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Executive summary 

 

Objective of the study 

The primary objective of this research is to understand how the emergence of e-reading and 

the subsequent increase of servitization have affected the business models of the newspaper 

publishing industry. This is examined from a business model perspective where development 

patterns of different business model components have been researched. The second 

objective was to understand the effect of servitization with reference to the newspaper 

publishing industry. Therefore literature is lagging a longitudinal perspective of business 

model development effected by increased level of servitization.  

 

Research method 

This research uses case study analysis produced from a single case company and is subject to 

systematic combining. Research data consists of a primary dataset of 1,400 pages of material 

including development group’s internal meeting transcripts and secondary dataset comprised 

of interviews. This data was analysed by using Event Structure Analysis, which enables to 

analyse causal patterns of events and building on explanations.  

 

Findings 

The research produced thought-provoking results. The first finding is that when there is 

limited amount of customer information available with the rise of new technological 

innovations, initial product launches always rely heavily on estimations. In the following 

stages when market knowledge has increased, the focus moves from a technological 

approach to become more customer-oriented. The second main finding is with reference to 

servitization. Findings indicate that the contemporary newspaper is substantially more than a 

printed product – it is a source of information whereby its core product is consumed 

through services supporting the use of the product. From the basis of this analysis the theory 

of servitization has been embedded into different stages of business model development.  

 

Key words 

Business Model, Service-Dominant logic, newspaper publishing, e-reading, case study



 

 

1. Introduction .............................................................................................................................................. 1 

1.1. Research area and problem ..................................................................................................... 1 

1.2. Research gap ............................................................................................................................. 3 

1.3. Research questions ................................................................................................................... 3 

1.4. Structure of the study .............................................................................................................. 5 

2. Literature review ...................................................................................................................................... 5 

2.1. Business models ....................................................................................................................... 6 

2.1.1. Business model concept .................................................................................................. 6 

2.1.2. Business model research streams ................................................................................. 10 

2.1.3. Business model canvas ................................................................................................... 12 

2.1.4. E-business model............................................................................................................ 15 

2.2. Service-Dominant logic ......................................................................................................... 17 

2.3. Theoretical synthesis and research framework .................................................................. 27 

3. Methodology ........................................................................................................................................... 32 

3.1. Case Study Method ................................................................................................................ 32 

3.2. Collecting the research data .................................................................................................. 34 

3.3. Method of analysis ................................................................................................................. 34 

3.4. Reliability and validity ............................................................................................................ 35 

4. Findings ................................................................................................................................................... 37 

4.1. E-reader 1.0 ............................................................................................................................. 37 

4.1.1. Development process of e-reader 1.0 .......................................................................... 38 

4.1.2. Interpretation of e-reader 1.0 development................................................................ 44 

4.2. E-reader 1.1 ............................................................................................................................. 47 

4.2.1. Development process of e-reader 1.1 .......................................................................... 47 

4.2.2. Interpretation of e-reader 1.1 development................................................................ 48 

4.3. E-reader 2.0 ............................................................................................................................. 51 

4.3.1. Development process of e-reader 2.0 .......................................................................... 51 

4.3.2. Interpretation of e-reader 2.0 development................................................................ 53 

5. Discussion ............................................................................................................................................... 55 

5.1. Business model development ............................................................................................... 55 

5.2. Servitization at newspaper publishing industry.................................................................. 59 

5.3. Interaction of servitization .................................................................................................... 61 



 

6. Conclusion .............................................................................................................................................. 63 

6.1. Theoretical implications ........................................................................................................ 64 

6.2. Managerial implications ......................................................................................................... 65 

6.3. Limitations and suggestions for further research .............................................................. 66 

7. References ............................................................................................................................................... 68 

8. Appendix ................................................................................................................................................. 80 

Appenix 1: ETHNO analysis for the event log ........................................................................ 80 



1 

1. Introduction 

 

1.1. Research area and problem 

 

Industries are not static but evolve over time (Klepper 1996; Jonavick & McDonald 1994; 

Gort & Kepper 1982). Therefore it is hardly news that technical advancements change 

industries for good and sometimes these changes can be radical and fast moving. Of late, the 

most changed industries are ones related to information technologies and the Internet as the 

past ten years have witnessed groundbreaking technological advancements. The sharp rise in 

cheap information technology, bandwidth, and communication possibilities have made it 

more convenient for companies to work in online environments as coordination and 

transaction costs have reduced significantly (Tapscott et al. 2000; Amit & Zott 2001). 

 

Amongst the most influenced industries lies publishing, where new technologies have 

brought some substantial opportunities and already affected the business models of the 

actors operating in the industry. Despite the fact that first e-newspapers appeared on the 

Internet in the 1970s, their actual emergence online took place only in the 1990s (Greer & 

Mensing 2006). By definition, e-newspaper can be described as a digital object with textual 

and/or other content, which arises as a result of integrating the familiar concept of a book or 

newspaper with in-use features such as search and cross-reference functions, hypertext links, 

bookmarks, annotations, highlights, multimedia objects and interactive tools (Vassiliou & 

Rowley 2008). An e-reading device on the other hand can be defined as an electronic device 

whose design allows it to be used for reading digital books and newspapers. The main 

advantages of these devices are customising abilities such as filtering news, changing font 

type and size; note-taking; quick downloads and updates; search functions and storage 

capacity. Examples of these devices are Apple’s iPad and Amazon’s Kindle (Burk 2001).  

 

Recent technological innovations have rapidly altered the e-newspaper industry and it can be 

expected that developments made in the very near future will grant further prospects for the 

industry to transform even more substantially (Fetscherin & Knolmayer 2004; Stahl et al. 
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2004). Making the situation even more interesting are new opportunities for traditional 

publishers to provide content services for e-reading devices. (Amit & Zott 2010). 

 

In addition to the technological advancements, another phenomenon that has been changing 

the way business is made is called servitization which, in its simplest form, is understood as 

the process of creating value by adding services to products (Vandermerwe & Rada 1988). A 

clear view for this topic is provided by Service-Dominant logic introduced by Vargo & 

Lusch (2004). It has been stated that customers do not buy goods or services, rather they 

buy offerings, which render services and create value for customers (Gummesson 1995). 

This has meant that many companies are moving away from manufacturing tangible 

products towards offering services (Vargo & Lusch 2004). Therefore, the business processes 

within an organization need to be driven towards increased level of servitization in order to 

be able to offer new digital services and thus stay competitive.  

 

The two trends presented above have resulted in a phase in which many publishing 

companies are facing a tough time operating between freely available internet content and 

free newspapers (Osterwalder et al. 2010). They are under pressure to comprehensively re-

invent their business models and value creation logics (Graham et al. 2004). There currently 

are no solid guidelines as to which direction new business models should evolve as many 

industries are still looking for feasible e-business models for building success in the digital 

environment (Hoppe & Breitner 2003). 

 

The purpose of this thesis is to look at the case company Sanoma Media’s business model 

through examining how Service-Dominant logic and opportunity brought by e-reading has 

affected it. This thesis is part of the Next Media research program, funded by the Finnish 

Funding Agency for Technology and Innovation (TEKES) that aims to understand 

innovations in media experience, new business models, concepts and technology.  

 



3 

1.2. Research gap 

 

E-business models have recently received great interest from both academics and 

practitioners. Hedman & Kalling (2003) have identified two complimentary streams in virtual 

environment business model research. First stream aims to define the components of an e-

business model (e.g. Timmers 1998; Afuah & Tucci 2001; Amit & Zott 2001; 2010; 

Osterwalder et al. 2002, 2005, 2010; Pateli & Giaglis 2004; Bouwman et al. 2008; Sosna et al. 

2010). Second stream on the other hand focuses on understanding the business model 

dynamics and explains how businesses use the Internet to interact and how value is created 

for customers and other stakeholders  (e.g. Applegate 2001; Weill & Vitale 2001). 

 

This thesis aims to contribute to this second stream by examining changes and development 

patterns within different business model components at newspaper publishing industry 

under the effect of e-reading. First stream of research identified has shaped solid frameworks 

that can be used as tools when analysing these changes. Finally, preliminary work conducted 

for the research topic of this thesis indicates that extant literature is lagging a longitudinal 

perspective of business model development affected by increased level of servitization.  

 

 

1.3. Research questions 

 

The focus of the research centres around the question of how a business model evolves 

when a traditional product business is transformed into a digital one. This main issue is 

analysed through the use of two research questions. These questions are formulated so that 

they expand the research problem into two questions that can be answered within the scope 

of this research. 
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The first research question aims at understanding the development process of the business 

model affected by the opportunities brought by e-reading. The development is examined 

with framework provided by Osterwalder et al. (2002; 2004; 2005; 2010). This framework 

offers a good tool in analysing the development path. This logic leads to presenting the first 

research question: 

 

1. How has the Business Model of newspaper publishers evolved because of e-reading? 

 

The concept of servitization has changed business models quite radically amongst different 

industries. In some industries it has also been associated with a change from physical 

product to a service product. Amongst the industries most affected is newspaper publishing. 

Therefore, the second research question is focuses around the concept of Service-Dominant 

logic (Vargo & Lusch 2004; 2006; 2008; 2011; Vargo et al. 2005; 2010; Lusch 2011; Lusch & 

Vargo 2006; 2011; Lusch et al. 2007; Gummesson 2008) and aims on creating a synthesis 

with the business model development. This will examine how and what parts of the business 

model have been affected by servitization. In this thesis terms Service-Dominant logic and 

servitization will be used interchangeably. This leads to presenting the second research 

question: 

 

2. How does servitization appear in the process of business model evolution? 

 

Based on analyses provided by the first and second research questions, it is possible to draw 

conclusions from both, managerial and theoretical perspective, of potential development 

patterns on digital service offerings. These two research questions guide the research and its 

direction. If a logical solution to these two questions can be provided, the purpose of this 

research can be deemed to have been attained. 
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1.4. Structure of the study 

 

The study is structured in a following way. Next part will be literature review, which 

examines the definitions of business model and introduces the concept of Service-Dominant 

logic. After these parts a synthesis on these topics is generated and research framework for 

this thesis is introduced. Third part following will cover the methodology used for this 

research. Topics on case study analysis, systematic combining and Event Structure Analysis 

will be enclosed under this part. Fourth part following will go through the findings of the 

analysis conducted and will be followed by discussion. Final part of this thesis will cover 

conclusions of this research as well as present theoretical and managerial implications.  

 

 

 

2. Literature review 

 

This section presents the main theoretical approaches used in this thesis and builds the 

research framework. First part will look at business model definitions and be followed by 

introduction to current research streams within the area and be will concluded with the 

introduction of e-business models. These considerations on business models will be 

followed by an introduction to Service-Dominant logic, which will emphasise the concept of 

servitization.  Last part following will be synthesis, which it is aimed at combining these two 

main theories. Theoretical framework for this thesis will be introduced as part of the 

synthesis. 
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2.1. Business models 

 

 

2.1.1. Business model concept 

 

To begin the theoretical approach for this thesis, the concept of Business Model will be 

examined first. It is often said that business models have always existed but only recently 

have they turn out to be of great interest for both, academics and practitioners (Pateli & 

Giaglis 2004; Sosna et al. 2010; Weill & Vitale 2002).  The term can be considered to be 

relatively new despite the fact that it first appeared in an academic article back in 1957 

(Bellman & Clark 1957). Still, because more extensive research of the business model 

concept is relatively young, its place and role within an organization is still a subject to 

debate (Osterwalder et al. 2005) and term has remained relatively poorly understood (Linder 

& Cantrell 2000). One example of these misunderstandings with the term is that it is fairly 

common that term business model is used when in fact only part(s) of it are actually meant 

(Osterwalder & Pigneur 2002). 

 

It was not until the late 1990s when the term rose to prominence. Since then a myriad of 

definitions have become available and the amount of literature is ever growing (Pateli & 

Giagls 2004). Some key definitions from previous research are highlighted in Table 1.  
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Table 1 – Business model definitions 

 

 

One of the key notions of these definitions is revenue logic and that will be looked at first. 

By definition, all businesses operate to generate revenue. However, it needs to be noted that 

revenue logic and business models are related but different concepts (Itami & Nishimo 2010; 

Stewart & Zao 2000). The essence of a business model is in defining the manner in which the 

enterprise delivers value to customers, attracts customers to pay for value, and converts that 

Author(s) Year Definition

Yunus, Moingeon & 

Lehmann-Ortega
2010

The method of  doing business by which a company can sustain itself  

i.e. to generate revenue 

Chesbrough 2010
Companies commercialise new ideas and technologies through their 

business models

Teece 2010

The essence of  a business model is in defining the manner in which 

the enterprise delivers value to customers, entices customers to pay 

for value, and converts those payments to profit

Yunus, Moingeon & 

Lehmann-Ortega
2010

In the simplest form, business models can be defined as the method 

of  doing business by which a company can sustain itself  i.e. to 

generate revenue 

Gambardella & 

McGahan; Chesbrough

2010; 

2006
Every company has a business model

Chen 2009
A business model is the method of  doing business by which a 

company can sustain itself  – that is, generate revenue 

Kamuriwo 2009 The business model has a link to value capture

Zott & Amit; 

Bornemann

2007; 

2009
Business model design affects firm performance

Afuah 2004
Business models are about making money and most firms are in 

business to make money 

 Amit & Zott 2001

A firm‘s business model is an important locus of  innovation and a 

crucial source of  value creation for the firm and its suppliers, 

partners and customers

Timmers 1998

An architecture for 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; 

and a description of  the sources of  revenues.



