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ABSTRACT

Pursuingmarketswhicharehighlydynamicmayrequirenotonlyinnovationintermsofproductsor
servicesbutalsobusinessmodelchanges.Thisisoftenthecaseforfirmsinfastmovingsectorssuch
asthemedia,telecomsandinternetindustries.Thisarticlereportsoncasestudyresearchwherehigh
technologyfirmsattheearlystageofasectorlifecyclewerestudiedtogaininsightsintotheirinnovation
strategies,technologydevelopmentapproachesandtheiraccompanyingenterpriserealignment.The
frameworkdeveloped identifies three levels forenterprise realignment: (1) industryposition; (2)
applicationprovision;and(3)technologydevelopment.Thecasestudyfirmsthatwereexamined
supportedthemajorityoftheelementsthatwereidentifiedforeachlevelasfollows:(1)innovation
valuechainandtechnologyleadership,(2)productattributes;optimisation;interconnectivityand
embeddedsoftwaresystems(ESS)and(3)architectureandcollaborativeworking.
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INTRoDUCTIoN

Theappealofenteringmarketswithemergingtechnologiesisthattheymayoffergrowthopportunities
whichcanbeimportantparticularlyforfirmsoperatinginafast-movingsectorsuchasthedigital
mediasector.Thispaperexaminesinnovationstrategiesthathightechnologyfirmsutilisedwhen
enteringasectorattheearlystagesofitslifecyclebasedoncasestudyanalysisoftheirtransition
fromthefirm’sexistingposition.Theassociatedentrepreneurialorientationinvolvesbusinessmodel
innovationtypifiedbyMütterleinandKunz(2017)asvaluecreationinnovation,valueproposition
innovation,andvaluecaptureinnovation.Thisstudyislikelytobeofinteresttohightechnology
firmslookingtooperateinafastmovingsectorwhereconvergenceisoccurring,suchasthemedia,
telecomsandinternetindustries,wheregreatercontentasaresultofdigitisationisoneofthemajor
changesinthefield(Teece,PeterafandLeih,2016,Wamba,Gunasekaran,Akter,Ren,Dubey,&
Childe,2017,Donders,Enli,Raats,&Syvertsen,2018).

Thechallengeforhightechnologyfirmsseekingtoenteranemergingmarketisthattheircurrent
organisationalarchitecture(orbusinessmodel)whichhasenabledsuccessintheircurrentmarkets
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maybealimitationforenteringthisemergingmarket.Thisisastrategicentrepreneurshipissue
forfirmsinfastmovingsectorssuchasthedigitalmediaindustry(SharmaandSharma,2016).
Further,inmanysectorstherecanbeuncertaintyforfirmswithestablishedsolutionsoverwhich
potentialemergingtechnologyislikelytosucceed.Thishasbeenthedriverbehindthisstudywhich
looksathightechnologiesfirmswhohaveidentifiedanemergingsectorandasks:“Whatmust
firmsdo?”Thefocusisontherealignmentoftheenterprise(Goerzig&Bauernhansl,2018)and
itscompetitivebasisthroughthedevelopmentofuniquecapabilitiesandbusinessmodels(Jensen
&Sund,2017,Teece,2018).

Mobilenetworkingrefers towirelessprotocolswhichprovidewirelessconnectivitybetween
devices,forexample,alaptopmaybeconnectedwirelesslytoaprinterviaradiousingtheBluetooth
standard.Mobilenetworkingencompassesavarietyoftechnologicalapproachesintermsofwireless
encoding,datacommunicationandnetworkingprotocols.Thispaperreportsontheresultsofaresearch
projectconcerningbusinessmodelrenewalwithinhightechnologyfirms.Thisstudywasmadewhen
mobilenetworkingwasattheearlystageofitslifecycle(DeCoster,2010)andisnowupdatedwith
recentfindings.Thisresearchtakesastrategicapproachandexaminesthebusinessmodeldevelopment
ofhightechnologyfirmswhenenteringemergingmarketswhicharehighlyuncertainmarkets(Wolf
andHolzer,2015,Teece,Peteraf,&Leih,2016).Theobjectiveistodevelopatheoreticalframework
forbusinessmodelrenewalbasedonastudywhichexaminestheorganisational,managementand
strategicchangesmadebyhightechnologyfirmsenteringanemergingsector.

BACKGRoUND LITERATURE

Previousresearchintobusinessmodelshasbeenshowntobefragmentedandinconsistent(George
&Bock,2011,Zott,Amit,&Massa,2011,Helfat&Martin,2015).However,manyofthepublished
papersdofocusonsimilarcomponentswithintheirdiscussionsthattypicallyaddressthe‘scope’
and‘architecture’ofafirmsuchthattheorganisationcancreateavaluepropositionandorganiseits
resourcesandprocessestodeliverproductsandservices(Osterwalder,Pigneur,&Tucci,2005,Zott,
Amit,&Massa,2011).Recentlytheliteraturehasstartedtoaddresssustainabilityimplicationsas
wellassocialfactorsandothertrendsincludingthepotentialinfluenceofcrowdfunding;however,
theseresearchstreamsarestillattheirearlystageswithrespecttobusinessmodels.

Awidelyadoptedplanningtoolisthebusinessmodelcanvasthatenablesacasestudyfirm’s
businessapproachandvaluepropositiontobeexamined(OsterwalderandPigneur,2010).However,
thisisagenericmodelratherthanonewhichisfocusedonhightechnologyfirmsandtheirbusiness
approaches to support innovation and technology management which is the focus in this paper.
AccordingtoDodgsonandGann(2000):“fortechnologybasedfirms–thatis,allfirmsthatrelyon
technologyfortheirabilitytocompete–technologystrategycomprisesthedefinition,development,
anduseofthosetechnologicalcompetenciesthatconstitutetheircompetitiveadvantage.”Inthispaper,
concerningbusinessmodeldevelopment,thefocusistoidentifyelementsthataremorecomprehensive
intermsoftheinnovationandtechnologymanagementaspectsrequiredbyhightechnologyfirms
lookingtoenteremergingmarkets.

Withthemarketchangesthatareoccurringintoday’sInformationAgefirmscanfindthemselves
inasituationwheretheyareoutsideoftheirexistingexpertiseandproductbase.Thisrequiresthem
toaltertheirorganisationinordertoprovideproductsandservicestothenewmarketi.e.itrequires
EnterpriseRealignment involvingregenerativedynamiccapabilities(Eisenhardt&Martin,2000,
Helfat&Martin,2015,Teece,2018).Thisapproachtobusiness(model)developmentrecognisesthat
hightechnologyfirmsoftenseektoutilisetheirlegacywhichgavethemcredibilityinthemarketby
variousmeansincludingsectorexpertiseasshowninFigure1.

Oneexamplefromthefieldresearchconductedduringthisstudyoftheinfluenceoflegacyon
EnterpriseRealignmentisgivenbyacompanythatwasoriginallyatechnologymanufacturerofhigh
performanceaudioandvideoproductsrequiringbroadcastquality.Thefirm’slegacyexpertisehas
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