentation, a business plan or a pilot project in 

a small market. (Steinhöfel et al., 2016, p.776) 

 

2.7 Small to Mid-sized Enterprises (SME’s) 

Essentially, the abbreviation of SME means Small and Medium Sized Enterprises. However, there is a need 

for more comprehensive definition for better analysis. The purpose of this section is to define what an SMEs 

is in order to obtain a common definition, so we could point not only the differences but also the similarities 

between an SME and a start-up.  

 

The definition can change according to the country, industry, the size of the enterprise such as number of 

employees, annual sales, assets or any combination. Therefore, we focused our studies into definitions that 

were more similar such as the ones found in, Canada, United States of America, European Union (EU) and 

China. What differs each definition that we found about it is the difference in the amount of employee and 

turnover. However, the focus of this master's thesis is about Swedish companies, which are in the European 

Union (EU) area. Then we considered the definition given by the European Commission, Enterprises, what 

qualify a company as micro, small or medium-sized enterprises are if they fulfil maximum ceilings for staff 

headcount and either a turnover ceiling or a balance sheet ceiling (see table 1.) (European Commission, 

2009). 

 

Figure 7: Main determining factors in SME. European Comission, 2009 

Based on table of the determining factor in SME, if the number of employees in the enterprise is less than 

250, the turnover is less than € 50 million or balance sheet total is less than € 43 million, it is considered to 

be medium-sized enterprise by the European community. If the number of employees in the enterprise is 

less than 50, the turnover is less than €10 million or balance sheet total is less than € 10, it is considered to 

be small enterprise. If the number of employees in the enterprise is less than 10 and the turnover is less than 

to €2 million or balance sheet total is less than € 2, it is considered to be micro enterprise by the European 

community. 
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2.8 Start-ups 

Start-ups are becoming increasingly important over the past years. In most developed and developing 

economies, start-ups are a key factor for countries that foster economic and innovation activities. Also, 

these companies are playing a major role when it comes to create more opportunities for employment, 

providing around 50% of all new jobs (Kollmann, Hensellek, & Kensbock, 2016).  

Like SMEs or Business Model, there are several definitions in the literature that can describe what is a 

startup. Some of these definitions are related to a specific context, some others try to define by having 

requirements to be met. In order to proceed with our study, we need to look for a definition that suits not 

only our needs but also characterizes in the most accurate way what is a start-up.  

A general definition would be that a start-up is owned by individual founders or entrepreneurs that normally 

have a purpose to investigate an iterative and scalable business model. According to Robehmed, N. (2013), 

founders design start-ups to effectively develop and validate a scalable business model. This definition 

although good in informing us how a start-up works, is not proper. A company does not necessarily need 

to have a scalable business model. It also does not mention about risk or uncertainty. Ries (2011) made an 

excellent definition about what a startup is:  

 

“A startup is a human institution designed to create a new product or service under conditions of 

extreme uncertainty.” (Ries, 2011, p.46) 

 

Unlike the definition of SMEs mentioned in the above section where it needs to have some data such as 

headcount, turnover or balance sheet or the definition of start-up given by Robehmed, this definition is 

quite simple, but at same time it explains what is essential to understand the concept. By taking this 

definition only, we could differentiate start-ups from small businesses that do not deal with extreme 

uncertainty but could fall into the same category if we adopted some other definition. such as bakeries, 

printing companies, small franchises, etc. Also, about this definition, Ries also stated that: 

“It says nothing about size of the company, the industry, or the sector of the economy. Anyone who is 

creating a new product or business under conditions of extreme uncertainty is an entrepreneur” (Ries, 2011, 

p.46) 

 

2.8.1 Challenges faced by start-ups 

In start-up life, it is normal to face lots of challenges through the development of the company. Some of 

these problems may occur when founders are leading the start-up through the process of generating an idea, 

searching for a viable business model, gaining customer traction, building a strong team, and creating a 

successful company (Freeman, D., & Siegfried, R. ,2015). These authors defined that three of the most 

important challenges are:  

• Developing a vision 
• Achieving optimal persistence 
• Executing through chaos. 



 

 

 

 

20 

 

There are also other studies that point another significant challenge encountered by start-up and early stage 

business.  Butler, D. (2014) stated that most of these challenges fall into five main categories: 

• The high cost of capital investment 
• Problems of accessing for start-up and subsequent development 
• The strength and attitudes of competition within the market 
• The staff and management skills and expertise required to operate the business efficiently to 

access networks and business support services. 
• The need to ensure ongoing compliance with regulatory requirements.  

 

A study performed by Bajwa, Wang, Nguyen, et al. identified that some start-ups face barriers that needed 

to be overcome when being developed by its entrepreneurs. They propose that when this happens, 

entrepreneurs should do what they called as pivot. According to the authors the definition of pivot is:  

"we define a pivot as a strategic decision which leads to the significant change to one or more, but not all, 

elements of a start-up: product, entrepreneurial team, business model or engine of growth." (Bajwa, S.S., 

Wang, X., Nguyen Duc, A. et al, 2017) 

 

Note that not only in this case, but all the others mentioned above in this section the term business model 

is often cited. There is an awareness about the business model as a challenge faced by entrepreneurs when 

developing their start-ups. These entrepreneurs are highly motivated and independent people and in order 

to grow, they will not hesitate to test their business models, investing capitals and look to convert more 

customers to their potential market (Giartino C., Wang X. Abrahamsson P., 2014). 

This goes in the same direction of what our study aims, which is to make use of the concept of business 

model innovation in start-ups in order to help them to improve their businesses and keep up with market 

trends. 

 

2.9 Differences between SME's and Start-ups in Business Model 

There are many definitions of innovation in Figure 1. These definitions of innovation depend on the location 

of the market. Innovation refers to (Johnson, D.,2001): 

• “Any change in the market to which a product or service is applied away from the originally 
identified market, e.g. medical drugs developed for one population becoming a successful 
intervention for another population. 

• Any change in the product or service range an organization takes to market- this is the most clearly 
understood from of innovation and involves the creation of new product and services usually via 
R&D department. 

• There is also a special category of innovation that focuses upon an organization’s development of 
its core business model away from its current or previous business model” (p.139). 
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In order to better emphasize the difference between SMEs and Startups, the focus is on recognition that 

innovation is evaluated in terms of R & D or (highly) innovative technologies. In the literature study, it is 

concluded that this is the biggest difference between SMEs and Startups. 

When starting the definition of Startups, it was divided into categories according to its definitions in 2.2 

title by Kollmann et.al (2016). According to these definitions, while emphasizing difference between SMEs 

and Startups, it is focused on this definition:  

• “Start-ups feature (highly) innovative technologies and/or business models” (p.15).  

 

This definition clearly differentiates start-ups from conventional businesses and small to medium-sized 

enterprises (SMEs) that do not promote innovative products/services or business models that exist primarily 

to secure the livelihood of the founders without any substantial growth perspective (e.g. a hairdressing 

business). (Kollmann et al., 2016, p.15) 

  

Figure 8: The various forms of innovation (Jonhson, D.,2001,p.139) 
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3 Methodology 

This section explains how the study was planned and conducted. It includes information about we 
performed literature research, research philosophy and approach, research design, research method, 
research strategy, data collection, data analysis and ethical considerations. 