8 

value into profits (Teece 2010). This requires the organisation to coherently manage the 

revenue logic, customer interface and the organisational and inter-organisational structures 

that produce such value and also to capture this value (Demil & Lecocq 2010; Smith et al. 

2010; Teece 2010). Finally, with reference to value it is important to notice that the firm 

cannot define value; it is the customer that both defines and co-creates value (Vargo & 

Lusch 2004). 

 

Second notion is with regards to the technological inputs as the business model is a highly 

useful framework with which to link technical decisions to economic outcomes 

(Chesborough 2003).  It is fair to say that technological issues constitute an important starting 

point for all types of business models (Rajala 2009) and on many instances it is mentioned 

how technological inputs change into economic outputs (Chesborough & Rosenbloom 2002).  

 

In order to summarize the key points from previous research and to understand the essence 

of business model concept, the definition by Chesbrough (2006) proposes six functions for a 

business model: 

 

1. Articulate the value proposition – that is, the value created for users by the offering 

2. Identify a market segment – that is, the users to whom the offering and its purpose 

are useful  

3. Define the structure of the value chain required by the firm to create and distribute 

the offering, and determine the complementary assets needed to support the firm‘s 

position in this chain  

4. Specify the revenue generation mechanisms for the firm, and estimate the cost 

structure and profit potential of producing the offering, given the value proposition 

and value chain structure chosen  

5. Describe the position of the firm within the value network, linking suppliers and 

customers, including identification of potential complementors and competitors 

6. Formulating the competitive strategy by which the innovating firm will gain and hold 

an advantage over rivals  
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To continue with definitions on previous paragraph, Chesbrough & Rosenbloom (2002) 

clearly differentiate three key points;  

 

1. The business model is based on value creation for the customer but with emphasis 

on capturing that value and sustaining it in the scope of strategy.  

2. Financing value creation is implicitly assumed in business models whereas strategy is 

explicitly considering the financing issues of value creation because of the underlying 

assumptions of shareholder value creation.  

3. The difference in the assumptions about the state of knowledge held by the firm and 

its stakeholders. Business models consciously assume limited and distorted 

information and knowledge, whereas strategy is built on analysis and refinements in 

knowledge and therefore assumes the existence of reliable and plentiful information 

to be transformed to knowledge. 

 

Final distinction for the term Business Model is to emphasize the distinction between terms 

Business Model and Strategy as in some instances the terms have been used interchangeably 

(Magretta 2002). Some of the issues discussed are also related to the distinction between 

business model and business process model (Gordijn et al. 2000), the difference between 

strategy and business models (Linder & Cantrell 2000; Porter 2001; Stähler 2002; Seddon et 

al. 2004) or the distinction between enterprise models and business models. (Osterwalder et 

al. 2005) 

 

As explained by Petrovic et al. (2001), a business model is not a description of a complex 

social system itself with all its actors, relations and processes. Instead it describes the logic of 

a “business system” for creating value that lies behind the actual processes. Therefore we 

understand a business model as the conceptual and architectural implementation of a 

business strategy and as the foundation for the implementation of business processes. 

(Osterwalder & Pigneur 2002) The considerations above provide the basis for business model 

configurations for the purposes of this thesis. 

 

In this study, business model is defined as a structural template of how a firm transacts with 

customers, partners and vendors (Zott & Amit 2007), reflecting the firm’s realized strategy 
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(Casadesus-Masanell & Ricart 2010). This is in line with the view on strategy view by 

Mitzberg (1978), where strategy is associated with intent and structure with action.  

 

The final difference that has been discussed somewhat less to date is that strategy includes 

execution and implementation, while the business model is more about how a business 

works as a system. A practical distinction describes business models as a system that shows 

how the pieces of a business fit together, while strategy also includes competition.  

(Osterwalder et al. 2005; Magretta 2002) 

 

Finally, it is important to realize that a firm can have more than one business model for 

different markets and customers (Kujala et al. 2010). However, strategy theorists have stated 

that most companies are unsuccessful in their efforts to compete with two business models 

at once because the two models can conflict with each other (Markides & Oyon 2010).  

 

As it was mentioned in the “Research gap” part of this thesis the, business model research 

can be divided into distinct research streams. The following chapter will take a closer look at 

this and provide more detailed description.  

 

 

2.1.2. Business model research streams 

 

The e-business model research can be organized around two complimentary streams. These 

streams suggested by Hedman & Kalling (2003) can be described in a following way: 

 

First stream aims to describe and define the components of an e-business model. For 

example, Afuah & Tucci (2001) have listed the following components belonging to the 

business model: customer value, scope, price, revenue sources, connected activities, 

implementation, capabilities, and sustainability. Timmers (1998) on the other hand has 

defined an e-business model as the architecture for product, service and information flows, 

including a description of the various business actors and their roles; and a description of the 

potential benefits for the various business actors, and a description of the sources of 
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revenues. Amit & Zott (2001) have identified three components that belong to an e-business 

model: content (exchanged goods and information), structure (the links between transaction 

stakeholders), and governance of transactions (the control of the flows of goods, 

information and resources). Finally, Bouwman et al. (2008) have distinguished four common 

components that are Service Concept, Technological Architecture, Organizational 

Arrangements and Financial Arrangements. For other papers in this stream, the following 

can be mentioned (e.g. Afuah & Tucci 2001; Amit & Zott 2010; Osterwalder et al. 2002, 

2005, 2010; Pateli & Giaglis 2004; Sosna et al. 2010).  

 

Second stream can be described as focusing on dynamics of an e-business model and 

explaining how businesses use the Internet to interact as well as what the value creation 

mechanisms are for customers and other stakeholders (Applegate 2001). As an example for 

other papers in this stream Weill & Vitale (2001) have defined eight different e-business 

models that are direct customer, full-service provider, intermediary, whole of enterprise, 

shared infrastructure, virtual community, value net integrator, and content provider. These e-

business models have been defined based on a systematic and practical analysis of several 

case studies. The authors have also studied how each model works in practice, including how 

revenue is generated in addition to identifying the core competencies and critical factors 

required to succeed. 

 

In this thesis the aim is to contribute on this second stream by analysing how the 

technological developments and servitization have changed the business model of the case 

company Sanoma Media and what is expected to happen in the near future.  

 

Contributing to this first stream of e-business model research (Hedman & Kalling 2003), the 

following chapter will take a closer look at a Business Model Canvas framework by 

Osterwalder (2002, 2005, 2010).  
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2.1.3. Business model canvas 

 

As the previous chapters on this thesis show, there is a very wide array of different 

frameworks available to materialize the concept of a business model. Osterwalder has 

studying the business model concept on several research papers (2002; 2004; 2005; 2010). 

From the basis of this research the following description has been attained (2005):  

 

“A business model is a conceptual tool containing a set of objectives, concepts and 

their relationships with the objective to express the business logic of a specific firm. 

Therefore we must consider which concepts and relationships allow a simplified 

description and representation of what value is provided to customers, how this is 

done and with which financial consequences. “ 

 

For the purposes of this research the Business Model Canvas by Osterwalder has been 

chosen as it offers a comprehensive way of analysing different components of a business 

model. This model also covers all areas of a business model suggested by Chesbrough (2006) 

and Chesbrough & Rosenbloom (2002).  

 

This framework has also already been used to analyse the business models within the 

publishing industry (Osterwalder 2010).  This framework for business model architecture 

(2004; 2005 & 2010) is illustrated on Figure 1. This framework is called “Business Model 

Canvas” and it seeks to include all aspects that are required to make a business model work. 

The framework consists of four main parts nine sub-parts.  
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Figure 1 – Business model architecture (Osterwalder et al., 2005; 2010) 

 

First part is Pillar 1: Offer. This part defines what the company is actually offering. Therefore 

it is filters down to the building block called Value Proposition: The purpose of this 

component is to describe the products and services a business offers. It is an overall view of 

bundle of products and services that together represent value for a specific customer 

segment. Therefore, this part describes the way a firm differentiates itself from its 

competitors and offers a reason why customers purchase products from a particular firm and 

not from one of its competitors.  

 

Second part of this is Pillar II: Customer interface. On top level this part defines all parts of the 

business model that are visible to customers of the business. Therefore this part consists of 

overall three components. First component is Customer Segments. This part proposes the 

segments of customers the organization offers its value proposition to. With this an 

organization seeks to capture the essence of where the firm does and does not compete – 

which customers, which geographical areas, and what product segments (Hamel 2000; Afuah 

& Tucci 2001). Second component is Channels which describes how an organization can get 

in touch with its customers. It also includes the means for a company to deliver its products 

and services to customers. Therefore this part includes the company's marketing and 

Pillar IV: Financial Aspects

Cost Structure Revenue Streams

Customer 

Relationships

Channels

Customer 

Segments

Value Proposition

Pillar III: Infrastructure Mgmt

Key Partners Key Activities

Key Resources

Pillar II: Customer InterfacePillar I: Offer
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distribution strategies. This element refers to the way a firm “goes to market” and how it 

actually “reaches” its customers (Hamel 2000). Third and final component of Pillar 1 is 

Customer Relationships, which describes links that the company establishes between itself and 

its different customer segments. It can also be described as the process of managing 

customer relationships and thus customer relationship management (CRM) is considered to 

be a part of this.  

 

Pillar III: Infrastructure Management aims to define how the company is able to deliver its value 

proposition to its customers. This part also consists of three components. First component 

is Key Activities which describes the activities that are compulsory for an organization to 

execute its chosen business model.  Several authors describe how value and competencies or 

capabilities are interconnected (Wallin 2000; Osterwalder 2002). Therefore this part includes 

the core competencies of an organization that required making it work and also bringing 

competitive advantage. These capabilities can also be understood as repeatable patterns of 

action in the use of assets to create, produce, and/or offer products and services to a market 

(Wallin 2000). Second component is Key Resources. It is said that in order to create value, an 

organization does need resources (Wernefelt 1984). Therefore this component describes the 

resources that are necessary to create value for the customer. Another way of describing this 

is with arrangement of activities and resources. Last component under this pillar is Key 

partners: This describes the partner network with other organizations which complement 

other’s aspects of their business models. In management literature these partnerships have 

been described as stable inter-organisational ties, which are strategically important to 

participating firms. These may take the form of strategic alliances, joint-ventures, long-term 

buyer-supplier partnerships, and other ties. (Gulati et al. 2000; Osterwalder & Pigneur 2002) 

 

Final part of the business model canvas is Pillar IV: Financial Aspects. This describes all 

financial sides associated with running the business. This pillar consists of two components 

from which first part is Cost Structure. This part consists of all monetary consequences of 

employing a chosen business model. This part includes all operating costs the company 

generates and also profit margins generated by sales of different product families are 

associated with this. Second and final part component of the business model canvas is 

Revenue Model which illustrates the Revenue flows through which an organization makes 
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money through a variety of revenue streams. Amit & Zott (2001) also state that revenue 

model refers to the specific modes in which a business model enables revenue generation. 

 

Research conducted for this Thesis will be using this “Business Model Canvas” framework 

by Osterwalder. This includes all aspects required for a business model and also offers a 

good tool to gauge the evolution of some parts of the business model overtime.  

 

Final part of the literature review considering business models will introduce the concept of 

e-business model that is an important definition with reference to the context of this thesis.  

 

 

2.1.4. E-business model 

 

As explained in the earlier chapters, the dotcom explosion and subsequent burst in the 2000s 

resulted into an expansive population of different business model definitions (Doganova & 

Eyquem-Renault 2009). Simultaneously, a number of new business models have emerged, 

which could not have been imagined prior to the recent digital technology developments 

(Wall et al. 2007). Among other things, within the field of business model research this has 

resulted into creation of a concept of e-business model. Therefore for the purposes of this 

research it is necessary to cover this topic. Companies have also realized the great potential 

Internet has to complement rather than to cannibalize a business’s channels and thus it has 

become a very interesting topic (Porter 2001).  

 

It is important to notice how information and communication technology related factors are 

changing the business models. These new technologies are rapidly advancing and facilitating 

new types of technology-mediated interactions in business and subsequently the business 

model research has become a particularly important (Geoffrion & Krishnan 2003).  

