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Abstract  
In search of new growth opportunities in food processing companies change their business models. Companies 

realize that, that to be competitive, they must go beyond increasing product innovation in a more radical 

innovations in the business model. This report explores the evolution of content and defines the key features of 

three major types of business models: classic, social and Industry 4.0. Describing the most important elements 

and provides a structure of a business model for companies in the food industry. Report discover most important 

directions for further research into the effectiveness of implementing a particular business model. 
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Introduction 

The term “business model” is fundamentally 

related to technological innovations, but basically 

its construction is separated from the technology. 

The aim of this work is to clarify the theories and the 

factors influencing on the formation of a particular 

business behavior. The business model is defined as 

a system, carrying value proposition, which is 

designed to meet certain needs of the customers, 

engage in these needs, and satisfy and gain value. An 

attempt was made to outline a model, containing 

causal links, with a defined classification. The 

relationship of the business model with the 

development of the network industry and the social 

innovations is formulated in a bilateral way. Firstly, 

as a connection between technology and business 

results, and secondly, the use of the right technology 

and location is a matter that lies in the business 

model. 

Academic literature offers different definitions 

and perspectives on the concept of business 

models. 

The business model was created with the purpose of 

understanding the dynamics of technological 

change and was used to present the processes in the 

management of IT systems (Jones, 1960; Konczal, 

1975). Thus, the business objective of a modern 

concept was historically conceptualized as creating 

value, part of the technological development 

management. It is believed that is a “coherent 

framework that accepts the technological 

characteristics and potentials as inputs and 

transforms them through customers and markets 

into economic results. The business model is 

conceived as a focusing tool that mediates between 

technology development and the creation of 

economic value” (Chesbrough & Rosenbloom, 

2002). Due to globalization, the change in 

technological development or the creation of a new 

economy, the use of the business model is 

significantly increasing. Researchers and managers 

need to define “new business formulas” and to 

identify models that could convey concept of value 

creation. 

 

Historical review 

During the first Industrial Revolution from the 18th 

to the mid-19th and the beginning of the 20th 

centuries, methods were introduced which led to a 

transition from agrarian (craft) to mass-production 

and machine-building economics. The last change 

at the end of the 20th century comes with the 

introduction of electronics and IT in the industrial 

processes and robotics, automation and 

optimization of production lines and substitution of 

complex, repetitive human tasks with machines. 

In 1979, Porter argued that the competitive 

advantage of a company is the result of its industrial 

position. In order to analyse and assess the 

classification of an industry, he offered five factors 

that in his opinion affect competitiveness. These are 

five forces that stimulate competition within an 

industry and, according to Porter, pose a threat to 

new participants, influence the negotiation of 

powers between suppliers and the buyers 

themselves, pose a threat of creating substitute 

products or services and cross-industry rivalry 

among existing firms. In parallel, the industry itself 

can be classified into one of the five generic types: 

fragmented, emerging, mature, diminishing or 

global. Accordingly, the company needs to adapt to 

these factors in order to achieve competitive 

advantage and survive (Porter, 1979, 1980, 1981, 

1996a, 1996b). 

Adaptation to new conditions is increasingly taking 

the form of a business model that addresses key 

issues such as potential clients, value proposition, 

assets, governance structure, etc. (Rasmussen, 

2007). 

When talking about business model, some authors 

have in mind “the logic of a company, the way it 

works, how it creates and attracts value to 

interested parties” (Baden-Fuller et al., 2008; 

Casadesus Masanell & Ricard, 2010). It can also 

be presented in the form of a simple profit 

function. Thus, the choice of a particular business 

model corresponds to a certain development and 

the choice of a certain amount of profit. 

Other researchers and commentators see the 

concept of the business model as part of the 

strategic lexicon and intertwine it with technology. 

They talk about “new” and “efficient” business 

models when a new technology is included in the 

business with the purpose to achieve greater effect 

(Zott & Amit, 2007, Osterwalder et al., 2010). On 

the other hand, there are researchers, such as Teece 

(2010) or Baden-Fuller & Morgan (2010) who 

perceive the concept of the business model as 

potentially separable from technology and strategy 

and explore how understanding of business models 

and innovation can shed light on the main strategic 

and technological issues. This last approach has the 

potential to respond when a new technology 

requires a new business model and when the 
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combination of new technology and a new business 

model leads to a competitive advantage. 