 

 

 

 

 

 

 

 

 

 

 

 

As part of our methodology used and in order to better comprehend the relation between business model 

innovation and start-ups and also in order to have real data that would support us to answer the research 

questions, we decided to conduct a qualitative study where we made use of semi-structured interviews, 

interviewing entrepreneurs located at Sweden. As for interviews, we decided to do so because we would 

like to understand the perception that each entrepreneur has about the importance of business model and/or 

business model innovation when he or she is running the start-up. Since every perception that he or she has 

is unique, real, and true (in the way that there is not an absolute truth in this context), by conducting an 

interview with them would give us valuable information that will support us in order to answer the research 

questions. 

 

As preparation for the semi-structured interviews, we elaborated key questions that would help us to assess 

their awareness about what a business model is, the importance of a business model, their awareness that 

sometimes they might need to adapt or even change their current business model and also if they know how 

business model innovation would help them to do that. The idea is to check if at some point they 

acknowledge that they have to adapt or change their current business model in order to have better revenues 

or to become more competitive. 

Figure 9: Overview about how the study was conducted 
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3.1 Literature Research 

Google Scholar and Microsoft Academic has been used to find relevant articles, which would furthermore 

later be downloaded via the Jönkoping University digital library. We used these websites in order to support 

us to develop our research questions and also for further empirical studies with the objective to support us 

to answer those questions. For the searches (parts of) keywords added with an asterisk were used, the 

asterisk helps retrieve variations related to the keywords (Easterby-Smith, Thorpe, Jackson & Jaspersen, 

2018). The search started by key phrases related to the topic with showed to be to broad, this by searching: 

‘business’ AND ‘model’ AND ‘innovation’ and ‘BMI’ and ‘business’ AND ‘model’ AND ‘innovation’ 

AND ‘BMI’ and ‘BMI’ AND ‘startup*’ and ‘technology’ AND ‘startup’ and ‘small’ AND ‘firm*’ and 

‘small’ AND ‘and’ AND ‘mid’ AND ‘size*’ AND ‘compan*’.  After our knowledge about the topic got 

better, it was clear that we could start split our research into two parallel areas that we would narrow it 

down in order to deepen our knowledge so at the end, with proper understanding of the literature, we would 

convert those areas into our research questions. All the relevant articles that we both read related to our 

study was registered into an excel sheet together some with key information such as authors, year and 

journal of publication. 

 

 

3.2 Research Philosophy and approach 

In order to better comprehend the study performed in order to develop this thesis, we must first understand 

the meaning of research approach and research philosophy and which approaches of ontology and 

epistemology are related to this thesis. 

 

The concept of research philosophy can be described as a belief about the ways in which data about a 

phenomenon should be collected, analyzed and used (Easterby-Smith, et al., 2018). 

 

Since one of the main sources of information that we are going to use in order to answer our research 

questions will come from semi-structured interviews, performed by both authors of this thesis and within 

the objective to add more relevant information to the study, we start to understand that we are looking to 

approach the problem from several perspectives, in order to better comprehend the impact that business 

model innovation has on company growth and also to get more data that support us on that question and 

the sub-research questions as well. The way this study was performed then follows the inductive approach, 

where theory is built after data collection and analysis. (Saunders et al., 2012) 

 

From the ontological perspective, considering that we have research questions and also if we look to the 

way the study is conducted, by performing semi structured interviews, it goes against realism because the 

output of those interviews cannot be resumed to numbers or facts. But if we look from a relativism position, 

a position that has a view where phenomena depend on perspectives which we observe them, it becomes 
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clear that this position, matches well with this study. Then from an ontological perspective, our study 

follows the relativist approach. 

 

From an epistemological position, if we the interviews were conducted from a relativist position, we will 

understand that every interview has its own perspective which means that every interviewee will answer 

based on their understanding and/or experience then the authors should try to understand these different 

experiences and understandings transmitted through given answers. We can relate this behavior a 

constructionist approach where its key idea says that reality is determined by people rather than objective 

and external factors. 

 

3.3 Research Method 

Since we performed a qualitative study which our data collection will come from semi-structured interview 

as primary data and other sources, such as e-mails, balance sheet, or any document that could support our 

research, as secondary data, our research method fits into the definition of multiple methods, where the data 

will come from more than one source, than the mono method definition, where data would come from a 

single source only.  

3.4 Strategy 

In order to develop this study, we had to elaborate a strategy, bearing in mind the steps necessary to structure 

our research, and also the reasoning of why we selected a specific method or technique (e.g.: Why we chose 

semi-structured interview as qualitative method for data collection.) Some limitations as well had to be 

considered in order to set-up a strategy for this study, such as the short time available to perform a research 

and write this thesis. 

 

There are several methods that, despite a single label, can be used in quite different ways by different 

proponents. This is particularly true with case method and grounded theory. Case study looks in depth at 

one, or a small of, organizations, events or individuals, generally over time. (Easterby-Smith, et al., 2018, 

p.116) 

Case study has some advantages during data collection and analysis, which in our case BMI effects on 

economic growth used by technology start-ups. By adopting a case study method, we would also be able to 

capture complexities of real-life situations so that the BMI phenomenon can be studied in greater levels of 

depth. (Buchtojarovas, J., & Malchev, V., 2018 (as cited in Dudovskiy, 2016), p.19) 

 

 As emphasized in the previous literature research, there are many definitions of the BM and the BMI, 

according to the sectors. This situation leads to complexity.   

  

The case study consists of two parts: single case and multiple case. Single-case studies are ideal for 

revelatory cases where an observer may have access to a phenomenon that was previously inaccessible. 
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Multiple-case studies follow a replication logic. This is not to be confused with sampling logic where a 

selection is made out of a population, for inclusion in the study. (Tellis, W. M., 1997, p.8) 

Yin (2003) explains that when the researcher chooses to do a multiple case study, he is J. Gustafsson able 

to analyse the data within each situation and also across different situations, unlike when a single case study 

is chosen. According to Baxter & Jack (2008) and Stake (1995) another difference between a single case 

study and a multiple case study is that in a multiple case study the researcher studies multiple cases to 

understand the similarities and differences between the cases. (Gustafsson, J.,2017, p.3) 

 

We conducted multiple case study. In this master thesis we have worked on how BMI affects the economic 

growth on start-ups. The economic impact of BMI on each start-up is different. Therefore, we need to 

understand the differences and similarities of our data. We thought that if we have a purpose to compare 

the data we found by start-up, the multiple case study would be more appropriate for us. Our goal is in the 

definition of the multiple case as a deep understanding between differences and similarities on the effects 

of BMI. 

      

 

3.5 Time Horizon 

Looking from the time horizon perspective, our study could fit into cross sectional or longitudinal approach. 

Saunders et al. (2012) says that longitudinal study looks to study changes over a period of time, while cross 

sectional studies look to understand a particular phenom within a particular time. 

Although part of our study consists in performing semi-structured interview, which may be understood as 

collecting within a particular time, we understand that in this study, we are looking to understand how 

changes in the business model affects a start-up growth over period of time, which means since the 

conception of a specific start-up up to nowadays. Then the definition of longitudinal studies fits properly 

into this study. 

 

 

3.6 Sampling strategy & design 

 

In order to select the most appropriate samples for our study, we need to evaluate what kind of sample we 

are looking for and also the method we are going to look for those samples.  

 

For the case of sample strategy, we had to put some restrictions to range our sample within a determined 

scenario. Therefore, our sample strategy is to primarily select start-ups based in Sweden, aged between 2 

and 7 years and preferably in the technology industry. The factor age is highly relevant because if we chose 

a company which is too old, that company surely is at some level stablished in the market and does not 

have to deal with extreme uncertainty anymore, one of the factors that we use to define what is a start-up. 