 

In its simplest form, e-business can be defined as marketing, buying, selling, delivering, 

servicing and paying for products, services and information across (non-proprietary) 

networks linking an enterprise and its prospects, customers, agents, suppliers, competitors, 
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allies and complementors (Weill & Vitale 2001). Thus, Amit & Zott (2011) summarize that e-

business means “doing business electronically” and it comprises of “Internet-based 

business”, “e-commerce”, “e-markets” and “Internet-based businesses”. Pure e-business 

firm can be defined as one that derives a significant proportion (at least 10%) of its revenues 

from transactions conducted over the Internet (Amit & Zott 2001).  

 

In recent years technology has revolutionized the speed and the geographical scope of 

business; however the key change is that enterprises are beginning to think of new models 

for doing business that are not based on traditional rules. These e-business models have only 

come about because of the advances that have been made in technology and the willingness 

of value chain players to adopt these technologies (Amit & Zott 2001).  

 

The accelerating growth of e-business has also raised the interest in transforming traditional 

media business models or developing new ones that better exploit the opportunities enabled 

by technological innovations. One of the major impacts of e-business on conventional 

business practices has been the multiplication of possible business arrangements, which 

increases the complexity and difficulty of decisions to be made by managers. The increase of 

choices has rendered the design and implementation of business models a rather complex and 

difficult task. (Pateli & Giaglis 2004) 

 

When the underlying technology changes and an established means for satisfying consumer 

needs are overturned, the traditional business model needs to be refined (Teece 2010). In 

digital business, the underlying service platform enables the actualization of strategy, much in 

the same manner as organization structure enables actualizing strategy in offline setting. This 

is due to the fact that the customer interface, revenue logic and digital production (i.e. 

organization structure) are built on it. Therefore, the service platform plays a crucial role in 

the digital business model, especially for organizations operating both in the traditional and 

digital business (Applegate 2001) 

 

Finally, building on the review of the business model literature and especially the literature 

focusing on digital business models, the empirical research focuses on uncovering the factors 

that affect the decision to construct a digital business model. Tikkanen et al. (2005) have 
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suggested that management plays a crucial role in changing the business model. Therefore the 

empirical research of this thesis will focus on management and their decisions. 

 

This ever-increasing level of digitalization has developed into a change resulting into an 

increasing level of service within many industries. This is phenomenon is particularly evident 

with newspaper publishing where the importance of a physical product has been slowly 

reducing. Therefore the concept of Service-Dominant logic will be examined in the following 

chapter. 

 

 

2.2. Service-Dominant logic 

 

Since, the term was servitization was first introduced in the late 1980s the topic has been 

widely studied by scholars to understand the methods and implications of service-led 

competitive strategies for manufacturers (Wise & Baumgartner 1999; Oliva & Kallenberg, 

2003; Slack 2005). Vargo and Lusch first introduced the concept of Service-Dominant (S-D) 

logic in 2004 on paper “Evolving to a new dominant logic for marketing.”. Since the first 

release the concept and theories have been further developed, evolved and defended in 

several articles. (Vargo & Lusch 2004; 2006; 2008; 2011; Vargo et al. 2005; 2010; Lusch 2011; 

Lusch & Vargo 2006; 2011; Lusch et al. 2007; Gummesson 2008) 

 

The foundations of S-D logic lie around unified mind-set that is set towards understanding 

the purposefulness and nature of organizations, markets and society. The foundational 

premise of S-D logic is that organizations, markets, and society are fundamentally concerned 

with exchange of service—the applications of competences (knowledge and skills) for the 

benefit of a party. In effect the S-D logic also relies on assumptions that all firms are actually 

service firms regardless of the product they offer. Vargo and Lusch (2004) also take this 

assumption even further by highlighting that all markets are actually concentrated on the 

exchange of service, and all economies and societies are service based. (Vargo & Lusch 2004) 
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It is said that the foundational premises for the S-D logic have been embedded into 

traditional marketing theories. Customers do not buy goods or services - They buy offerings, 

which render services, which the create customer value (Gummesson 1995). Even 

researchers who have been criticizing S-D logic, such as Kotler, have noted that the 

“importance of physical products lies not so much in owning them as in obtaining the 

services they render. Kotler (1977, p.8)”  

 

Grönroos (2000) has stated that the focus should not be in the physical products, but rather 

on the consumers' value-creating processes. This is where the actual value emerges for 

consumers, and is then perceived by them. Thus, the focus of marketing is value creation 

rather than value distribution.  

 

Consequently, marketing thought and practice should be grounded in service logic, 

principles and theories. In line with S-D logic, it follows that instead of service marketing 

“breaking free” from goods marketing, as has been the pursuit of the services marketing sub-

discipline for the last some decades, all of marketing needs to break free from the goods and 

manufacturing-based model, which is called goods-dominant (G-D) logic. S-D logic 

comprises concepts of the value-in-use and co-creation of value rather than the value-in-

exchange and embedded-value concepts of G-D logic. Thus, instead of firms being informed 

to market to customers, they are instructed to market with customers, as well as other value-

creation partners in the firm’s value network. (Vargo & Lusch 2004, 2008) 

 

According to Vargo & Lusch (2010) Service-Dominant logic builds around ten foundational 

premises (FP) presented in Table 2. These FPs have evolved quite much since their first 

release back in 2004. The listing on this thesis has been gathered from the latest available 

articles (Vargo & Lusch 2004, 2008; Vargo et al. 2010).  
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Table 2 – Foundational premises of Service-Dominant logic (Vargo et al. 2010) 

 

 

I .Service is the fundamental basis of exchange. 

 

Service is exchanged for service. It is said that people have got two kinds of resources: 

Operand and Operant. Operand resources are such that on which an operation or act is 

performed to produce an effect, and they compare operand resources with operant resources, 

which are employed to act on operand resources (and other operant recourses). Operant 

resources are resources that produce effects (Constantin and Lusch 1994). 

 

Operand resources can for example be defined as raw materials or even such as customers. 

These are often invisible and intangible; often they are core competences or organizational 

processes. They are likely to be dynamic and infinite and not static and finite, as is usually the 

case with operand resources. An example of Operant Resource can be core competences.  

- Premise Explanation/ Justification

FP1
Service is the fundamental basis of  

exchange.

The application of  operant resources (knowledge and 

skills), “service,” is the basis for all exchange. Service is 

exchanged for service.

FP2
Indirect exchange masks the 

fundamental basis of  exchange.

Goods, money, and institutions mask the service-for-

service nature of  exchange.

FP3
Goods are distribution mechanisms 

for service provision

Goods (both durable and non-durable) derive their 

value through use - the service they provide.

FP4

Operant resources are the 

fundamental source of  competitive

advantage.

The comparative ability to cause desired change drives 

competition.

FP5 All economies are service economies.
Service (singular) is only now becoming more appar- 

ent with increased specialization and outsourcing.

FP6
The customer is always a co-creator of  

value.
Implies value creation is interactional.

FP7
The enterprise cannot deliver value, 

but only offer value propositions.

The firm can offer its applied resources and 

collaboratively (interactively) create value following 

acceptance, but cannot create/deliver value alone.

FP8
A service-centered view is inherently 

customer oriented and relational.

Service is customer-determined and co-created; thus, it 

is inherently customer oriented and relational.

FP9
All economic and social actors are 

resource integrators.

Implies the context of  value creation is in networks of  

networks (resource-integrators).

FP10

Value is always uniquely and 

phenomenological determined by

the beneficiary.

Value is idiosyncratic, experiential, contextual, and 

meaning laden.
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It is important to notice that it requires Operant Resources to create an actual product out of 

Operand Resources. Hence, with S-D logicm application of specialized skills and knowledge 

are required to generate a unit of exchange (actual product). This is also in-line with more 

traditional view from economics that states that that resources are not; they become 

(Zimmermann 1951).  

 

In 2008 Vargo and Lusch added, “Service is the fundamental basis of exchange”. They 

continue by stating that the application of operant resources (knowledge and skills), 

“service,” as defined in S-D logic, is the basis for all exchange. Service is always exchanged 

for service. 

 

 

II. Indirect Exchange Masks the Fundamental Unit of Exchange 

 

While S-D logic views service as the central driver of the economy, it also distinguishes that 

a web of interconnected intermediaries related with exchange often masks the direct service-

for-service exchange. (Vargo et al. 2010) 

 

It is stated that an organization is not necessarily more customer focused even if it simply 

delivers intangibles, has some microspecialists that interact with customers and is in an 

industry categorized as a “service” industry. Many non-goods-producing organizations, 

especially large bureaucracies, are just as subject as goods-producing institutions to the 

masking effect of indirect exchange. While doing it they also deliver services through 

organized microspecializations that are focused on minute and isolated aspects of service 

provision. (Vargo & Lusch 2004, 2008) 

 

Regardless of the type of organization, the vital process does not change; people still 

exchange their frequently collective and distributed specialized skills for the individual and 

collective skills of others in monetization and marketing systems. People still exchange their 

services for other services. Money, goods, organizations, and vertical marketing systems are 

only the exchange vehicles. (Vargo & Lusch 2004) 



21 

 

Microspecialization, organizations, goods and money obscure the service-for-service nature 

of exchange. In 2008 Vargo and Lusch continued by stating that “Indirect exchange masks 

the fundamental basis of exchange” They continue by stating that “Because service is 

provided through complex combinations of goods, money, and institutions, the service basis 

of exchange is not always apparent” 

 

 

III. Goods Are Distribution Mechanisms for Service Provision 

 

One of the foundations of S-D logic is that goods should no longer be considered being 

simple tangible product. Customers purchase goods to fulfil a greater need, may it be owning 

them, displaying them, and experiencing them that provides the original need why that 

product was purchased in the first place. Goods are platforms or appliances that assist in 

providing benefits. Therefore it is stated that goods are best viewed as distribution 

mechanisms for services, or the provision of satisfaction for higher-order needs. (Vargo & 

Lusch 2004) 

 

In 2008 by Vargo and Lusch stated this part had evolved to “Goods (both durable and non-

durable) derive their value through use – the service they provide” 

 

 

IV. Operant resources are the fundamental source of competitive advantage. 

 

This FP was originally “Knowledge Is the Fundamental Source of Competitive Advantage”. 

With its consideration of service as the basis of exchange, S-D logic indicates that the 

apparent shift in the economy is not one from goods to services, but rather it is a shift from 

focusing on tangible and static to intangible and dynamic resources. (Vargo & Lusch 2004, 

2008) 

 

Operant resources, especially know-how, are the essential component of differentiation. 

Knowledge is an operant resource. It is the foundation of competitive advantage and 
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economic growth and the key source of wealth. Knowledge is composed of propositional 

knowledge, which is often referred to as abstract and generalized, and prescriptive 

knowledge, which is often referred to as techniques. (Vargo & Lusch 2004, 2008) 

 

In 2008 Vargo & Lusch had evolved this part to “Operant resources are the fundamental 

source of competitive advantage”. Specification stated, “The comparative ability to cause 

desired change drives competition” 

 

 

V. All Economies Are Services Economies 

 

Another key realization with reference to S-D logic and servitization is that service has only 

recently become more apparent with increased levels of specialization and outsourcing. Key 

realization is that it has in fact always been what has been exchanged. The fundamental 

economic exchange process relates to the application of mental and physical skills (service 

provision), and thus manufactured goods are mechanisms for service provision. (Vargo & 

Lusch 2004, 2008) 

 

It is because of this differentiation of specialised skills (services) in an output-based 

classification model rather than a fundamental economic shift that researchers definitionally, 

rather than functionally, have only lately considered that a shift is in fact occurring towards a 

‘services economy’ (Shugan 1994). 

 

In 2008 Vargo & Lusch had evolved this part to “All economies are service economies”.  

Further identifications had evolved to “Service (singular) is only now becoming more 

apparent with increased specialization and outsourcing” 
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VI. The Customer Is Always a Co-Creator of Value 

 

There is no value until an offering is used – expedience and perception are essential to value 

determination. From a service-centered view of marketing with a strong focus on continuous 

processes, the consumer has always been involved in the production of value. This is said to 

be the case even with tangible goods where production does not end with the manufacturing 

process. Vargo & Lusch argue that the production is an intermediary process. Goods are in 

fact appliances that provide services for and in conjunction with the consumer. (Vargo & 

Lusch 2004, 2008) 

 

Normann and Ramirez (1993, p. 69) have stated that, “the key to creating value is to 

coproduce offerings that mobilize customers.” Prahalad and Ramaswamy (2000) continued 

by stating that the market has become a venue for proactive customer involvement, and they 

argue for co-opting customer involvement in the value-creation process. 

 

In 2008 Vargo & Lusch evolved this FP to this current format of “customer is always a co-

creator of value” from original “Customer is Always a coproducer”. Authors continued by 

stating that this implies to the fact that value creation is interactional. Co-creation of 

customer value has also received interest among business model business model research 

(Osterwalder et al. 2005, 2010).  

