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ABSTRACT

We unpack the theoretical (and practice) basis of a set of 4 closely related business models that
emphasise customer solutions, contrasting them with the dominant product business model
paradigm of strategic management. With the product business model, competitive advantage and
rents come from superior resources and capabilities. In contrast with the solutions based business
models adopted by digitally-oriented firms value is created and sometimes co-created through
interactions between the firm and its customer/consumer; competition faced by firms adopting the
solutions business model is significantly muted by information asymmetries concerning demand-side
data; and power and profits comes to those that are creative and innovative with respect to
customer demand data rather than those who have more resources. We explore how the solutions
business model fits in with the literature on platform enterprises, and finally we consider the
consequences for organisation design.
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