On the other hand, a company which is too young, it becomes harder to perform a study about business 
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model innovation, since the company is in its early stage of development and is still developing its products 

or service and also its business. Table 4 gives an overview about our criteria selection. 

 

Table 4: Sample criteria overview 

CRITERIA    SELECTION  

FIRM TYPE Start-ups 

FIRM AGE Between 2-7 years 

GEOGRAFICAL REGION Sweden 

GROWTH Increasing or Decreasing 

INDUSTRY  Technology (software, electronic, etc.) 

 

 

The sampling methods used together with our sample strategy is a combination of non-probabilistic with 

snowball method. According to Easterby-Smith, et al. (2018) non-probabilistic sampling suits well in 

situations where it is not possible to known each population entity, while the snowball method starts with 

a contact that meets the criteria established by the researchers and then this person is asked for contacts that 

could also be eligible. In our context, this means that once we found a start-up that meets the criteria 

stablished by us in this thesis, we contacted these companies looking to perform a semi-structured interview 

and from each company we got either a positive or negative reply, we asked for references (i.e.: another 

start-ups) that we could get in touch and then repeat the same steps.  

   

3.7 Ethical considerations  

In order to perform semi-structured interviews, there are some ethical considerations to be considered 

before we start interviewing. In order to perform in the most ethical way, we need to make sure that the 

interviewee understands the purpose of the interview, as well the purpose of our study, also the duration of 

the interview and the methods used for data collection.  

 

As key principles to be followed during this study, we ensured the confidentiality of research data and 

anonymity of the people involved and as well the organizations. That means, we are not going to disclose 

any strategic information or any data about the start-up or the individuals involved in the company. Since 

the first e-mail we got in touch with the interviewee, we explained the purpose of our study and as well that 

although we are looking for specific data about the interviewee and his or her company, we guaranteed 

anonymity.  We also developed the semi-structured interview aiming to respect the dignity of the research 

participants, and at any moment, if they feel that they are not comfortable for some specific reason or 

question, they do not need to answer. If during the initial contact pre-interview, the interviewee thinks that 

it is better to have a look at some of the questions to be asked, we will collaborate and send it to them in 

advance. 
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Generally speaking, we want to make sure that the interviewee understand that we are going to study all 

information provided by them, but we will look as much as possible to keep it anonymous if the interviewee 

asked us to do so. 

 

3.8 Data collection 

We use qualitative methods to collect the required empirical data. Jamshed, S. (2014) found that “by 

adopting qualitative method, a researcher is going to fine-tune the pre-conceived notions as well as 

extrapolate the thought process, analyzing and estimating the issues from an in-depth perspective” (p.88).  

Therefore, the structure of this thesis is constructed in a qualitative way. The study is utilized primary and 

secondary data. The primary data is collected through semi-structured interviews. Jamshed, S. (2014) 

emphasized that “semi-structured interviews are those in-depth interviews where the respondents have to 

answer preset open-ended questions” (p.87). In order to better understand the perspective, problems and 

realities faced by entrepreneurs and their start-ups, we chose to perform a qualitative study by doing a semi-

structured interviews as primary data source. The idea of using semi-structured interviews is to give the 

entrepreneurs the freedom to expose their experiences and as well the problems faced, and as well solutions 

found by them over the topic of business model innovation and start-ups. Since our choice was to perform 

semi-structured interviews, we elaborated a guide on how we expect to do the interview. As part of this 

guide, several key questions related to the subject of this thesis were elaborated and then grouped into 

topics. By having those questions already prepared, we can eventually conduct the interviewee by asking 

them some of those questions, ensuring this way that we conduct the interview, collect the information 

necessary to perform our studies and also giving enough freedom to the interviewee to express him or 

herself, exposing their experiences and opinion about a specific topic, giving us an opportunity to collect 

additional information that may be purposeful. To achieve this, we have created our questions based on 

open-minded way. We are also raising our chances of winning by asking an open-ended question for more 

detailed information about the research process and how the interviewees work for the organization.  

 

Easterby-Smith et al. (2018) mentioned that” secondary data research information that already exists in the 

form of publications or other electronic media, which is collected by the researcher “(p.179). We have 

collected the secondary data for this master thesis in the light of this information. For secondary data 

collection, we aim to have access to company documents that could support us to understand the impact 

that changes in the business model has on the economic growth of a start-up. The documents we expect to 

have can vary from access to balance sheet to emails, access to spreadsheets, etc. The companies, we 

selected were asked for company documents to support the questions they answered during the interview 

and to explain the overall work of the companies. In addition, balance sheet was requested to observe how 

the Business Model's change over the years has contributed to the company's economic growth. 

Additionally, we also made use of Amadeus, Allabolag, LinkedIn and the start-up’s websites as form to 

collect secondary data, where we could retrieve more information about each start-up. 
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The interviews were conducted during the period April 17th to May 10th. Some of our interviews were 

done by phone call, some by skype and another by zoom cloud meeting. Each interview lasted 

approximately 100 -120 min (see table 2) and all of it were recorded.   

We planned to collect some relevant information such as balance sheet, however we were also preparing 

those kinds of information would not be directly available with us. In that case, discusses during interview 

but did not stored any those of information’s, following also our ethical considerations established this 

master thesis. 

 

Table 5: Overview of Conducted Interviews 

       

3.9 Key questions 

Once the way which data collection will occur is already designed, the key questions needs to be elaborated. 

The purpose of developing key questions is to conduct the interviewee during the interview by asking some 

of the question, giving a direction to the interview whenever is necessary and avoiding that way that the 

interview loses its focus. At same time, during the elaboration of key questions it is necessary to make sure 

that the questions are also following the ethical considerations, mentioned above in this chapter. 

 

Some side questions were also asked to the interviewee in order collect data about their start-ups and 

themselves. These questions were related to company age, number of employees and the position that the 

person interviewed has in the start-up. 

 

The full list of the key questions elaborated are available at the Appendix A section at the end of this thesis. 

 
 

Company 

 
Interviewee’s 

Position 

  
                                   Interview  

 
Type 

 
Data 

 
Duration 

 
ManoMotion 

 
Head of Growth 

 
Zoom 

 
April 17th 

 
100 min 

 
Mäklarkoll 

 
 

 
CEO 

 
Skype 

 
April 18th 

 
120 min 

 
Mimbly 

 
CEO 

 
         Skype 

 
April 26th 

 
120 min 

 
Knodd 

 
Vice Director 

 
      Phone Call 

 
May 1st 

 
60 min 

 
MaginePro 

 
Vice President & 
Board Member  

 
Skype 

 
May 3 

 

 
120 min 
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3.10 Data Analysis 

Before we start to make any analysis from the data collected, we need to follow certain procedures in order 

to make sure we can extract and perform an analysis correctly. The main point here is that it is necessary 

to organize and format all data in a consistent way where it is possible to easily identify and select the 

desired content for analysis. And in order to do this, there are some methods and techniques that will support 

us in order to analyse the data 

 

Reviewing back our study, we look to understand the current knowledge about start-ups and business model 

innovation and how the former influences the latter. We also look to understand that each start-up studied 

have its own context which is unique. Therefore, we understand that there may be ambiguity or different 

perceptions about the same subject which, at the end, will give us a more holistic view of what happens in 

today’s context and may help us to generate a new theory. All of that will converge into data from which 

we can perform an analysis that would take us to discover new findings. 