 

 

VII. The enterprise cannot deliver value, but only offer value propositions. 

 

This eight FP argues that value is always co-created in a process that requires the active 

participation of the firm, its customers and other stakeholders. More specifically, S-D logic 

argues that firms cannot create and deliver value; they can only propose value. (Vargo et al. 

2010) Over time this part has evolved only slightly as originally Vargo & Lusch (2004) called 

this “The Enterprise Can Only Make Value Propositions” 

 

Since value is always determined by the customer (value-in-use), it cannot be embedded 

through manufacturing (value-in-exchange). For example, Gummesson (1998, p. 247) has 
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argued that “if the consumer is the focal point of marketing, value creation is only possible 

when a good or service is consumed. An unsold good has no value, and a service provider 

without customers cannot produce anything.” 

 

To continue with this, Grönroos (2000, pp. 24–25) continues, “The customer, partly in 

interactions between the customer and the supplier or service provider, creates value for customers throughout 

the relationship.” The focus is not on products but on the customers’ value-creating processes 

where value emerges for customers and is perceived by them. The focus of marketing is value 

creation rather than value distribution, and facilitation and support of a value-creating 

process rather than simply distributing ready-made value to customers. 

 

In 2008 this had evolved to “The enterprise cannot deliver value, but only offer value 

propositions”. Further clarification stated, “Enterprises can offer their applied resources for 

value creation and collaboratively (interactively) create value following acceptance of value 

propositions, but can not create and/or deliver value independently” 

 

 

VIII. A Service-Centered View Is Customer Oriented and Relational 

 

Once operant resources are being used for the benefit of the customer it does place the 

customer integrally in the centre of value creation process while implying the relationship. 

Interactivity, integration, customization, and coproduction are the foundations of a service-

centered view and its integral focus on the customer and the relationship.  

 

Davis and Manrodt (1996, p. 6) have approached the service-centered view in the following 

way: [It] begins with the interactive definition of the individual customers’ problem, the 

development of a customized solution, and delivery of that customized solution to the 

customer. The solution may consist of a tangible product, an intangible service, or some 

combination of both. It is not the mix of the solution (be it product or service) that is 

important, but that the organization interacts with each customer to define the specific need 

and then develops a solution to meet the need. (Vargo & Lusch 2004, 2008) 
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In 2008 Vargo & Lusch had evolved this part to “A service-centered view is inherently 

customer oriented and relational”. Further clarification continued by stating that “Because 

service is defined in terms of customer-determined benefit and co-created it is inherently 

customer oriented and relational” 

 

 

IX. All economic and social actors are resource integrators. 

 

This part was added to the original FPs only in 2006 (Vargo & Lusch, 2006) when it was 

called Organizations exist to integrate and transform micro-specialized competences into 

complex services that are demanded in the marketplace 

 

This is built on the premises that S-D logic suggests organizations to exist because the 

entrepreneur, with his or her bundle of skills, is able to (1) envision science that people want 

and will pay to obtain and (2) integrate together micro specialists to offer and provide this 

service. In this sense some of the most important operant resources in society and in the 

economy are the entrepreneurial spirit, and mental skills of individual entrepreneurs and 

their collectivity. These entrepreneurs multiply the resources by combining them in an 

organization and exchanging applied organizational competencies with their customers. 

 

In addition to the above, in 2008 this was further evolved by Vargo & Lusch to “All social 

and economic actors are resource integrators”. The authors continue by stating that this 

implies the context of value creation is networks of networks (resource integrators).  

 

 

X. Value is always uniquely and phenomenologically determined by the beneficiary 

 

This part was added by Vargo and Lusch in 2008 as the authors felt that the original FPs 

were not sufficiently explicit enough about the experiential nature of value on the original 

paper “Evolving to a new dominant logic for marketing.” (Vargo and Lusch 2004, 2008).  

 

The co-creation of value among service systems includes the integration and application of 
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resources from service providers (e.g, firms), by service beneficiaries (e.g., customers) but, 

because value is always based on the context and perspective, it is always derived and 

determined by the beneficiary. (Vargo et al. 2010) 

 

 

In academic research Service-Dominant logic has also been criticized. The criticism has 

concentrated on the fact that the S-D logic suggests that there is a one best way: a single 

unitary perspective for marketing. Instead there is a need for multiple perspectives in 

marketing, together with the methodological pluralism that it implies (O’Shaughnessy & 

O’Shaughnessy 2007; 2011). Vargo & Lusch have effectively defended their theories (Vargo 

& Lusch 2011; Lusch & Vargo 2011).  

 

Overall, to summarize the SD-Logic as oppose to Goods-Dominant worldview, it is good to 

make distinctions of the following points (Vargo & Lusch 2004, 2006; 2008): 

 

1.   Identify or develop core competences, the fundamental knowledge and skills of an 

economic entity that represent potential competitive advantage. 

2.   Identify other entities (potential customers) that could benefit from these 

competences. 

3.   Cultivate relationships that involve the customers in developing customized, 

competitively compelling value propositions to meet specific needs. 

4.   Gauge marketplace feedback by analysing financial performance from exchange to 

learn how to improve the firm’s offering to customers and improve firm 

performance. 
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2.3. Theoretical synthesis and research framework 

 

This section for theoretical synthesis and research framework is divided into three parts. 

First part of this section will cover the traditional business model canvas of newspaper 

publishing industry. Second part is about transitional concepts on how an organization 

moves from Goods-Dominant logic towards Service-Dominant logic. Third and final part of 

this chapter will introduce the dynamic design of a business model that is required when 

operating in a current digital environment.  

 

The analysis will begin with presentation of the traditional business model canvas of 

newspaper publishers introduced by Osterwalder & Pigneur (2010, page 92-93), which is 

illustrated on Figure 3. This will be the starting point for the analysis on this thesis. Analysis 

will then move on to evaluate how and which components of the business model have 

changed, in what order and what the future development could be bringing.  
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Figure 2 – Traditional business model architecture of newspaper publishing 

(Osterwalder et al. 2010) 

 

 

First pillar of the business model examined is Offer. Value Proposition component describes 

the bundle of products and services that create value for a specific Customer Segment. This 

part is based on quality journalism that results into high circulation. This description above 

makes it interesting for advertisers as well as there is advertising space in high circulation 

newspaper available.  

 

Second pillar of the business model examined is Customer Interface. This begins with 

component Customer Relationships which describes the types of relationships a company 

establishes with specific Customer Segments. This part is driven by acquisition and retention, 

as customers tend to stay loyal to the newspaper of their choice. Distribution partners who 

Newsstand Sales

Subscription fees

Advertising

-

General Public

Advertisers

Acquisition

Retention

Distribution 

Partners

Ad Sales Force

High Quality Local 

Newspaper

Ad Space in High 

Circulation Newspaper

Pillar IV: Financial Aspects

Key Resources

Write & Produce 

a Daily PaperDistribution 

Agreements

Printing Houses

Other 

Newsagencies

Brand,

Distribution 

network & 

Logistics

Channels

Pillar III: Infrastructure Mgmt Pillar I: Offer Pillar II: Customer Interface

Cost Structure Revenue Streams

Customer 

Segments

Key ActivitiesKey Partners Value Proposition Customer 

Relationships



29 

arrange that newspaper is delivered to all addresses for individual customers and newsstands 

drive the component Channels which describe how a company communicates with and 

reaches its Customer Segments to deliver a Value Proposition. Another part of this is the Ad 

Sales Force who actively searches for business in terms of selling advertising space. Last 

component under this pillar is Customer Segments. In the past segments were not very accurate 

and newspaper was targeted to general public. As with many other businesses, segments 

were simply mass market.  

 

Third pillar of the business model is Infrastructure Management. This begins with 

component Key Partners. These are the partners that make it possible for the company to 

operate with their chosen business model. First ones are the distribution partners again who 

make it possible that newspaper finds all subscribers and newsstands. Second one is the 

Printing Houses – These are required to produce the physical product. Last one on the list is 

other news agencies – Focal newspaper does acquire news from other news agencies to 

make sure that all accurate and up-to-date information is getting printed. The second 

component under this pillar is Key Activities, which describes the most important things a 

company must do to make its business model work. With our target company this means 

writing and printing a daily newspaper. Final component under this pillar is Key Resources, 

which describes the most important assets required to make this business model work. 

Brand, Distribution Network and Logistics form this part. Brand is probably the most 

arguable of these as it is always a subject to general acceptance. However, consumers usually 

tend stay loyal to the newspapers they read (Knox & Walker 2001).  

 

Fourth and final pillar of the business model is Financial Aspects. This part begins with 

component Cost Structure that describes all costs incurred to operate a business model. 

Effectively, this part includes all wages of people working as well as costs holding up the 

entire infrastructure with printing and distribution. Second and final component of financial 

aspects and business plan canvas is Revenue Streams that represents the cash a company 

generates from each customer segment. With this model, the revenue streams can be defined 

as newsstand sales, subscription fees and income from advertisers. With this part there was 

the clearest difference with case company and this model. In an interview conducted, 

Manager 1 told:  
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“Newsstand sales have always been relatively small thing for us bringing in only 

about 1% from total sales. Generally speaking, this is much bigger in other countries 

so there are geographical differences with this”.  

 

With reference to S-D logic, this thesis aims to uncover how development of different 

business model components has affected the level of servitization. Vargo & Lusch (2006) 

have identified conceptual transitions when moving from Goods-Dominant Logic (G-D) 

towards Service-Dominant Logic (S-D). These concepts are illustrated on Table 3. In order 

to serve the research question of this thesis better, different business model dimensions have 

been added to the first column on the left. This table also highlights that adoption of the S-

D logic rarely is a clear simple step. Rather it also moves together with the dynamic design of 

a business model and changes happen evolutionally. Considerations on part Cost Structure 

are outside the scope of this Thesis and therefore have been left outside the considerations.  

 

 

Table 3 – Conceptual transitions from G-D Logic towards S-D Logic (Adapted from 

Vargo et al. 2006 & Osterwalder et al. 2010) 

 

 

The third and final part of the synthesis is to examine the evolution of a business model as it 

is said that a business model is a snapshot and description at a specific moment in time as 

changes constantly take place (Hamel 2000; Linder & Cantrell 2000). Also, some companies 
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use business models as a concept to evolve from a specific state of their business model to a 

designed and desired new business model (Linder & Cantrell 2000; Osterwalder et al. 2005). 

In the digital landscape this is particularly true. Business models need to be designed 

dynamic and more flexible than before as value networks will arise and replace the 

traditional, static and linear value chains more frequently than before. Figure 2 illustrates this 

dynamic nature of a business model as suggested by Miller & Lessard (2000). Timeline can 

be seen at the bottom of the figure and it shows how all parts of a business model evolve as 

time moves on. For the purpose of this Thesis, the “Business Model Canvas” framework by 

Osterwalder illustrated on Figure 1 will be used and considerations will be made on how 

different parts of it are changed when time progresses.  

 

 

Figure 3 – Dynamic design of business model (Adapted from Miller & Lessard 2000) 
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3. Methodology 

 

This section presents the methodological approach used in conducting the empirical 

research of this thesis. Case study method and its position in the category case study 

methods is presented. It also depicts the method used to generate the data and the methods 

used to analyse it. In addition, reliability and validity of the data are discussed.  

 

 

3.1. Case Study Method 

 

A case study as a research can be defined as an empirical enquiry that investigates a phenomenon within its 

context, where the boundaries between the phenomena and the context are not clearly evident 

(Yin 2003, p. 13). Case studies have been proven to be an exceptional method of generating 

and testing theories in the field of strategies (Gibbert et al 2008).  

 

Case study approach was chosen for this thesis as it offers an extensive deep contextual 

understanding of a currently unfolding phenomenon, e-reading in this case (Stake 1995; Yin 

2003).  

 

The research framework and data analysis moved on simultaneously with the empirical 

research that was a subject to Systematic Combining, which is the recommended approach 

to be used with single case studies (Dubois & Gadde, 2002). Systematic combining is based 

on the logic of the abductive approach (ibid.) and it is also the most commonly used method 

with case study research (Coffey & Atkinson, 1996). Furthermore, Gummesson (2000) 

argues that all types of research become a blend of deductive and inductive research after the 

initial stages. Figure 4 illustrates the nature of a Case Study and systematic combining. 
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Figure 4 – Systematic Combining (Dubois & Gadde 2002) 

 

 

Main difficulty with case studies is the handling of interrelatedness on various elements of 

the research work. Greatest challenge is to match data from different sources and format 

those into a cohesive package while keeping the main objective of any research clear in mind 

– Confront theory with the empirical world. With systematic combining this confrontation is 

more or less continuous throughout the research process. How this process develops is 

directed by another confrontation, which is between the evolving framework and the 

evolving case. With these aspects in mind systematic combining was the most appropriate 

research method with reference to this thesis. (Dubois & Gadde, 2002) 

 

Final consideration with reference to this thesis and case study approach was in defining the 

case and how it was selected which are among the most important phases in a case study 

(Ragin & Becker 1992). The choice of case company for this thesis was selected as it did fit 

the research questions and appropriate amount of information could be obtained from it.  
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3.2. Collecting the research data 

 

Primary dataset for the research consisted of internal reporting material of Sanoma News 

development group that included a total of 150 documents and approximately 1,400 pages of 

material. Material included all presentations, statistics and meeting transcripts from 

developments group’s monthly meetings since beginning of the year 2010 until June of 2011.  