Osterwalder & Pigneur (2010) suggest that “the 

business model describes the rationale for how an 

organization produces, delivers and catches 

value” and offers the following building 

elements for the design of business models: 

 the model presents a complete image of the 

company’s products and services; 

 the target customers, which includes segments of 

customers, to whom the company wants to offer 

value; 

 the distribution channel that describes the 

various means by which the company engages 

with its customers; 

 the connection that explains the type of contacts 

the company creates with the different customer 

segments; 

 value configuration, which describes the 

arrangement of activities and resources which 

the company has; 

 basic competence, which outlines the necessary 

competencies for the implementation of the 

business model of the company; 

 partnership network describing the network of 

cooperation agreements with other organizations 

that are necessary for the effective supply and 

distribution of value; 

 a cost structure that summarizes the monetary 

effects of the business model used; 

 a revenue model that describes the way in which 

a company makes money through a variety of 

revenue streams. 

 

New elements in the model 

Upon reviewing scientific literature, most authors 

and researchers who have studied the new forms of 

business through the concept of the business model 

believe that the model frameworks for traditional 

business should be corrected. This need is due to 

the evolution of the market, given that the former 

business forms have certain limitations in the 

analysis of enterprises in which the social and 

environmental component is of major importance, 

as well as the impact of Industry 4.0. 

By rethinking the existing business models in 

terms of sustainable development, it is believed 

that this can be a link to commercial success. At the 

same time, sustainable development emphasizes 

that value creation in innovation is not just about 

commercial success. 

 

In terms of economic theory, value creation is 

interpreted with increased productivity, customer 

value or any other metric indicators that demonstrate 

whether you are doing something better, faster and 

cheaper. By incorporating sustainability in the 

innovation process, a new framework or a new 

beginning is given. With the challenges of 

sustainable development, the value creation gains 

new meaning – improved efficiency in social 

(people), environmental (land) and financial (profit) 

terms. Innovations with great financial success can be 

blocked because of poor environmental or social 

performance. Innovations with perfect social or 

environmental value will hardly turn into true 

innovation if they are not accompanied by good 

economic return. 

 

Social component 

Porter & Kramer (2006, 2011) highlight the 

interdependence that exists between corporations and 

society, which implies that both business decisions 

and social policies must follow the principle of 

creating shared value with a choice that is beneficial 

to both parties. They say that “the successful 

corporations need a healthy society and at the same 

time a healthy society needs successful companies” 

(Porter & Kramer, 2006). Companies are 

increasingly aware of the economic outlook that 

needs to be tackled when addressing social and 

environmental issues. According to them, the 

application of energy in solving chronic social and 

environmental problems found in the social sector 

strongly stimulates the development of the business. 

Today’s better-educated children will be tomorrow’s 

better-informed workers. Lower unemployment in 

the cities leads to greater domestic consumption. 

Indeed, a new innovation paradigm appears: a link 

between private enterprises and the public interest 

that creates profitable and sustainable change for both 

sides. This paradigm is the creation of shared value. 

Innovation is at the core of the theories in question 

in an unbreakable bond as the major engine for the 

development of business models, but in terms of 

social change is considered that “destructive 

innovations” lead to significant changes in 

industrial structures and hence to social change. 

However, the social changes caused by innovations 

are to a large extent unintentional. 

They are simply by-products in the pursuit of 

business opportunities, while in the destructive 

innovations social change is the main goal of the 

innovation and one of the main engines that have 
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an impact on the economic growth and that 

improve the standard of living. Social innovations 

are a mean to create social change, to improve the 

quality of life and to develop solutions and 

approaches to different groups of problems. 

The social impact of innovations deals with (CII-

ITC CESD, 2010): 

 improving the quality of life of people outside 

the immediate use of a product or service; 

 creating a product or service with uncompro-

mising quality at an affordable price; 

 tackling resource efficiency challenges with the 

purpose to address a low structural cost level. 

It is also important to emphasize that the social 

impact of innovation on the community is bilateral 

(Butkevicien, 2009): social innovation is shaped 

by the social system (for example, the legal 

framework, the participants in innovation, the 

development process) and at the same time 

influences the social system. 

The second characteristic, directly related to the 

social impact of innovation, is the motivation that 

leads to social innovation. Business innovations 

are generally profitable and distributed by 

business organizations that are motivated 

primarily by the maximization of profits. 

However, there are many situations where the 

borders are blurred. For example, business profits 

can be invested by developing new approaches to 

helping people with disabilities in the workplace 

(Mulgan, 2006). 