 

All information was stored according to the data collection section above in this thesis and then were used 

in order to perform the data analysis. 

 

Easterby-Smith, et al. (2018) mentioned that there are eight different approaches to analyse data. The 

approaches mentioned by the authors are: content analysis, grounded analysis, template analysis, visual 

analysis, discourse analysis, conversation analysis, argument analysis and narrative analysis. If we compare 

the way we planned the data analysis with each of eight approaches mentioned, the one that suits better to 

our case is the grounded analysis which its approach is inductive, aims to preserve ambiguity and illustrate 

contradiction, has holistic associations guide analysis and its content derives from an understanding of 

context and time (Easterby-Smith et al., 2018). We also followed the seven steps which, according to the 

authors are necessary to perform a grounded analysis which are: 

• Familiarization: Where we should have a look at all data collected having in mind the subject of 
our study 

• Reflection: From all data collected, we should evaluate, critique and select the most appropriate 
ones. 

• Open coding: We give a code (which is a word or short phrase that summarize a chunk of data) 
(Easterby-Smith et al., 2018) to each data selected. In addition to open code, we chose to use axial 
coding as well. The reason for this decision is that we can relate some of the codes generated and 
then have a better understanding of start-up’s context as a while. Figure 10 and 11 gives an 
overview about how we did the open and axial coding. 

• Conceptualization: At this stage, we should compare different codes aiming to identify patterns 
among it. 

• Focused-recoding: We should code and re-core large amounts of data into a limited number of 
more focused cores. 

• Linking: At this stage, we should conceptualize key categories and concepts and how it relates to 
one another and how emerging hypothesis can be integrated into a theory (Charmaz, 2014) 
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• Re-evaluation: At this stage, we should review our work and ask ourselves if there is a need to do 
some re-work or improvement to be made.  

 

Figure 10: Illustration of how open coding was applied 

 

 

Figure 11: Crosschecking all interviews and converting into a possible theory 

 

3.11 Research Quality  

We aim to build our research in such a way that the findings and results obtained are reliable and generally 
of quality.  
 
Easterby-Smith, et al. (2018) proposed that “a good qualitative study is systematic and thorough. Quality 
of qualitative research ultimately depends on how researchers approach their research “(p.268).  Qualitative 
research aims at theory-building and qualitative researchers often cannot know whether their theories can 
be transferred to setting beyond the one they have studied, they can identify factors that are likely to 
determine the transferability of certain theories, thereby giving readers room for informed speculation about 
the setting in which theories can be applied. (Easterby-Smith, et al., 2018, p. 270). 
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There are some criteria that should be followed to ensure that the quality of the research of a master thesis 
should have included these criteria. We follow Guba’s (1981) criteria for qualitative research. This master 
thesis clearly demonstrates the following criteria: 
 

Ø Transferability  
  
    Krefting, (1991) noted according to “Lincoln and Guba (1985) that transferability is more the 
responsibility of the person wanting to transfer the findings to another situation or population than that of 
the researcher of the original study” (p.216).  The work of the authors should have influenced the future 
work, guide and perhaps have the data to be easier to use. More specifically, in spite of the challenges faced 
by start-ups, the study reveals the economic growth they have with the BMI, which will serve as a model 
for such companies. The readers of our thesis apply our findings to their own contexts. Furthermore, the 
methodology and case study we have applied, the research psychology we have chosen, can be a guide for 
future academic studies. 
 

Ø Dependability  
 

      Krefting, (1991) noted that” Guba’s (1981) concept of dependability implies trackable variability, that 
is, variability that can be ascribed to identified sources” (p.216). In each interview, we used the same 
interview questions. During the interview, additional questions were asked according to the progress of the 
conversation. We have included the interview list in the data collection section. In addition, each interview 
was recorded for any inspection. However, as mentioned before, direct use of the companies' balance sheets 
was not allowed by interviewee. In addition, the same path was followed during each company data 
analysis.           

 
Ø Credibility  

 
     Krefting, (1991) noted that “credibility is supported when interviews or observations are internally 
consistent, that is, when there is a logical rationale about the same topic in the same interview or 
observation” (p.220). We believed that the quality of the data we are going to reach is directly related to 
our interviewee. In order to do this, we paid special attention to whether they are competent enough for our 
master thesis subject. What is important to us is that interviewee should be knowledgeable about decision 
making in the BM and BMI, as well as regularly reviewing its economic impact. We were prepared 
separately for each interview. Before the interview, we learned about the company and tried to present our 
thesis topic and how the company is connected and exactly what we expect.   
 

Ø Confirmability 
 
Our research process has been carried out in accordance with the research strategy we have 

determined. Gradually, our approaches were discussed in the team. The data we have reached during the 
interviews were analysed and when we present our results, these results support the purpose of our master 
thesis.  A very careful analysis and finding process was carried out in order not to include our own 
personal thoughts on the data we reached. 

 
 
       

4 Empirical Study 

At this chapter, we are going to perform an analysis on the data collected from each start-up, crosscheck all 
cases studied (section 4.2) and check if this analysis could be related to the research questions at the 
empirical findings and as well we are going to expose some side findings (section 4.3) that although not 
directly related to the purpose of our study, they are related to the field and would contribute to the literature. 
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4.1 Empirical Analysis 

At this section, we are going to perform an empirical analysis over all start-ups interviewed. To each start-

up, through the sub-sections of importance, impact, challenges and how competition affects the start-up’s 

BMI, we are going to discuss the most appropriated open codes generated for data analysis, and at the end 

we are going to review the main point and as well, discuss the axial codes.  

 

4.1.1 ManoMotion 

ManoMotion is a deep tech start-up founded in 2015 and established in Stockholm and with an additional 

office in Palo Alto, California, USA. Its main purpose is to develop a software that can perform hand 

tracking and gesture analysis by using computer vision, artificial intelligence and machine learning 

algorithms. According to the head of growth interviewed, the best description about what the company does 

is “We want to invent the next mouse”. The product that ManoMotion develops could be implemented in 

several industries such as mobile devices, video-games, car or computers, giving a huge potential about 

what this start-up has to offer. Given what the company has to offer and our criteria selection, this company 

was a good case to perform studies about the impact of business model innovation in the start-up. 

 

Once the semi-structured interview was finished and secondary data were also collected, we performed an 

analysis and the following open codes about ManoMotion were generated: 

 

 

Figure 12: ManoMotion's Open Codes 

 

4.1.1.1 Importance of BMI 

While performing the interview, the interviewee explained in a more detailed way, the product that 

ManoMotion develops and the relation between its product and the business model and how they need to 

adapt its core business model when they have to implement their product in different industries. As the 
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explanation went into details it became clear that they were not only aware about the importance of BMI to 

the start-up, but they also were constantly looking for innovations where they could incorporate into the 

business model. 

 

In a simple example of how he tries to understand different business models from companies that are in the 

market, he mentioned that he looks to understand even those business models which are not related to the 

same segment of his start-up. And this abstraction at the end would somehow, bring benefits to the 

company: 

 

“I always try to learn from others (business models). It does not matter if it is the guy selling coffee, 

the supermarket, or other person. And the learning from any of those examples somehow ends up helping 

me to improve the business model of the start-up”. 

 

In addition to his awareness about the importance of business model innovation, he also expressed that the 

company has a consistent way of looking and trying new business models. To him it is important for the 

start-up to iterate its business model over a period of time in order to find a pin-point. 