 

Secondary dataset comprised of interviews. These were conducted to support and fill in 

information provided by the primary dataset as it is suggested that interviews are an 

important source of information when conducting case study research (Yin 2003). Total of 

three managers who had actively been part of the development process from the launch of 

the initial strategy project were interviewed. 

 

Purpose of these interviews was to clarify why certain decisions had been made in certain 

stages and fill some gaps that had been left by the primary data analysis. Interview questions 

were comprised of shortages in the data 

 

 

3.3. Method of analysis 

 

Following the interviews and material provided by Sanoma News, an Event Structure 

Analysis (ESA) was conducted. ESA offers systematic, computer-assisted method to model 

causal relationships across observed events (Corsaro & Heise 1990; Brown 2000). The goal 

of this is to recognize path dependent processes taking place in at Helsingin Sanomat from 

the start of the e-reading process in the beginning of 2010 until current date.  

 

An on-line program called “ETHNO” was used to analyse the sequential event data that has 

been extracted from the primary and secondary dataset.  Datasets were screened to outline a 

set of key organizational actions and decision-making process. (Corsaro & Heise 1990) 
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ETHNO software produced the diagrams of event sequences that are presented in the 

Appendix 1. This diagram provided a good picture on how the business model around e-

reading had been developed at the case company Sanoma News and thus it worked as a 

valuable tool in analysing the results. Therefore ETHNO was a suitable tool to use with 

systematic combining where the empirical actions were linked to theories and framework 

presented as well as the case itself.  

 

 

3.4. Reliability and validity 

 

There are four tests to evaluate the quality of any empirical social research. These four tests 

are designed to construct validity, internal validity, external validity and reliability (Yin 2003, 

p. 34). This part of the thesis aims at applying all of these to this study to give a clear picture 

of the reliability and validity of the research.  

 

The purpose of construct validity is to “establish correct operational measures for the 

concepts being studied” (Yin 2003, p. 34). To meet construct validity, Yin (2003) described 

two important steps that should be used. First, it is important to select the specific types of 

changes that are to be studied and relate them to the original objectives of the study. With 

this thesis the specific change was opportunity for e-reading and goal is to see how the 

business model evolve around that. Second step is to demonstrate that the selected measures 

of these changes do reflect the specific types of changes that have been selected. With this 

thesis, the systematic combining and Event Structure Analysis have measuring these changes 

possible. Key informants for this research have also reviewed the draft case study documents 

and this process has been meticulously documented. As suggested by Larsson (1993) these 

conducted procedures increase the construct validity.   
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Internal validity establishes a causal relationship whereby certain conditions are shown to 

lead to other conditions, as distinguished from spurious relationships (Gibbert et al. 2007; 

Yin 2003, P. 34). This research uses well-documented primary data and interviews to support 

that. In analysing the interview results pattern matching has been used to enhance internal 

validity.  

 

External validity refers to which extent the findings of the study can be generalized beyond 

this particular study (Gibbert at al. 2008; Yin 2003, p. 34). The case study approach has not 

always been recognized as a proper scientific method. The main arguments against it have 

been that it does not provide solid foundations for generalization for scientific 

generalization. This problem is further increased when conducting a single case study (Yin 

2003; Gummesson 2000). Despite the systematic groundwork and clear findings, the 

findings would need to be tested by replicating them to other similar cases in order to 

increase the external validity. As this is beyond the scope of this thesis it was unfortunately 

possible to do that. Hence this remains a shortcoming of this research concerning the 

external validity.    

 

Reliability of the research refers to possibility of repeating the case study with same results 

(Yin 2003, p. 34; Merriam 1994). To increase reliability of this research the case study was 

loosely based on to protocol suggested by Yin (2003). Despite this, the reliability of this 

research has been compromised because it is conducted from the basis of a single case study. 

Using multiple cases was unfortunately not possible when conducting this research and 

because of that remains as a shortcoming.  
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4. Findings 

 

This section aims at defining main changes with business models at the case company with 

reference to the development process with the introduction of e-reader application. 

Development process is examined with the Event Structure Analysis. Based on those 

foundational considerations the business model canvas components and S-D logic 

development are analysed. The starting point for the analysis is the traditional business 

model of newspaper publishers that was illustrated on Figure 4. Starting point for the 

analysis is version 1.0 of the e-reader application, which will be followed by analysis on 

version 1.1 and ending with version 2.0. Considerations on Pillar IV Financial Aspects have 

left outside these considerations as they are beyond the scope of this thesis.  

 

 

4.1. E-reader 1.0  

 

This section defines the development process of the e-reader 1.0. All events on ETHNO 

analysis for the event log are illustrated on Figure 5. This research was backed with 

interviews conducted and analysis in the next section of this thesis summarizes the process 

including the interview data with quotations where applicable.  

 



38 

 

Figure 5 – ETHNO analysis for the event log of e-reader 1.0 development 

 

 

4.1.1. Development process of e-reader 1.0 

 

E-reader 1.0 was officially launched in December 2010 but a vast series of events took place 

prior to the release. This all started with management team feeling increased hype from the 

market place that something will be happening very soon. It needs to be noticed that the 

launch of e-business models took place at the case company already back in year 2005. 

Accordingly, there was good market knowledge to support decisions to be made. In an 

interview Manager One said: 

eReading hype is 

recognized at management 

level

1/2010

Current digital formats 

were deemed too 

dependent of  the current 

process and thus first 

demos needs to be made 

manually

eReading strategy project 

and a new development 

project are started

A decision to use external 

consultants to define the 

value chain

2/2010
eReading sub-projects are 

introduced

Go to Market - Analyze 

Target Groups

Technology - 

Recommendation of  

platform tools etc. For 

eReading

Demo Video
Value Chain - Define What 

role in Value Chain

Content and Publishing - 

Define which products will 

start eReading

Advertising - What 

possibilities does eReading 

offer

3/2010
R&D Blog and Demovideo 

introduced

4/2010

First product for eReading 

will be standard newspaper 

for iPad

Conversation at the blog 

slightly calmed down. 

Focus is planned to be 

moved to "eReading" name

Product 2 chosen to be 

pilot project

Definition of  eReadingin is 

based on paid content

First iPad release not likely 

to include new advertising 

concepts

iPad sales begin in United 

States

5/2010 Segmentation workshop

Segments are decided to 

whom eReading will be 

targeted to

Critical success factors for 

eReading are defined

6/2010

7/2010

8/2010 eReader 1.0 in launch phase
eReading Product 2 enter 

planning phase

Product 3 eReading in 

planning phase

New innovation team is 

introduced and its line-up 

confirmed

eReader 2.0 in planning 

phase

9/2010

Earning Logic of  

Advertising for eReading 

1.0 has been clarified with 

benchmarking

eReader 1.0 in release 

phase

Product 4 eReading is put 

on hold

10/2010

Management team has a 

strong belief  that iPad will 

be launched in mid-Nov

eReading development will 

for week 44

Product 3 to eReading 

conceptualization

Decision is made to 

publish Product 3 as a 

replica

11/2010
iPad is released in Finland 

on November 30th, 2010

eReading replica has been 

added to planning phase

eReader 1.0 is sent to 

Apple 23.11.2010

Product 2 eReader still in 

planning phase

Product 3 eReader enters 

conceptualization

eReader 2.0 estimated to be 

released in Q2-Q3/2011

eReader 1.1. is scheduled 

for release in 12/2010 - 

1/2012

There are worries that 

customer information will 

be lost as orders will be 

placed through Apple 

AppStore

12/2010

Digital Content Store 

enters Conceptualization 

phase

eReader 1.0 app enters 

Apple AppStore on 

December 3rd, 2010

Product 3 eReading will 

utilize Adobe's Digital 

Publishing Suite
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”We have got a really long background for this. We had started the mobile solution 

development much earlier and already in beginning made some good decisions on 

what kind of system architecture we will be using. Thus, the process was already 

running. Then we simply received information that this type of hardware will be 

arriving very soon and they will change the world. After that it was just a decision of 

quick decision making” 

 

This point was further emphasized by Manager Two who continued by saying that: 

 

“We have in fact been developing this for over 10 years. First step was the digital 

replica newspaper that was released for subscribers online. When tablet computers 

started become more common it was obvious what would need to happen.” 

 

With reference to the business model canvas development, the foundations for changing the 

component Value Proposition were done at this stage.  Thus, the pillar that was affected was 

Pillar I: Value Proposition.  

 

A decision to use external consultants was also made at this initial stage. This external would 

however be used only to help in executing the strategy and not to help in the strategy 

process. The strategy planning was to be kept strictly in-house and to be done with no 

external assistance.  As Manager One puts it:  

 

”Strategy work was done entirely in-house. “ ”Technological partner has been very 

important to us. We also decided to go with a partner who had a solid and proven 

track record. Traditional management consultants have not had a major role in this.” 

 

This idea recognition phase and realization of this hype resulted into the redefinition of the 

Value Proposition. Outcome was the decision to launch a strategy project for e-reading, 

which was started in January 2010. In an interview Manager One said: 
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“First stage normally is always to launch a strategy project. It also always needs to 

result into to concrete outcomes” 

 

It was also recognized that current digital formats of the newspaper were deemed too 

dependent on the current process. Therefore, it was decided that first demos would need to 

be created manually and done entirely differently from existing models. Therefore it was also 

decided that the newspaper would not be released as a replica. In an interview Manager Two 

said: 

 

“We simply cannot always replicate what has been done. Instead, we need to be able 

to bring in something new. Existing digital newspaper was also operating with a 

different pricing structure on. This was just because if it would be included in pricing 

of the existing products no additional value for the product would be generated from 

the customer point of view. ” 

 

First step in the strategy process was the introduction of sub-projects in February 2010 that 

were: 

 

- Go to Market: Analyse Target Groups 

- Technology: Recommendation of platform tools etc. for e-reading 

- Demonstrational Video: To be created with a partner 

- Value Chain: Define what is Sanoma News’s role in value chain 

- Content and Publishing: Define which products will start the e-reading 

- Advertising: What possibilities does e-reading offer 

 

Internally, biggest focus was turned towards “Go to Market” and “Value Chain”. 

Considerations associated with “Go to Market” have been very important also because they 

do provide they provide information on how these new channels would fit the current 

product strategy of the company.  “Technology” has also been a vast project to accomplish 

but it started only after the initial strategy project. Demonstrational Video was a more 

concrete individual project and was actually the part that showed external people outside the 

organisation that developments were evolving in the field of e-reading. 
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The purpose of these sub-projects was to initiate network decisions and core capability 

considerations. With reference to the business model canvas component development all 

these were key considerations. This marked the starting point for the Pillar II Customer 

Interface, Pillar II Infrastructure Management and Pillar IV Financial Aspects.  

 

When the process moved ahead, advertising was the last part to be considered. In an 

interview Manager One described the process in the following way: 

 

”Go to market and defining the Value Chain have been big parts of the strategy 

project. Technology and Content production have followed little later but as 

extensive projects. Advertising has been the last part to be clarified” 

 

Manager Two who continued further emphasized this point: 

 

”Adverting was little left behind at that stage and we perhaps woke up on that little 

too late. Our partner had the opportunity to work on this but we decided to do on 

the basic things and try to get up to speed couple of times after that. Timing was not 

right for that though. Times have changed now but public is still fairly small. Still, 

this type of leading the way is important.” 

 

With reference to business model development following the redefinition of the Value 

Proposition, these parts were the second step - Decisions considering parts under Pillar III: 

Infrastructure Management were. This process resulted into following outcomes: 

 

- Key Activities: Value configuration operationalizes value proposition  

- Key Resources: Value chain role definition  

- Main Partners: Key partner definition (platform, advertising)  

 

The third step in the Business Model development process followed next. Decisions were 

made with Pillar II: Customer Interface. By April 2010, the groundwork had been completed 

and it was time to solidify strategies on what would be implemented next. The final 
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important part was segmentation and the workshop for that was completed in May 2010. 

Manager Three said in an interview: 

 

”It was very good that we did it (the segmentation workshop). Many companies do 

not have the opportunity to a segmentation structure that would be this clear. If that 

would not be possible then other matters would be need to be driving the process 

and results would be more difficult to predict. This segmentation brought a lot value 

to the targeting. This brought a lot of understanding to product knowledge and also 

helped in profiling the combined subscriber.” 