Innovations must not be original; they must be 

new to the user, context or application. Therefore, 

innovations can take on the following different 

new forms: ideas, activities, products, services, 

business models, processes or distribution 

channels. In order to gain a real competitive 

advantage, the main goal of innovations must be 

to develop products that are new to the world or to 

the market, convincingly in nature that consumers 

will benefit from the products. This process leads 

to a new way of looking at an existing idea or 

knowledge. New social ideas are rarely entirely 

new in themselves. More often they are combined 

with ideas that have been separated (Mulgan, 

2006). Social innovation often “includes not only 

new ideas but also renewing and reusing of 

existing ideas” (SIE, 2012). 

Business is also characterized by a strong 

relationship with an ecosystem, which an 

economic community is based on the interaction 

of various organizations involved in the 

production of goods and services. This is more 

than an extended chain of values. The ecosystem 

includes the structural environment, the 

regulators, the support organizations and the other 

participants, such as competitors and neigh boring 

communities. The relationship between the 

company and the ecosystem is based on 

interdependence (coexistence) and the company 

should develop together with the participants in 

the environment (co-evolution) (Marquez et al., 

2010). 

Companies must shape their internal structure in 

combination and transfer of knowledge and 

technology from the top of the pyramid to the 

bottom or from the bottom up. For example, joint 

learning may involve learning and technical 

assistance from the company to the local 

producers or the ability to access local knowledge, 

experience and ideas. Joint learning can be 

associated with a joint invention. Knowledge 

sharing at the top of the pyramid with the wisdom 

and expertise at the bottom enables co-discovery 

of new opportunities (London, 2008, Whitney & 

Kelkar, 2004). 

In particular, the social business theoretical 

framework evolves, emerging from the 

framework of Osterwalder et al. (2005) and Yunus 

et al. (2010), as the business model consists of the 

following 7 areas, which include 13 components: 

 an offer that is characterized by the value 

proposition that represents the benefit of the 

company through products and services; 

 a market that includes the market segment and 

the customer segments that: 

‒ the company wants to reach; 

‒ the connection that describes the communica-

tion, strategy and type of relationship that the 

company establishes with its customers; 

‒ the distribution that describes the different 

channels the company uses to reach its 

customers; 

 management that relates to the management 

model of the company and includes a set of 

processes or laws that govern the relationship 

between the company and the interested parties, 

as well as the purposes for which the corporation 

is managed; 

 an ecosystem that includes the value chain that 

relates to the business chain of a company 

operating in a particular industry, and 

competencies that outline the specific range of 

skills (skill, knowledge or ability) of the company 

and the partnership network, when it concerns a 
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network of cooperatives – agreements with other 

organizations that are necessary for the effective 

supply and distribution of value; 

 a surplus that describes how the company 

manages surplus earnings (including dividends 

to shareholders); 

 an equation of economic profit, which includes 

the cost structure and the revenue model; 

 an equation of social value that describes how 

the company generates social benefit (in terms of 

risks and benefits). 

The components mentioned above are used to 

highlight the key features of new forms of 

entrepreneurship and outline the areas in which 

social innovation can be expressed. In particular: 

 the equation of socio-economic values and the 

surplus will be used to classify the main forms of 

social business models; 

 the ecosystem and the management will help 

identify unconventional forms of innovation; 

 

Industry 4.0  

A revolution based on two decades of rapid 

advances in Internet technology that have a tangible 

impact on the economy and the society as a whole. 

Information and communication technologies 

combine in sensor technology and robotics in order 

to form the Internet of things that lead to profound 

transformations of the industrial system. On the 

basis of these new technologies and driven by new 

economic and social trends, the industry is facing 

another evolution that changes its fabric 

fundamentally. Technologies enable new ways to 

engage in and do business, to create new products 

and services and to provide new ways of production 

organization. All this is needed to create a future 

industry that can withstand the changing economic 

conditions, can tackle the changing market and can 

demand and address social challenges to such an 

extent that it can adapt to the rapid expansion of 

international competitors. 

As a result of these changes over the next decade, 

the approach oriented to network production will 

replace the linear production processes with smart 

and flexible network approaches. 

These networks will connect parts, products and 

machines in manufacturing plants, companies and 

chains at the value of high granular level. The 

existing chains will be radically optimized in a 

network approach, but more important is the 

understanding of network centred production, which 

will replace the “value chain” with a “value 

network”. This, in turn, will lead to new customer 

centers and business models at the level of 

organizations, which will create new value clusters. 

Users and businesses will be able to create a new and 

complex production system, hitherto inhabited only 

by big companies. In this new ecosystem, new jobs 

will emerge, which will lead to the search for new 

skills. 