 

4.1.1.2  Impact of BMI 

More important than awareness, determining the impact that a business model has in the start-up is vital for 

ManoMotion. The main goal the start-up looks after, while identifying new business models that could be 

incorporated into the company is to aggregate a good value proposition. A product or service which the 

customer is willing to pay for and that will not limit company’s growth is seen as the perfect scenario. As 

the interviewee said: 

 

“It all comes down to the end user and actually what they want it and how much they are willing to 

pay for” 

 

In addition to that, the interviewee mentioned that a good way to validate or measure the impact that this 

new business model had in the company is by analysing the changes in the profits, losses or costs that 

happened after the implementation. It is very important for the start-up to be conscious about those data 

because those will be the factors that over time, will determine how successful the business model was.  

 

4.1.1.3 Challenges in BMI  

The interviewee told us that there were several challenges related to business model innovation faced by 

them during its development, some specific related to adapt its core business model to an industry, but what 

he mentioned as a proper and always constant challenge it is about value proposition and scalability. 

Whenever evaluating a new innovation to incorporate into their current business model, they need to bear 

in mind about the impacts on value proposition and scalability. They are aware that an innovation or 
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improvement which as not well evaluated or its implementation was not consistent, may impacts negatively 

the business model compromising the value proposition or scalability and resulting loss, less profits or 

increasing costs.  

 

4.1.1.4 How competition affect the start-up’s BMI  

When it comes to software solutions, ManoMotion is the only start-up that develops hand tracking solution. 

All other companies or start-ups only develop hardware solution leaving ManoMotion into a zone where 

the competitive advantage can easily turn into a threat if all customers decide to go towards to hardware 

solutions. In order to overcome this challenge, the start-up is constantly looking for ways to improve their 

product (hand tracking or the gesture analysis), its link to the business model and how the former can also 

be improved. Understanding the competitors’ BM in the market and also constantly looking for ways to 

adapt its current one, summarizes how ManoMotion deal with competition. 
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4.1.1.5 General analysis 

 

 

Figure 13: ManoMotion's open and axial codes 

 

Generally speaking, ManoMotion is aware about the importance of business model innovation. Therefore, 

they are constantly looking for new ways to improve or change their business model and they also do not 

care about where the original innovation or business model came from, as long as the result of those 

innovations are aligned with the value proposition and scalability of the business, mainly because they are 

aware that any changes on the business model will affect positively or negatively company’s profits, costs 

and losses. 

 

Basically the start-up is constantly looking and testing new business models, and no matter if the source of 

this BM originally came from a totally different industry, they see no problem to adapt it and incorporate 

into the company’s current BM, as long it adds some value to one of ManoMotion’s innovation drivers, 

which are value proposition, scalability and a balance between costs, losses and profits. 

 

By looking ManoMotion’s turnover performance over the years, it is notable that this “modus operandis” 

has been reflecting positively on company’s growth, by generating a turnover of over 447% within a period 

of 3 years.   

 



 

 

 

 

36 

 

Figure 14: ManoMotion's turnover over a period of time. Source: Amadeus 

 

4.1.2  Mäklarkoll  

Mäklarkoll is an independent and independent Swedish limited liability start-up. Their vision is to make 

the market for brokerage services transparent and make the sales process a safe and positive experience for 

you who will sell your home. Mäklarkoll is a service that allows you to find and compare brokers in your 

city or neighbourhood. The service is based on collected data on housing sales and presents top lists in 

various cuts. It differs from similar services by building entirely on actual data and statistics, there are no 

"premium profiles", collaborations with brokerage houses or advertisements. Their service is open, they do 

not hide any data from the user and the user decides which broker he or she wants to be contacted by. 

 

 

                                                         Figure 15: Mäklarkoll’s Open Codes  
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4.1.2.1 Importance of BMI  

Our interviewee explained key activities on the BM and the BMI, the importance for them and the reasons 

for the transition to a new BM model. Mäklarkoll have had 4 different business models from the beginning 

to this day. They tried it like the free version before and some of the types of version. They found a good 

BM in almost three years. From the beginning, first business model of what their product and service was 

free. Their revenue comes from advertisers. This is the most common model used by online businesses and 

apps to date the so-called Facebook model where it's free to be three to two to use it in a day. This model 

just lives on advertisements. But, Mäklarkoll has not as much as users on Facebook. This situation caused 

the company to need a new business model. The second BM that they tried was so called the freemium 

model where people take the upgrade in company part it was a real estate agent. Basically, people would 

start out with the free app - free model. They could post their pictures or something. But instead what it's 

like to have a picture and video or they wanted to go and then, get the highest ranks that they would they 

would pay. So, this is like split from a free model and a premium model usually within the start where we 

call this a freemium model. If Mäklarkoll don't have a somewhat large number of users such as a couple of 

hundred users a day and they want to try out the business model. Since 3- 4 months, they had second 

business model, but in 6 months, they can see that new business model gives value or not. Our interviewee 

explained that in general: Some entrepreneurs have started to use Business Model without trial Business 

Model and it is emphasized that a lot of money is lost if they are not successful. Mäklarkoll   measures 

whether the BM is successful or unsuccessful based on the number of users of the system. In their first BM, 

they had input 6.000 input -users had connection with feedback from just the switch BM. 

 

The main reason of the switching BM is financial growth. It was very clear for them, because they had not 

financial growth. Mäklarkoll is always in search of a constant innovation to reach a better BM. As it was 

expressed by our interviewee:  

 

   ” We always looking for innovation in your BM daily basis. People talk about your disrupting business 

model, big company or in a brand whatever. It is pretty cool. As a start-up founder what you have to do 

first is disrupt yourself. Don’t worry about anybody else to disrupt your BM or BMI. You have to be first 

one to disrupt yourself. That is how you going to keep innovating”. 

 

At this point, the importance of business model and business model innovation on the longevity and 

economic growth of start-ups has been reached.      

         

4.1.2.2 Impact of BMI 

Mäklarkoll has to have a lot of traction, traffic and get a lot of input for financial growth. In their first BM, 

they had over 6.000 users. The last business model they have which is their best one, have around 9.000 

users a week, which translates to something between 30.000-40.00 users a month. With the fourth business 

model, the company has moved into a structure that keep users on the platform offered by them. The change 

in the business model made a positive impact on the increase in the number of users. Based on this data, 
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the reason for changing the business model is to enable more users to use the company's platform and to 

provide more financial growth for this situation.      

4.1.2.3 Challenges faced in BMI  

Our interviewee has touched on three important terms when explaining the challenges that start-up has in 

BMI process. These terms are: 

• Building a strong team  
• Capital storage and the high cost of capital investment  
• Cultural differences 

Mäklarkoll have been on the Swedish market for three years and now they're looking at the Spain. The 

biggest challenge is hold cultural line your business model to company. This start-up sells flat. By 

interviewee opinion, when a company move in country, it’s current BM doesn’t work on new market. 

Because, background and the cultural difference is very important to understand the legislation and the 

psychology behind the real estate business there. The other challenge is recruitment process. As it was 

expressed by our interviewee:  

 

 ” Apple recruit a boss and then they fire and probably Apple is going to keep existing. They could lose 

hundreds of bosses and they will keep existing because it's a big company.  But in a startup, this is a big 

challenge to find a good employee.”  

 

Because as a startup they don’t have as much capital or money. Wrong recruitment processes cause 

economic weaknesses of start-ups. The process of changing and adapting the BM and BMI face these 

challenges.         