 

However, Manager Two was not fully satisfied with the segmentation process and added: 

 

”Initially this process was driven very much by the development group. Now we are 

are constantly seeking to develop this process in a way where the customer 

perspective is brought in at an earlier stage.” 

 

Based on the whole strategy process conducted, final decisions under the Pillar II Customer 

Interface were made. The first decision was associated with component channels where the 

decision was made to use the iPad as the platform. At this point in time no other platform 

architectures were deemed suitable, as Google’s Android, Amazon’s Kindle and Nokia’s 

alternatives did not appear as attractive to the Finnish market. It was estimated that the iPad 

would be the main product so it would also make sense to begin with this platform 

architecture. The second decision was associated with the component Customer Relationships 

where it was decided that new product would be based on paid content only. It did not make 

sense to offer it free of charge and this proved also a good opportunity to test whether the 

first adopters of a new device would be willing to pay for the content. The final part was the 

decision under the component Customer Segments where the segments were decided based on 

the workshop conducted in May 2010.   

 

All of this then resulted into redefinition of the Value Proposition.  

 



43 

In April 2010, Apple released the iPad e-reading device in North America, and the European 

launch was understood to be close behind. By May 2010 Sanoma News had completed the 

strategy project and was ready to move ahead as soon as the iPad was released. The last part 

of the process was to reach a mutually satisfying agreement with Apple that would include 

Sanoma’s product in the AppStore as well as bring revenue streams to both. The majority of 

Sanoma News customers are combined subscribers who receive many of Sanoma’s products 

as well as access the digital newspaper online. The key to success was to find a way that the 

e-reader 1.0 could be added as an additional service for those subscribers. This would mean 

that Apple would not be able to keep all of the customer information to itself. To reach an 

agreement did require some negotiation. In an interview, Manager 1 said: 

 

”It was very difficult to negotiate with them (Apple). Luckily we had the advantage 

of being such a prominent operator here at the Finnish market. Because of that we 

had at least some room for negotiation but it was unlikely that we could have made 

any substantial changes. We have joined efforts with some of our international 

competitors and together we have been able to push some of our demands though. 

It needs to be remembered that content drives the sales of the product and if there is 

no content providers there is no content. ” 

 

Manager Three continued along the same lines: 

 

”It was very good that we had such a large pool of combined subscribers as it was 

because of that how we could prove the market potential. I have spoke with some of 

our international colleagues who have admired our achievements with this. Often 

they have not had similar opportunities. However, this process has required a lot of 

time.” 

 

E-reader 1.0 was ready for launch in September 2010. When iPad was eventually released in 

Finland in late November 2010 e-reader 1.0 was simultaneously made available through 

AppStore. To summarize, it was not a replica of the printed newspaper but it did not include 

new advertising concepts but either. 
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4.1.2. Interpretation of e-reader 1.0 development 

 

When clear infrastructure did not exist before the release of the iPad, it was clear that e-

reader 1.0 could not be created based on customer experiences. The development process 

started with Value proposition that drove the change with infrastructure development. Only 

after this stage was the customer interface built upon the infrastructure. Figure 6 illustrates 

the development of the Business Model: 

 

Figure 6 – Development of e-reader 1.0 (Adapted from Osterwalder et al. 2010) 

 

 



45 

Event Structure Analysis and interviews suggest that development process worked in a 

following way: 

 

1. Value Proposition 

2. Key Activities 

3. Key Resources 

4. Key Partners 

5. Channels 

6. Customer Relationships 

7. Revenue Streams 

8. Customer Segments 

 

This development path described indicates that Infrastructure Management was the driving force 

following the redefinition of Value Proposition. Standard development path has been 

described as Value Proposition driving the development of Customer Interface and only after that 

comes infrastructure management (Osterwalder et al 2010). Only the last part to be considered is 

Financial Aspects. This more standard development path was not possible for Sanoma News 

in this instance - They did not create the technological aspects parts of the Infrastructure 

Management themselves. Accordingly they were forced to create the first version with not too 

many customer experiences when it was not possible to test the product for customer 

feedback.  

 

With reference to servitization, it is clear that e-reader 1.0 brought some substantial 

development at the initial stage prior to its release. This said, it needs to be noted that 

Sanoma News did have experience in this field with their digital newspaper and other online 

experiences. Table 4 illustrates the position after the launch of e-reader 1.0.  
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Table 4 – Servization after e-reader 1.0 (Adapted from Vargo et al. 2006 & 

Osterwalder et al. 2010) 

 

 

With this the biggest changes can be seen with Value Proposition that has changed from 

Products towards offerings. Key Resources had moved from Feature/Attribute to Benefits. 

Revenue Streams had also changed – Company was no longer competing on price, rather it 

was a question on Value Delivery where e-reader was a very interesting new source. 

Channels had also changed from Supply chain to Value-chain. With reference to Customer 

Relationships, this final part has not changed, as the case company has been Market 

Orientation stage already prior to the launch of e-reader 1.0.  

 

 

Business Model 
Component

Goods-dominant logic 
concepts

Transitional concepts
Service-dominant logic 

concepts

Key Activities Goods Services Service

Value Proposition Products Offerings Experiences

Key Resources Feature/attribute Benefits Solution

Customer Relationships Value-added Co-production Co-creation of  value

Cost Structure Profit maximization Financial engineering Financial Feedback/learning

Revenues Streams Price Value delivery Value Proposition

Cost Structure Equilibrium systems Dynamic systems Complex adaptive systems

Channels Supply chain Value-chain
Value creation 

network/constellation

Key Activities &            

Key Partners
Promotion

Integrated marketing 

communications
Dialogue

Customer Segments To market Market to Market with

Customer Relationships Product orientation Market orientation Service orientation

Legend: Current Phase

Past Phase

Not Considered
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 4.2. E-reader 1.1 

 

This part continues where the development process after the e-reader 1.0 left off. The 

ETHNO analysis for the event log prior to launch of e-reader 1.1 is illustrated on Figure 7. 

This analysis also includes the interview data with quotations where applicable. 

 

 

Figure 7 – ETHNO analysis for the event log of e-reader 1.1 development 

 

 

4.2.1. Development process of e-reader 1.1 

 

The release of e-reader 1.0 gave Sanoma News the opportunity for their first proper 

customer feedback. Based on that, the Value Proposition was redefined and the product was 

updated with e-reader 1.1 which was released in January 2011. Because of the thorough 

groundwork done prior to release of 1.0, it was a relatively straightforward task to define the 

needs for further development. In an interview, Manager Three defined the update process 

for e-reader 1.1: 

 

”We conducted a survey based on which we prioritized the development needs.”  

 

Amongst the same lines was Manager One who continued by saying:  

 

”All substantial considerations about the Value Proposition etc. had been done prior 

to the launch (of version 1.1.). The biggest changes were simply based on the 

feedback and considerations on what more should there be. In addition to that we 

11/2010
iPad is released in Finland 

on November 30th, 2010

eReading replica has been 

added to planning phase

eReader 1.0 is sent to 

Apple 23.11.2010

Product 2 eReader still in 

planning phase

Product 3 eReader enters 

conceptualization

eReader 2.0 estimated to be 

released in Q2-Q3/2011

eReader 1.1. is scheduled 

for release in 12/2010 - 

1/2012

There are worries that 

customer information will 

be lost as orders will be 

placed through Apple 

AppStore

12/2010

Digital Content Store 

enters Conceptualization 

phase

eReader 1.0 app enters 

Apple AppStore on 

December 3rd, 2010

Product 3 eReading will 

utilize Adobe's Digital 

Publishing Suite

HS eReading 1.0 moves to 

Follow-Up phase

1/2011

Digital Media Ecosystem 

update - Is moving in 

schedule and within 

budget. 

eReader 1.1. is launched 

and moved to Follow-Up

Project with eReader 1.0 is 

complete
Product 3 release is moved

"Sanakirja.org" for iPad & 

iPhone moves into 

planning phase

Pictures of  the world for 

iPhone & iPad is added to 

and already ready for 

launch
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had slightly turned our focus towards the media productization and advertising. ” 

 

This meant that the version 1.1 was an evolutionary version and its prior purpose was to 

change it based on the customer feedback collected from user experiences of the version 1.0. 

Manager One continued in order to summarize the development process saying that: 

 

” These changes made were more focused on the content rather than the product 

itself”. 

 

Based on the first users experiences, the need for better advertising concepts appeared 

evident. Another important finding was that all users still reflect their experiences to the 

printed newspaper. This then again increased the need for the product not to be a replica 

and rather a stand-alone product. As a result the e-reader replica project was removed from 

the planning phase in February 2011. As Manager Two puts it in an interview: 

 

”Adverting has always been an important content element with our main product. 

Mainly the users of e-reader are also subscribers of the regular newspaper. Based on 

our experience some readers within the same household may read the newspaper 

through e-reader while others use the printed newspaper. Still, all users reflect their 

user experience to the printed newspaper.”  

 

 

4.2.2. Interpretation of e-reader 1.1 development 

 

Now that a clear infrastructure was in place, the development process for the business model 

was initiated from the Customer Interface part. Therefore, the Value proposition drove the 

Customer Interface development that was followed by the development of the Infrastructure 

Management. At this phase, there were no considerations on Channels as the architecture 

had already been decided. Similar to Revenue Streams, no changes in comparison to version 

1.0 were done. Figure 6 illustrates the development of the business model: 
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Figure 8 – Development of e-reader 1.1 (Adapted from Osterwalder et al. 2010) 

 

 

Event Structure Analysis and interviews suggest that development process worked in a 

following way: 

 

1. Value Proposition 

2. Customer Relationships 

3. Customer Segments 

4. Key Resources 

5. Key Activities 

6. Key Partners 

 

Because this was clearly an evolutionary version of the product, there were no considerations 

on Channels or Revenue Streams – the iPad was chosen to be the platform for 1.1 and 

Revenue Streams were already in place. To summarise, version 1.1 can be described as an 

quick upgrade based on first hand customer experiences. Gaps in the software and content 

that were feasible to alter were corrected but the core product did not change at that stage.  
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With reference to servitization, despite the evolutionary nature of the update, there were 

some changes that took place. Better customer feedback and understanding on Customer 

Segments drove these changes. Situation after the release of e-reader 1.1 is illustrated on 

Table 5. 

 

 

Table 5 – Servitization after e-reader 1.1 (Adapted from Vargo et al. 2006 & 

Osterwalder et al. 2010) 

 

 

The change can be seen under Customer Segments where S-D logic has moved from 

Product orientation to Market orientation. This has been made possible not only by 

improved customer response but also the Sanoma News motivation to keep developing the 

company towards becoming increasingly service oriented.  

 

 

Business Model 
Component

Goods-dominant logic 
concepts

Transitional concepts
Service-dominant logic 

concepts

Key Activities Goods Services Service

Value Proposition Products Offerings Experiences

Key Resources Feature/attribute Benefits Solution

Customer Relationships Value-added Co-production Co-creation of  value

Cost Structure Profit maximization Financial engineering Financial Feedback/learning

Revenues Streams Price Value delivery Value Proposition

Cost Structure Equilibrium systems Dynamic systems Complex adaptive systems

Channels Supply chain Value-chain
Value creation 

network/constellation

Key Activities &            

Key Partners
Promotion

Integrated marketing 

communications
Dialogue

Customer Segments To market Market to Market with

Customer Relationships Product orientation Market orientation Service orientation

Legend: Current Phase

Past Phase

Not Considered
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4.3. E-reader 2.0 

 

This is the final part of the analysis will continue from the release of 1.1 until the release of 

the 2.0. The ETHNO analysis for the event log prior to launch of e-reader 2.0 is illustrated 

on Figure 9.  

 

 

Figure 9 – ETHNO analysis for the event log of e-reader 2.0 development 

 

 

4.3.1. Development process of e-reader 2.0 

 

The e-reader 2.0 was the second all-new product in the line of e-readers for Sanoma News 

and in that it was following the version 1.0. Starting point for the development process was 

very interesting now because there was substantially better customer information available as 

well as better understanding technological aspects of the iPad architecture. Questions on 

decisions for platform architecture were also relevant now, as more new e-reading devices 

had been introduced. Apple also launched the second version of its highly successful iPad in 

March 2011. As tempting as the opportunity was to create a more radical product it still 

seemed logical to make incremental modifications and wait for more significant market 

penetration before major changes would be relevant.  