For its part, business is about creating value. 

Traditionally, core business models are either 

competing for costs or competing for innovation 

and quality. In the production industry, profits are 

mainly generated by selling products to the next 

organization in the value chain: manufacturers of 

original equipment or retailers. 

Two things occur here. In a network-oriented 

production, it is not always clear who is next in the 

value chain, hence the strategy of selling parts of 

a product is no longer the most profitable. It is also 

about sales and after-sales services (for example, 

the tendency to provide a service in which the 

customer pays for the results). 

Manufacturers are more often leasing products 

and providing services to customers. For example, 

remote monitoring and maintenance, and at the 

end of its technological life, the product is being 

returned and recycled (circular economy). Over 

time, the value provided will be transferred from 

the device itself to the networked ICTs with 

databases that will update the information, etc., 

and the device can be replaced at a time when the 

customer needs another level of service. The 

increase in the need for valuable information will 

change the industry itself. Information is money 

and the extension of the scope of an organization 

to the whole value chain, improved by robotized 

and flexible production, will change the point of 

view of the business. Perhaps the most important 

thing is that organizations will grow more and act 

as a network, not as a separate company. The 

network-related approach allows optimization of 

networks rather than optimization of a company. 

The intelligent industry is also a better 

understanding of costs in the overall value chain. 

Therefore, investment in the company’s 

innovations will be distributed across the value 

chain, thus allocating the risks. For example, CO2 

costs – emission rights can be shared among 

partners. More sensors in products and 

manufacturing systems will also create and 

provide valuable information. 
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From this point of view, the business model will 

need to be adapted on the basis of this information, 

including customer-related product information 

that can be used in the design. But perhaps the 

most important impact is the above-mentioned 

creation of services. Product development can 

lead not only to attendant maintenance but also to 

other services. An example is the food 

manufacturer that produces not only ingredients 

but also a recipe. This can be included in the 

tourism industry. This information is of high 

quality and has a quick refresh, creating 

opportunities for dynamic pricing of goods. 

Therefore, value is made not only when selling the 

basic product but also by selling the 

accompanying information. 

An important element of these business models is 

the continuous upgrading of goods and services. 

Network production gives more opportunities, 

regardless of the bigger initial investments – 

investment in a flexible production and in human 

resources in order to anticipate this uninterrupted 

flow of opportunities. If a new opportunity is 

presented, the organization does not have to 

develop a new production line. In the new 

technological era, the business model provides a 

rather quick and innovative response and a 

window to new opportunities and the value chains 

will further expand to non-traditional partners. 

In the manufacturing industry, it is important to 

sell both software and services or complete 

solutions. Other examples are the trans-sectoral 

cooperation upon the development of products. 

 

New approach 

Developing the concepts of business models, as 

well as new factors influencing the behaviour of 

business organizations, the complexity faced by 

food industry enterprises in the international 

competitive struggle, outline new elements in the 

business model for the food industry (Fig. 1.). 

The establishment of a viable model requires that 

all factors and interrelated connections be designed 

and incorporated so as to create an optimal 

relationship between the business unit, the 

customer, the suppliers and logistics and the 

ecosystem, taking into account the social aspect, the 

environmental factor, the level of development of 

the industry or the niche in which it operates, thus 

creating a competitive advantage. It should be 

noted that each model has its own life cycle and its 

constant transformation is a major factor for the 

viability of a company’s business. The model itself 

does not necessarily relate only to a company; it 

may also refer to a product, service or group of 

enterprises. 

The establishment and incorporation of a 

successful business model, according to the 

existing and new factors, represents the following: 

– defining the value chain and construction of the 

interests in which the company can incorporate 

its own interests; 

‒ defining the links budget – product – place on 

the market – type of logistics network – 

relationship with suppliers; 

‒ defining the customer – supplier (manufacturer) 

model; 

‒ organizational design of the internal structure of 

the business unit (functions, processes, links, 

interaction); 

‒  determining the return on social innovation – 

reinvestment of profits/dividend distribution. 

 

Results 

1. The content and the main features of three main 

types of business models are defined: 

– classical business model; 

– social business model; 

– business model of Industry 4.0; 

2. The main components are defined and a busi-

ness model structure is proposed for companies/ 

entities from the food industry; 

3. Significant directions for further research are 

identified – measurement of a particular business 

model by quantitative methods.  
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Figure 1. Sales management model 
 

 

 

 

 

 

 

 

 

 