4.1.2.4 How competition affect the start-up’s BMI    

Competition in the market affect BMI mostly positively. Many start-up founders ask for help and for 

feedback to survive and that's how company grows. They need to do so constantly to achieve better. This 

process causes start-ups to seek more innovation in their business model. 
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4.1.2.5 General analysis  

 

Figure 16: Mäklarkoll’s Open and Axial Codes  

 

 

 

Mäklarkoll figure out everything according to financial success transitions and takes steps since their 

existing BM in their test version. They decided if a new BM model will be used definitely, after a trial 

period. They measure the impact and success or fail of a new business model, by analyzing the number of 

customers that keeps accessing its platform. When the desired number of users is reached, the intended goal 

is reached, then the impact of BM and BMI on their economic growth is proven successful. Furthermore, 

instead of changing whole business model at once, small changes in the existing business model have 

allowed Mäklarkoll to be more successful and achieve economic growth whenever they face a new 

challenge. The large changes made at once is seeing as both a huge waste of time and a great uncertainty 

for this start-up. 
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Figure 17: Mäklarkoll's turnover over a period of time. Source: Amadeus 

4.1.3 Mimbly  

Mimbly is an initiative based in Gothenburg that aims to create sustainable water solution for washing 

machine. It produces systems that change the perception of unsustainability in the use of water.  The system 

that they developed consists of the following structures: A box between the washing machine and the sewer 

where the water that usually goes into the sewer goes into the box and recipient's filter through it. The filter 

to the drop microplastics and the water goes into the box that gets cleaned by electrolysis and then when 

the washing machine needs new water it sends the water back. They save on average about 70 percent of 

the water used in a washing machine.  

 

                                                        Figure 18: Mimbly’s Open Codes 

4.1.3.1   Importance of BMI  

Mimbly product is the core of its business. Their main customer at the moment are big companies, hotels, 

industries, etc. that uses tons of water. Their business model includes two different structures that are 

upstream and downstream production. They sell the product to these big companies and then, install their 
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products to companies. They measure how much water the detergent is used with the help of sensors in 

their system and collect the data from these measurements. These data could be sold to detergent companies. 

This has created a new revenue source for the company. To sell some data to those companies is a kind of 

innovation to their business model and worked as a second revenue stream. As it was expressed by our 

interviewee:  

 

      ” Business Model Innovation is a new way to get money as well.  it's a very modern. Also, an innovative 

way to do business gather data.” 

 

From this point, we can reach the conclusion that BMI has created a new way of income for Mimbly and 

benefited economically. This is an indication of how important BMI is for a company.     

     

4.1.3.2 Impact of BMI 

From the main business model, Mimbly is developed additional two other business models. 

• The first is the big data related to the measurement of the filter (then everything recycled, energy 
saved, etc. will be sold to detergent companies, etc. 

• The second it is related to licensing parts (technology). Mimbly can license their product (filter 
box) so other companies may incorporate to their products. 

 

If we divide the company's products into two as product and license, the effect that BMI has made on the 

license product is visible. In addition to the economic effects it has provided to the company, it has allowed 

it to enter a different market such as big data. 

 

4.1.3.3 Challenges faced in BMI  

There is a lot of uncertainty about the business model, when it comes to pricing and licensing. A big 

challenge is to find out the correct price of the product, so customer would buy it.  As it was expressed by 

our interviewee:  

  

   “There isn’t still insecurity regarding the business model. For example, ı don't really know how much we 

can charge for stuff. We know how much we can charge for the product. Either way we're going to start 

selling it there.” (…) “It's very hard to estimate what the value at this point will sort of start. You will need 

to go out with the potential customers figure it out. That's all they on the business small side that's hard. 

Also, that licensing is pretty complex.” 
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4.1.3.4 How competition affect the start-up’s BMI    

According to interviewee, there are no direct competitors for Mimbly. All undirect competitors are big 

companies (such as LG, Electrolux, etc) but their way of operating is more in incremental change. 

Therefore, we could not examine competition effect on Mimbly’s BMI.  

4.1.3.5 General analysis  

  
 

                                             Figure 19: Mimbly’s Open and Axial Codes  

Mimbly defines Business Model Innovation as a modern way to innovate. They have experienced the 

positive effects of the BMI on economic growth, with the BMI generating second revenue streams. 

However, the lack of a direct competitor in their market did not allow us to analyse the impact they have 

on business models. 

      

 

4.1.4 Knodd 

Founded 2 years ago, Knodd is a start-up focused to help a modern problem that happens in the health 

industry. Nowadays, most parents often go to internet and look for websites as a first source of information, 

when their children are feeling unwell or sick. Taking them directly to a doctor has become an alternative 

and a second source of information. Knodd is an app designed to serve as a source of medical information 

where parents can rely on whenever they feel necessary to look up for information about their kids’ 

symptoms. In order to perform the interview, we talked with one of the co-founders of this start-up where 

he explained us more about the start-up, its business model and challenges faced regarding the BM and 

market. 
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The axial codes generated from our data analysis are displayed in the image below. Those axial codes were 

generated only from codes that would have some relation with. For the full list of open codes generated, 

please see the appendix section. 

 

 

Figure 20: Knodd's Open code 

 

4.1.4.1 Importance of BMI 

The interviewee is aware about the role of the business model as a major actor in his start-up and the impact 

it can cause. He also recognizes that external factors such as competitors or changes in the current regulation 

are often a reason that drives the start-up to look for new ways of making business. 

 

4.1.4.2 Impact of BMI 

They mainly use BMC to validate a BMI and in a similar way to other start-ups, they are keen about the 

impact that implementing a new business model or adapting/improving a current one would bring either a 

positive or negative consequence to income or costs. However, unlike other start-ups, and especially the 

older ones, Knodd does not make use of any trial period in order to check how well this new innovation in 

the business model would perform. Then all impact that a BMI would bring into the company is theorized 

and estimated only.  

 

4.1.4.3 How competition affect the start-up’s BMI 

Awareness of competitors is a strong point of Knodd. The start-up does not only know about who its 

competitors are, but they also know about its business model and when they are switching to something 

new. This awareness about the exact shift of competitor’s BM, gives Knodd the opportunity to analyse, 
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adapt and incorporate, whenever is necessary a business model from a key actor in the market. But not 

always the initiative to change make use of BMI starts from Knodd. Sometimes competition ends up 

developing a more powerful business model that forces Knodd to adapt its own BM in order to start 

competitive. 

 

4.1.4.4 General analysis  

 

 

Figure 21: Knodd's Open and Axial code 

Knodd it is a young start-up which is in its early market days. Compared to other start-up’s studied in this 

thesis, they share some of the same behaviours, such as the awareness of BMI and have a good theoretical 

idea on how to validate a business model (which is through BMC). From the data collected, they do not 

seem to be aware about methods on how to validate or measure a new business model in rea scenarios. In 

addition to that, they only feel the need to adapt or change its business model through external factors such 

as competitors who already performed this transition.   

4.1.5 MaginePro  

With its main purpose to offer linear TV and video-on-demand streaming services, MaginePro is a start-up 

located in Stockholm and founded in 2012 and since then faced several challenges, from which some of it 

were related to the business model. While interviewing MaginePro’s general manager, Matthew Wilkinson, 

he precisely explained what problems were faced by the company in terms of business model over time and 

what was necessary to overcome these challenges. Initially, in the words or Wilkinson, the start-up was 

known as “The Spotify of TV’s”, thing that the company itself realized its business model was not close to 

be Spotify-like. 
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At the end of the interview, after we collected all primary and secondary data, the open and axial codes 

were generated. 