 

1/2011

Digital Media Ecosystem 

update - Is moving in 

schedule and within 

budget. 

eReader 1.1. is launched 

and moved to Follow-Up

Project with eReader 1.0 is 

complete
Product 3 release is moved

"Sanakirja.org" for iPad & 

iPhone moves into 

planning phase

Pictures of  the world for 

iPhone & iPad is added to 

and already ready for 

launch

2/2011

eReading replica project is 

ended

Product 3 eReading moves 

back into planning phase

eReader 2.0. enters 

conceptualization phase

Product 2 eReader enters 

conceptualization

3/2011

Announcement section for 

iPad is approved

Rich Media RON project is 

introduced and moves into 

conceptualization

Product 3 eReading moves 

back to conceptualization

Scheduled release for 

eReading 2.0 brought 

forward with estimated 

release between 2/11 - 

4/11

Product 2 eReading is put 

on hold

4/2011

Data Terminal Equipment 

bundle is moved into the 

planning phase

Rich Media RON ready for 

launch

eReader 1.1. removed from 

Follow-Up

Product 3 eReading 

planned for launch

Pictures of  the world for 

iPhone & iPad moves into 

beta testing phase

5/2011

App for other architectures 

is added into the 

development phase

eReader 2.0. release is 

pushed forward

"Sanakirja.org" for iPad & 

iPhone is moved to 

forward

6/2011 eReader 2.0 is released
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These initial considerations resulted into e-reader 2.0 being still an evolutionary version 

rather something entirely different. With reference to main changes between e-reader 1.1 and 

2.0 Manager Two said: 

 

“I personally still feel that it (e-reader 2.0) was still just an evolutionary version. 

Nothing ground breaking has been developed there yet. Of course it offers a new 

user experience there on iPad and Rich Media advertising solutions offer new 

opportunities. Still, the development has been incremental” 

 

This point was further emphasizes by Manager Three who stated that: 

 

“Yes it was simply just improvements. I cannot remember how many test customers 

did we have then as now we have substantially more. Probably there was some 

development but expectations with user numbers were higher. Still, we are relatively 

satisfied with the current situation”  

 

Despite the generally evolutionary nature of the update, some significant changes were 

included. Biggest change was with updating the information. Reporters were now able to 

modify news much more flexibly than before. This is a great feature in addition to end 

clients being able to comment on and read comments from other consumers. Another big 

step was for associated with product portfolio. In addition to the main newspaper this was 

the first version to include other products too. In an interview Manager One told: 

 

“The biggest change has been that editorial staff can now change the content 

themself. In addition to that, other products than the main newspaper were included 

for the first time.” 
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4.3.2. Interpretation of e-reader 2.0 development 

 

Despite the fact that this was still considered to be simply evolution over the e-reader 1.1 a 

substantial development process took place. Figure 7 illustrates the development process of 

e-reader 2.0.  

 

Figure 10 – Development of e-reader 2.0 (Adapted from Osterwalder et al. 2010) 

 

 

Based on the Event Structure Analysis and interviews, the findings suggest that development 

process was conducted in a following manner: 

 

1. Value Proposition 

2. Customer Relationships 

3. Customer Segments 

4. Channels 

5. Key Resources 
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6. Key Partners 

7. Key Activities 

8. Revenue Streams 

 

With reference to servitzation even though the e-reader 2.0 was still an evolutionary version 

some things were changed. Biggest change was to do with Customer Relationships where co-

creation of value did take a large step forward, may it that it was still concerning only internal 

staff – Reporters were now able to change the content and publish material in real-time. 

Customers were also able to comment the material that had been written.  

 

Another big chance was to do with interactive content. More non-traditional material, such 

as videos, became available. These were implemented to be an integral part of the written 

context. Table 6 illustrates the situation with servitization after the release of e-reader 2.0.   

 

 

Table 6 – Servitization after e-reader 2.0 (Adapted from Vargo et al. 2006 & 

Osterwalder et al. 2010) 

 

 

 

Business Model 
Component

Goods-dominant logic 
concepts

Transitional concepts
Service-dominant logic 

concepts

Key Activities Goods Services Service

Value Proposition Products Offerings Experiences

Key Resources Feature/attribute Benefits Solution

Customer Relationships Value-added Co-production Co-creation of  value

Cost Structure Profit maximization Financial engineering Financial Feedback/learning

Revenues Streams Price Value delivery Value Proposition

Cost Structure Equilibrium systems Dynamic systems Complex adaptive systems

Channels Supply chain Value-chain
Value creation 

network/constellation

Key Activities &            

Key Partners
Promotion

Integrated marketing 

communications
Dialogue

Customer Segments To market Market to Market with

Customer Relationships Product orientation Market orientation Service orientation

Legend: Current Phase

Past Phase

Not Considered
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5. Discussion 

 

Aim of this section is to discuss the findings presented earlier. The purpose of this is to bring 

together the findings that can be contrasted towards the theoretical framework presented on 

Chapter 2.3. Business model development will be looked at first following different 

approaches to the concept of servitization within the newspaper publishing industry.  

 

 

5.1. Business model development 

 

As it was indicated earlier in the section of research framework for this thesis, business 

models do evolve overtime. Findings on this research do support this view. Findings suggest 

that that as industry matures and market knowledge increases, more traditional approach for 

the business model development begins to take place. With the traditional approach Value 

Proposition drives the development followed by Customer Interface. After this the 

development moves to Infrastructure Management and then decisions for Financial Aspects 

are made. Figure 8 illustrates the current phase of the business model with the case 

company.  
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Figure 11 – Current business model architecture of newspaper publishing (adapted 

from Osterwalder et al. 2010) 

 

Comparisons to the initial business model canvas introduced on Figure 3 and current state 

are discussed next. Approach will be to cover the development separately for each pillar of 

the business model canvas.  

 

First part examined of the business model is Pillar I: Offer, which consists of only one 

component Value Proposition. From the initial phase this part has now developed from local 

newspaper to national source of information. Many more users have now got the access to 

use its services because the product is no longer just a printed newspaper. Advertising space 

has remained from the original phase but is no longer tied to the printed product. 

Advertising space is now also available in online environments as well as e-reading context 

too. 
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Second part of the business model examined is Pillar II: Customer Interface. This part 

consists of three components out of which Customer Relationships is looked at first. 

Acquisition and Retention have remained in this component from the initial stage and these 

parts are not likely to change also in the near future either as these are as important as ever. 

New part “Co-creation of value” has been added. Customers can now be far more active 

part in creating the user experience and the level of co-creation is likely to increase in the 

near future too. This means that customer can now comment all articles and also publish 

opinions of their own in different discussion forums. Second component looked at under 

this pillar is Channels: These have not changed that much on this Business Model Canvas 

presentation but a substantial change has taken place in real-life environment with the rise of 

contemporary electronic devices. Still, distribution partners and advertising sales force have 

remained the driving force behind this but distribution partners now also work in online 

environments. Newspaper now longer needs to be consumed though printed paper as there 

are other electronic forms available for it too. Final component under this pillar is Customer 

Segments. This part has evolved substantially from initial phase too as there are significantly 

more detailed segments used. This segmentation has also resonated from the need that 

different customer segments wish to consume the product in different ways where some still 

read the printed newspaper while others can use purely electronic forms. With reference to 

this component, not only customers are more segmented than before but advertisers can 

now also be segmented.   

 

The third pillar of the business model examined is Infrastructure Management, which 

consists of three components, the first one being Key Activities. This part has evolved from 

providing a daily newspaper to providing constant information. Newspaper publishers 

operate as a source of information and that is no longer tied to a certain time. Content needs 

to be completed before newspapers go to print. With electronic versions, news can be 

constantly updated and consumers tend to use it in different manner by frequently checking 

for new updates. The second component under this pillar is Key Resources, which has seen the 

addition of Online Presence. Brand and Distribution Network have remained but this is no 

longer enough. Online presence needs to be noticed separately. The final component under 

this pillar is Key Partners. Many of the original partners have remained, but new specialists for 
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technological knowledge have been added to this part. Technological aspects are not a core 

business of newspaper publishers and thus it makes sense to acquire those services outside 

the organisation. Yet, this part is still very important in order to support the evolved business 

model. 

 

Final part of the business model examined is Pillar IV: Financial Aspects. Under this only 

one component, Revenue Streams, falls within the scope of this thesis. Main aspects, 

subscription fees and advertising have remained. Newsstand sales have been dropped 

particularly in case of Sanoma News. New revenue stream for online advertising has been 

added as the advertising income is no longer tied only to the printed product.  

 

One of the foremost challenges Sanoma News is facing is with reference to creating value 

from this current business model, whilst trying to develop and benefit from new 

opportunities. With reference to this, Manager Three stated in an interview: 

 

“One of the biggest challenges has been securing the current business model and get 

everything out from that. Then on the other hand we need to grow on the digital 

side where different rules apply for example with pricing. That is just an example on 

that we need to think of the whole and on the other hand what is the policy with the 

digital environment.” 

 

Another major question affecting the business model is a question of paid versus free 

content. One of the main challenges the industry is facing is free content widely available 

online and also in printed form. The number of online news sites has been constantly 

increasing while the challenge of free hand-out printed newspapers has also appeared. This 

has also brought some surprising competitors where news agencies have started to offer a 

substituting service. For example, one of the biggest news agencies Reuters is offering their 

applications for download free of charge with content provided by them. This result into 

question on whether the consumers actually are willing to pay for content when there are so 

many free alternatives available. Answer to this question is twofold and the case company on 

this thesis has not seen this as a challenge that has been stealing too much business away. 

With reference to this Manager 1 shared his view: 
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“Already with this current experience we have, we have clearly seen that customers 

are still willing to pay for the content. We are clearly making profit from our digital 

products. New York Times has also seen similar results with their paywall. They do 

have a substantial amount of users that still pay for the web-based newspaper that 

used to be free of charge. In the end it always a question of making the decision of 

what is free and what is not. I firmly believe into this type of hybrid model where 

some content is free and some needs to be paid for.“ 

 

To summarize the development, most important finding is that as market knowledge with e-

readers increased, the development of business model process has taken a more traditional 

customer oriented approach where Value Proposition is driving the development followed by 

Customer Interface and then followed by development of Infrastructure. Servitization has 

had a major impact on some business model components and the following chapter on this 

thesis will examine this point of view.   

 

Sanoma News has been very successful and efficient with their development process – Clear 

plan has been in place from the initial opportunity recognition. Strategy project was started 

instantly when potential opportunity was recognised and proper portfolio of products was 

ready for release immediately when infrastructure became available.  

 

 

5.2. Servitization at newspaper publishing industry 

 

As it has been earlier indicated, technological development acknowledged on this research 

has brought a myriad of challenges and opportunities. These changes in technology have also 

substantially increased the level of servitization. As it was earlier indicated with all changes in 

the business model, servitization has had a major influence in many of these components 

with most obvious ones being Value Proposition, Customer Relationship and Customer 

Segments. It is said that in order to succeed with servitization, a manufacturer will require 
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new guiding principles, structures and processes for their production and support operations 

(Oliva & Kallenberg, 2003). 

 

A major culmination of servitization in newspaper publishing is the effect of long-tail. The 

term was first introduced by Anderson (2006) and it refers to retailing strategy of where a 

greater number of unique items in relatively small per unit quantities are sold in addition to 

selling fewer popular items in large quantities. In newspaper publishing this would mean 

having a main product that is consumed by almost all users and then more specialized 

content available in addition to the main product. Obviously, with printed product this could 

not be done but new digital environments would make it possible.  

 

The opportunity offered by long-tail was recognised by all of the managers interviewed and 

all had a strong belief in this becoming a major factor in the near future. Manager One first 

emphasised this point: 

 

”In future this will be a major area. This will also obviously be strongly related to 

online development where this type of customization is noticeably easier. In 

principle, ”same for everybody” will change to significantly more customized 

direction. Major part of the users are likely to remain interested in everything but we 

must be able to serve the segment better which wishes more customized content.  

 

Manager 2 continued along the same lines: 

 

” We will have an increased amount of personalization coming with our website and 

new e-reader. With printed material this personalization cannot obviously be done.”  

 

Manager 3 agreed and further emphasized the point by stating that: 

 

“I strongly believe in it (long-tail). If you think, these days simply having a vision is 

not enough. If we think of themes our interest groups might be interested in paying 

the same amount (as from a standard subscription) but they could choose from what 

they would be paying for. For example, a sports freak could be willing to pay to get 
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access to all sports news from Sanoma News. This person could use all channels and 

all products. This would mean that we would have sold a product where the 

customer would be using all features with it. There would probably be many themes 

for example food and travel. This would generally mean all areas that have 

traditionally gained most interest. Income would be smaller per user but that is how 

it happens that it sum of all income will become substantial. ” 

 

As well as the effect of long-tail, servitization can be expected to increase the ease of use of 

the product. It is now possible to consume the product in a form that best suits the 

customer. As an example, during the weekend it is possible to read the printed newspaper, 

during the week the digital newspaper online, and when travelling to access the e-reader 

application. In addition to simple channel related questions, the convenience arises from the 

fact that the customer does not need to search for news online.  Rather, all information has 

already been selected and suits the purposes of the needs of the user when consumed 

through only one source. Customers are also willing to pay for this additional service where 

they can rely on getting the most important news through a dependable source. Manager 

Three emphasised this point in an interview by saying that:  

 

“Customers are ready to pay when they can get the information they are looking for 

and do not have to surf the whole Internet to find it.” 