 

 

Figure 22: MaginePro’s Open Codes 

 

4.1.5.1 Importance of BMI 

MaginePro is the perfect example of how important business model innovation is to a start-up. Over the 

years as challenges in the business model were faced without bringing effective result the company, the 

needed to look for exterior alternatives in the market regarding to business model and business 

opportunities. While doing that, at same time they had to evaluate what the start-up’s good assets were and 

how they would connect these assets to new business opportunities. Based on the business opportunities 

that available and the company’s assets, they developed a new business model which was compatible to 

this new market but also made use of MaginePro’s core assets. This pivot in the business model happened 

in 2016 and was considered essential to the company. 

4.1.5.2 Impact of BMI 

The impact that BMI had on the start-up’s business model was crucial to keep the company’s grow. After 

deciding to implement this new business model and focus its development on a new market, they monitored 

the start-up’s profits for the next two years in order to validate this new BM’s performance. As result, since 

they changed their business model in 2016, the company’s turnover grew by 24% compared to the lowest 

turnover period, in 2014 and since then thanks to this successful and innovative new business model, they 

were able to reach new markets and develop its business there. 

 

4.1.5.3 How competition affect the start-up’s BMI  

The technology behind MaginePro is considered as robust as the ones found in other global tech companies 

such as Netflix. Although they possess the same technology and perform business in the same industry, 

Netflix (and similar companies) are considered to be undirect competitors to MaginePro. This place the 
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company in a comfortable position where there are no major competitors who would threat the start-up but 

also brings some challenges when it comes to find a proper change in the business model. In case they need 

to develop any kind of innovation, they will have to figure it out by themselves. During the interview, 

Wilkinson gave us an example that illustrate this challenge well. In the early years, the start-up failed to 

identify which market segment they should act on and as consequence they developed a business model 

with flaws. This problem was only solved years later where they had to understand the current market 

scenario and in which segment, they should move on and develop its new business model. 

 

4.1.5.4 General analysis  

MaginePro is a good case of a start-up that faced many challenges since its conception and overcame them 

by constantly analyzing its current situation and what could be improved in terms of business model. They 

experienced in its early stage that a bad designed business model can result in bad financial results and lead 

the start-up to fail. They only overcame this situation when they once understood the company’s current 

situation, what assets they possessed back then and how they could change their own business model by 

using what they had in-house in order to reach new markets. This self-assessment resulted into a pursue not 

only into new markets but also how this new market would serve as innovation drivers to generate new 

business models. Once the figured out how an ideal business model would server the market they were 

aiming for, they adapted its former business model towards to this new BM and in 2016 they started a 2 

years monitoring period in order to assess this BM performance.  

 

As a result, the company’s turnover has increased by 24% when compared with the lowest period of 

2014(figure 26), where the older business model was still ruling and leading the company to losses.  

 

Since the content from primary data was extensive, it resulted in many open codes and axial codes, for 

better readability we separated the content into three separated images. 
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Figure 23: MaginePro's Open and Axial code 

 

Figure 24: MaginePro's Open and Axial code 
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Figure 25: MaginePro's Open and Axial code 

 

 

Figure 26: MaginePro's turnover over a period. Source: Amadeus 
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4.2 Empirical Findings  

 

Figure 27: Start-ups axial codes generated and used for cross-checking 

 

Small changes, but that always bringing innovation to the business model is the success key of Mäklarkoll. 

In order to validate how successful a new business model is, they always implement a trial period into the 

company's website. They are aware that seeking innovation in business model will contribute to success in 

market competition. For this reason, they maintain their presence in the market in search of continuous 

innovation in order to prevent the disruption of the existing business models by competitors. 

 

Mimbly is a very innovative start-up that found out a way to diversify its business model by having a core 

one and some others which are secondary but still linked to this core business model. This gives them 

freedom to innovate in each of these secondary business model and any innovation or improvement made 

on the core business model will reflect on the other ones. However, since their core business model is 
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considered stable and does not have the necessity to change (mainly due the lack of competitors), there are 

not great risks to the company.  

 

When it comes to business model innovation, ManoMotion is the start-up which is the most open minded 

one. They consider and have no problem to abstract and incorporate any solution that may exists in the 

market which may bring benefits to them. By having this mindset, as a result they are consistently 

developing their products and at same time looking for new ways to innovate their business bringing as 

consequence a start-up which is used to overcome most challenges. 

 

Knodd is not fully aware about when they should foster innovation in the business model. A reason for that 

may be the fact that it is a quite young start-up, where they are more concerned in developing the product 

first and reaching the market afterwards. In other words, unlike other start-ups studied, they are not with a 

strong presence in the market, therefore instead of focusing its efforts in BMI, they may be looking to put 

its name in the game. 

 

MaginePro are not only aware about the importance of business model innovation but also benefited a lot 

from pivoting its previous BM into a new one which directed the company into a new market still using its 

main assets. This positive effect was only possible once they understood what innovations they could 

incorporate into its BM based on market opportunities and the outcome, a new business model, was 

thoroughly tested in a trial period which lasted about two years. After that period, they not only validated 

this new business model but also could relate to it an increase of 24% in the start-up's turnover 

By crosschecking all axial codes, we could be able to relate common codes between these start-ups and 

understand what the patterns are, i.e., the behaviours that occurs in similar or in the same way to some of 

these start-ups. These patterns gave more evidences that could support us to find answers to the research 

questions and also led to side findings. 

 

The most interesting finding so far is related about what start-ups do in order to check if determined BMI 

would be eligible to replace or incorporated into the company’s business model or not. The first and 

simplest way which is used by 100% of the companies interviewed is related to analyse or create methods 

where it would be possible to estimate or measure a balance between profits, costs and losses. The 

difference here between companies analysed is that some start-ups do this estimation before implementing 

a business model innovation while some others (especially older ones), measure the performance after the 

implementation. Also, when it comes to older companies, 66% of start-ups that are older than 3 years make 

use of what they call it a trial business model. The mechanism of this trial business model consists of an 

identification of a business model which is, up to a level compatible with the start-up needs. The start-up 

then makes the necessary adjustments and launch this new business model into a real market for a 

determined period that may last from a couple of months to years. The purpose here is to measure all data 

necessary (such as turnover, customer traction, profits, costs, etc.). By doing that these companies mitigate 

any risk related to theorized business models and also can evaluate with real data if this new business model 
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is meeting the expectations or not to then make a decision about whether they should replace the business 

model. 

 

Another finding which is related to our study is that in 60% of cases studied there are two problems faced 

by start-ups when looking for new business models innovation. The first problem is about the difficulty of 

finding a business model innovation which suits into the start-up’s context. Regardless of how old the start-

up is, most entrepreneurs have trouble not only to find a good business model but also to abstract a business 

model which they identified as suitable, into the company’s context. This puzzle faced by most 

entrepreneurs brings us to the second problem which is once they identified and abstracted the business 

model into the start-up, they still face the challenge to make it profitable. 

 

In all cases studied, the entrepreneurs are well aware about the importance of business model innovation 

and the positive impacts it may bring to the company. The way they look for new innovations in the business 

model and how they implement are very different in each case, but still in all cases the start-ups looks for 

new ways to innovate their business model. On the other hand, how these start-ups measure the impact 

caused by BMI, in a general way, is done by measuring the increase of customer or changes in the profits, 

loss or costs over a period of time. 

4.3 Side findings  

As a side finding, we observed during our qualitative studies that younger companies although aware of the 

importance of a business model, they seem not to give the same importance when it comes to business 

model innovation. Eventually, they only give enough attention when there is a competitor that may threat 

its business or market share. Start-up’s which are older or are in a more competitive market on the other 

hand, often looks for ways to innovate their business models, aiming to become more competitive and as 

result, capturing more customers or generating more revenue. 

 

Another side finding in our study is that younger start-ups may give more attention to launch its product or 

service than caring about a good BM. A good reason for that is that these companies are more focused to 

develop its products in order to be in the market as soon as possible and only after they will start to give 

enough attention about possible flaws in the BM. Older companies on the other way, are much aware about 

the relation between BM and BMI and spend more time focusing on that. 
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5 Conclusion 

 

In this section, we present our main arguments for our master thesis. We highlighted our contributions to 
the literature of the BMI and its implications in the context of technology start-ups. We reach the conclusion 
by showing the boundaries of our thesis and suggest possible new orientations for further research. 

 

The main purpose of this study is to expose the challenges that start-ups face in terms of business model 

and then to understand how the companies studied overcame those challenges by making use of business 

model innovation (BMI) and evaluate what kind of impact business model innovation generated in the start-

up, in terms of economic growth. For this purpose, we interviewed companies in the context of technology 

start-ups in Sweden. Through a qualitative study, we were able to analyse all data available, where we could 

identify patterns that later resulted not only into in the answer of our research questions, but also side 

findings, future research and a method that we propose as part of our conclusion which we call as Trial 

Business Model Innovation. 

 

Then answering the research questions: 

RQ: What are the challenges for Business Model Innovation in start-ups and how can these 

companies benefit from changes in the business model aiming towards economic growth? 

A: There are two main challenges faced by start-ups. The first one is to identify and adapt 

a business model innovation that would end up fitting into the company’s context. A second problem is 

once they manage to fit this new business model into the start-up, they still have to face the challenge to 

translate this innovation into a more profitable BM than the former one.   

 

Sub-RQ: How can we measure the impact of Business Model Innovation on a start-up’s 

economic growth? 

A: The best way to measure the impact of BMI on a start-ups economic growth is by 

developing what we now call Trial Business Model. Where the start-up will develop a new business model 

based on BMI and will benchmark its performance for a period deciding after if they should proceed with 

this new solution or not.  

 

We have not only found the answer to the research and sub research questions but also based on our 

findings, we developed a model that could help start-ups not only to measure the impact caused by business 

model innovation but also support them to overcome challenges. The idea of this model is a formalization 

of a pattern identified during our open and axial coding analysis. It consists of an evaluation of the start-

up’s current business model followed by a search, identification and adaptation of a business model 

innovation generating as consequence what we call as Trial Business Model. This Trial Business Model 
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will then be benchmarked into a real-world scenario in order to measure its performance and assess if this 

new BM suits into what the start-up foster. 

 

Figure 28: Proposal of Trial BM. 

From all steps illustrated in the image above, it is important to highlight: 

• The evaluation about the need to change the business model should be constant over time by the 
entrepreneur or manager. 

• Once a BMI is identified as suitable for the start-up, it needs to be adapted into the company’s 
context before going on trial.  

• The trial period consists of a trial business model to be tested in a real market. The estimated 
duration for this trial BM should be of at least a month to a recommended duration of a couple of 
months. 

• After the trial period, the major stakeholders should compare and evaluate how well this trial BM 
performed compared to the former one. Based on this decision they should choose to proceed with 
this new BM or stay with the previous one. 

As final words it is important to mention that either entrepreneurs or employees (such as head of growth, 

etc.) responsible to develop a start-up business model, should consistently look for alternatives or 

improvements to the company’s business model. This search should be persistent over time and also by 

considering internal (e.g.: bad performance) or external (e.g.: other company’s BM) factors.   
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6 Study Limitations 

Although we conducted the and developed this study, there were some constraints that limited our thesis to 

fully reach its proposal. At this section we are going to name the main limitations that occurred during the 

development of this work and somehow impacted our research. 

6.1.1 Population Size 

A difficulty faced during whole period of our research was related to the number of samples necessary to 

perform this study. The majority of start-ups that we contacted could not perform the interviews with us for 

several reasons, limiting our research. From those who agreed to talk with us, there was a small share of 

companies that we could not perform the interview because they would only be available after the deadline 

given for the submission of this thesis. 

 

6.1.2 Limited Access to Data 

Although we aimed to have access to relevant documents that could support our research and analysis, such 

as the balance sheet of each start-up, none of the companies did wanted to share those kinds of documents 

with us. We could still understand and relate the impact that business model innovation had in the start-up 

and its business model, but the lack of access to those documents limited our study. 

 

7 Practical Implications 

With this proposed Trial Business Model, we believe that other start-ups may benefit of this technique. 

Since our approach is not very narrow or very specific, entrepreneurs (or business managers) can adapt this 

model according to their needs. At same time, the model also gives some direction on what should be aimed, 

which is a possible new business model based on business model innovation. Then at the end, the 

entrepreneurs have a model which guides them on what should be the output, but the input information can 

be defined by them. 

8 Future Studies 

Our research contributed to the literature of Business Model Innovation in the context of technology start-

ups. As we emphasized in the frame of reference, there is still no clear definition in the BMI literature. We 

chose the definition of BMI, which is the most appropriate for our study. To better understand the BMI’s 

concept, there is a need for further research focusing on BMI's characteristics by focusing on various 

sectors. Further research is needed on the impact that business model innovation generated in the 

technology start-up, in terms of economic growth. Our Trial BM, which we proposed in the conclusion 

chapter, can be used and tested by future research. 
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During the qualitative study, the effects of the business model innovation on economic growth as well as 

the effects of competitive advantages have emerged. Based on this finding, future research can focus not 

only on economic growth, but also on the concept of competitive advantages.   
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10 Appendix A: Interview questions 

Key questions developed in order to perform semi-structured interviews: 

Company name: XXXXX 

Company age: XX years 

Number of employees: XX 

Interviewee name: XXXX 

Interviewee position: XXX 

 

1. Can you describe what is the main product or service of your company? 
2. Was this product or service exactly the same since the beginning of this company? Or did it change 

over time? 
3. Which are the main target group of your company?  
4. What are the main advantages or disadvantage of your product/service?   
5. How does the company keep up with market trends? 
6. What kind of challenges the company face to stay innovative like that some managerial challenges 

or maneuver power of company while changing your innovation concept? 
7. Is this start up aware of what is a business model?  
8. Is this start-up aware or make use of business model canvas or other concept, in order to analyze 

where the company is and its market trends? 
9. Can you explain the innovation process of your company? Does this innovation process has some 

influence also in the business model? We are looking to understand how innovation has an 
influence or impact on your company`s business model. 

10. (In case question 9’s answer was no) What were the effects that these changes in this business 
model brought to this company? Were these effects beneficial? Did resulted in more growth?  

11. (In case question 9’s answer was no): So would you say that innovation has also a role when it 
comes to business model?  

12. Talking about business model, is the business model of your company the same as the it was in 
the first years?  

13. (In case the answer above is no) What were the challenges that you faced to change the business 
model? 

14. Do you have any external partners that has some influence on the business model of your 
company? Is any of those partners helps your company to adapt or innovate your business model? 
If so, could you explain which under circumstances that happen?  

15. Are you familiar with the term business model innovation?  
16. Can you tell us an example of when and why did you make use of BMI in your company? And 

how was the outcome? 

 