 

 

5.3. Interaction of servitization 

 

The previous chapters have covered how and what areas of business model S-D logic has 

affected. This chapter will take this consideration slightly further to understand in what kind 

of position servitization could be in building the business model in future.   

 

As the findings indicated, when customer and market knowledge increased, the business 

model development moved from technology-centric to more customer oriented.  With this 

in mind, it is necessary to look at the definition of servitization again: ‘Servitization was 
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widely recognised as the innovation of a manufacturer's capabilities and processes to move 

from selling products to selling integrated product-service offerings that deliver value in use’ 

(Vandermerwe et al. 1988; Baines et al. 2009). Among other things, this innovation can be 

both technology-centric and customer oriented. Hence, findings on this research indicate 

that the whole process has been affected by servitization.  

 

With reference to S-D logic and newspaper publishing in the near future, it can be estimated 

that servitization process will continue to become an even more integral part of the 

development. Based on the findings of this research it is likely that the core product will be 

information that is delivered to end customers through services supporting the use of the 

product. Product range is likely to remain narrow consisting of different supporting services. 

This would mean that there would not be that many all-new products that would be 

introduced, rather simply improving the existing range. These integrated product-service 

offerings will deliver the customer value in use.  

 

These views are inline with a concept of product-centric servitization introduced by Baines 

et al (2009). In it is said that with servitized offering the business focus is likely to be a blend 

of transactional activities supported by a customer management functions that are 

configured to deliver the core product and the services related to supporting the use of the 

product. The product ranges themselves would be likely to be limited and consist of similar 

products combined with differing “bundles” of supporting services.  

 

It appears that while some of the findings are unique with reference to business model 

development, the findings with reference to servitization exhibit a tendency to be similar to 

those presented in earlier studies (e.g. Vandermerwe & Rada 1988; Wise & Baumgartner 

1999; Oliva & Kallenberg, 2003; Slack 2005). Nevertheless, it needs to be noticed that study 

with servitization is still fairly new and can keep on evolving in the near future.   
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6. Conclusion 

 

This research started out with a broad research question of defining business model 

evolution affected by e-reading within the newspaper publishing industry. This main 

question was broken down into two distinct research questions, which will be examined here 

to formulate a conclusion for this research.  

 

The first question considered the development process of the business model development 

of newspaper publishers with the emergence of e-reading. The Business Model Canvas by 

Osterwalder et al. (2004, 2009, 2010) was used as a tool for the analysis. Based on this 

research, the first conclusion is that Value Proposition always drives the development process 

and is always the foundation and driving force of the development. The second conclusion 

on this topic is that when there is no customer information available when new technological 

innovations are ready for implementation, the first products need to be heavily based on 

estimations while the amount of market based customer information is limited. When this 

customer based market knowledge increases, the business model development process 

begins to track more traditional route where Customer Interface follows the development of the 

value proposition and only then is followed by Infrastructure Management. The last business 

model part to be affected is Cost Structure.  

 

The second research question was regarding the effect of servitization to business model 

development. It is clear that it has had a major impact on this development with its most 

obvious illustration being the reduced importance of physical product. With reference to the 

Business Model Canvas, the biggest changes have taken place at the Value Proposition and 

Customer Relationships. The newspaper is no longer just a printed product – it is a source of 

information whereby its core product is consumed through services supporting the use of 

the product. Customer value is created in the process of consuming the product and 

therefore the customers themselves are now a more integral part of the user experience. 

Prime example of this happening already is the ability to express opinions – Customers are 

able to comment on and select from the content offered by the actors. This is in line with 

the concept of co-creation of value introduced by Vargo & Lusch (2004) and can be 
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expected to move forward in the near future. Future will also be bringing some challenges as 

well as new opportunities that had not been possible before. The biggest challenge is 

associated with the extensive amount of free content available online. Research conducted 

for this thesis and experienced by the case company has shown that consumers are willing to 

pay for the material if the quality of the content is high. Another important factor is 

convenience – If the consumers trusts the brand, they can have the confidence that 

important information can be found packaged at and selected from one place. This increases 

convenience and saves time, as there is no need to search for information online. The 

greatest opportunity associated servitization appears in the concept of long-tail, introduced 

by Anderson (2006). Increased levels of customisation can be offered now and that can lead 

to increased customer value. This is also in line with the theories of S-D logic and the co-

creation of value in particular.   

 

To conclude, the research was able to address both research questions set earlier and result 

in outcomes that indicate the development process of the business model while taking into 

account the effect of servitization. In addition to this, some potential future developments 

have been able to be addressed. As such, it can now be concluded that the research 

generated a successful process with distinct outcomes.  

  

 

6.1. Theoretical implications 

 

This research has extended the application of the business model canvas by Osterwalder et al 

(2005; 2010) and the concept of S-D logic by Vargo et al (2004). Theoretically, the research 

conducted has produced three implications to the study of servitization and new product 

implication.  

 

First implication is with reference to impact of servitization in the context of newspaper 

publishing. The effect of e-reading and its impact to the business model development has 

not been widely examined before. Service-Dominant logic provided a solid framework to 

analyse how e-reading is a part of changing the industry bias from Goods-Dominant logic 
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towards Service-Dominant logic. Findings are also in line with previous research conducted 

on servitization (e.g. Vandermerwe & Rada 1988; Wise & Baumgartner 1999; Oliva & 

Kallenberg, 2003; Slack 2005).  

 

Second implication is with reference to opportunities brought by e-reading. E-business 

models have received wide interest in the academic world (e.g. Afuah and Tucci 2001; Amit 

& Zott 2001; Applegate 2001; Timmers 1998; Weill and Vitale 2001; Cloete, 2003) but 

concept of e-reading has not been widely researched yet. Based on this research, e-reading 

will offer noticeable opportunities for publishing industries and this thesis will contribute to 

that stream of research.  

 

Third and final implication is associated with orientation shift required with reference to new 

product development. With new product development, when there is limited amount of 

customer information available infrastructure management drives the development process. 

First versions are required to be developed only with very limited customer information. 

Results of this research indicate that after the release of initial new products, orientation 

shifts from technology centered back towards customer orientation. 

 

To conclude, it needs to be noted that development is always context and time related. E-

reading is still a relatively new area and thus the research on the topic is not yet extensive.  

 

 

6.2. Managerial implications 

 

The first and most important managerial implication on this thesis is with reference to new 

business and product launches from actors within the newspaper publishing industry. When 

a new innovation with reference to servitization is implemented, it is important that the 

change is radical enough to really set it apart from the situation before that. This view is in 

line with Oliva & Kallenberg (2003) who stated that the manufacturer will require new 

guiding principles, structures and processes for their production and support operations. 
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After this initial stage, changes can be made incrementally. This is exactly how the case 

company for this thesis has operated.  

 

The second managerial implication is with reference to S-D logic and customer relationships. 

Customer value is no longer generated through the sale of a product regardless of whether 

the product is physical or intangible. Customers rather buy offerings, which render service 

and that is how customer value is created. This view is consistent with research from Vargo 

et al. (2004 & 2006) and Gummesson (1995). The co-creation of customer value process 

could also be a potentially interesting aspect to look into. Bringing in end-users to be further 

involved in the production process would potentially produce greater results.  

 

To conclude, despite the clear outcomes of this research, an additional case study would 

need to be conducted in order to produce results that can be more generalised.  

 

 

6.3. Limitations and suggestions for further research 

 

This research has three prime limitations that need to be stated explicitly. First, the case 

study was conducted from one case company. Despite the well-documented primary dataset 

and secondary dataset in form of interviews results cannot be generalised. With case studies 

it is recommended that multiple cases be researched.  

 

The second limitation to this thesis is associated with the case company used in this research. 

It needs to be noted that the company holds a unique position in its field of industry – the 

brand is the biggest in the market and the company’s size relative to its competitors is 

significantly bigger. It also should be noted that the results reflect the findings only on the 

Finnish market. Hence, it can be difficult to generalise results to work with smaller operators 

within the industry.  

 

The third and final limitation is associated with financial aspects. With this thesis, the cost 

structures and revenue streams were largely left outside the considerations. Accordingly, the 
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results do not indicate whether the company generated any profits from the business areas 

that were analysed or when these would begin generating solid income.  

 

These considerations lead into suggestions for further research. It would be strongly 

recommended that a similar type of case study be conducted on another operator within a 

similar field of industry. After this, the results could be compared and the capacity of the 

outcome would increase substantially. Another suggestion would be to conduct quantitative 

research on the subject with reference to revenue streams and cost structure. After this, the 

results would produce a more thorough pack that would be easier to implement on other 

operators.  
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8. Appendix 

Appenix 1: ETHNO analysis for the event log 

 

eReading hype is 

recognized at management 

level

1/2010

Current digital formats 

were deemed too 

dependent of  the current 

process and thus first 

demos needs to be made 

manually

eReading strategy project 

and a new development 

project are started

A decision to use external 

consultants to define the 

value chain

2/2010
eReading sub-projects are 

introduced

Go to Market - Analyze 

Target Groups

Technology - 

Recommendation of  

platform tools etc. For 

eReading

Demo Video
Value Chain - Define What 

role in Value Chain

Content and Publishing - 

Define which products will 

start eReading

Advertising - What 

possibilities does eReading 

offer

3/2010
R&D Blog and Demovideo 

introduced

4/2010

First product for eReading 

will be standard newspaper 

for iPad

Conversation at the blog 

slightly calmed down. 

Focus is planned to be 

moved to "eReading" name

Product 2 chosen to be 

pilot project

Definition of  eReadingin is 

based on paid content

First iPad release not likely 

to include new advertising 

concepts

iPad sales begin in United 

States

5/2010 Segmentation workshop

Segments are decided to 

whom eReading will be 

targeted to

Critical success factors for 

eReading are defined

6/2010

7/2010

8/2010 eReader 1.0 in launch phase
eReading Product 2 enter 

planning phase

Product 3 eReading in 

planning phase

New innovation team is 

introduced and its line-up 

confirmed

eReader 2.0 in planning 

phase

9/2010

Earning Logic of  

Advertising for eReading 

1.0 has been clarified with 

benchmarking

eReader 1.0 in release 

phase

Product 4 eReading is put 

on hold

10/2010

Management team has a 

strong belief  that iPad will 

be launched in mid-Nov

eReading development will 

for week 44

Product 3 to eReading 

conceptualization

Decision is made to 

publish Product 3 as a 

replica

11/2010
iPad is released in Finland 

on November 30th, 2010

eReading replica has been 

added to planning phase

eReader 1.0 is sent to 

Apple 23.11.2010

Product 2 eReader still in 

planning phase

Product 3 eReader enters 

conceptualization

eReader 2.0 estimated to be 

released in Q2-Q3/2011

eReader 1.1. is scheduled 

for release in 12/2010 - 

1/2012

There are worries that 

customer information will 

be lost as orders will be 

placed through Apple 

AppStore

12/2010

Digital Content Store 

enters Conceptualization 

phase

eReader 1.0 app enters 

Apple AppStore on 

December 3rd, 2010

Product 3 eReading will 

utilize Adobe's Digital 

Publishing Suite

HS eReading 1.0 moves to 

Follow-Up phase

1/2011

Digital Media Ecosystem 

update - Is moving in 

schedule and within 

budget. 

eReader 1.1. is launched 

and moved to Follow-Up

Project with eReader 1.0 is 

complete
Product 3 release is moved

"Sanakirja.org" for iPad & 

iPhone moves into 

planning phase

Pictures of  the world for 

iPhone & iPad is added to 

and already ready for 

launch

2/2011

eReading replica project is 

ended

Product 3 eReading moves 

back into planning phase

eReader 2.0. enters 

conceptualization phase

Product 2 eReader enters 

conceptualization

3/2011

Announcement section for 

iPad is approved

Rich Media RON project is 

introduced and moves into 

conceptualization

Product 3 eReading moves 

back to conceptualization

Scheduled release for 

eReading 2.0 brought 

forward with estimated 

release between 2/11 - 

4/11

Product 2 eReading is put 

on hold

4/2011

Data Terminal Equipment 

bundle is moved into the 

planning phase

Rich Media RON ready for 

launch

eReader 1.1. removed from 

Follow-Up

Product 3 eReading 

planned for launch

Pictures of  the world for 

iPhone & iPad moves into 

beta testing phase

5/2011

App for other architectures 

is added into the 

development phase

eReader 2.0. release is 

pushed forward

"Sanakirja.org" for iPad & 

iPhone is moved to 6/11

6/2011 eReader 2.0 is released


