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The business model of the information age?
A historic perspective on technology and business model evolution

Information and communication technology are dominating business and society in 
recent years, paving the way for information products and data-centric business models.
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NIKE plus - Data to extend the user experience

Data-centric business models
Examples

In data-centric business models a significant part of the total value is created by making 
information available to users. They can be pure-play or enhance physical products.

GS1 - Product data along the supply chain

Share running routes 
online on a digital map

Direct 
connection to 
Apple iTunes 
(to buy music 

System of bar codes 
& identification

Participate in 
virtual 
challenges

Mashup with 
other 
communities

Users track their runs 
through a micro chip 

(implemented in shoe)

System for global 

Global product 
classification standards

Supply chain 
tracing
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Source: www.nikeplus.com

Other Players

personal 
training 
schedules

Share music 
favorites

(to buy music 
tracks)

Join teams & 
community,

find running mates

System for global 
synchronization of 
product catalogues

Database Services/
Information Registry



Information

Types of Data-centric Business Models
Definition

Pure-play enterprises broker information in one- or two-sided business models. 
Traditional enterprises enrich their physical products with “data spheres” around them.

“Data sphere”Pure play

Information Product

3rd Party

Information
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Examples

Information Revenue

� Google Search 
contexts

Click through

� E-bay Price/product Commission

� GS1 Product data License fee

� Thomson 
Reuters

Finance License fee

Info-centric
enterprise

Customer

Information

Revenue

(and/or information)

Enterprise Customer

Product

Revenue

Examples

Information Core Product

� Nike plus Community Shoes

� Amazon Reviews Books

� Kuka Service 
information

Industry robots

� Euras Product support Replacement 
parts



OfferProduction infrastructure

Data-centric business models
Business model configuration

Complex information products and services based upon them create value by enabling 
navigation in complex environments. They rely upon strong relationships with partners. 

Key characteristics

Partners

� Value webs

Value proposition

� Decision support

� Uncertainty 

Customer

Customer
relationship

� Give & take

Target
customers

� Long tail

Core capabilities

� Network effects

� Crowd sourcing
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Value configuration / key assets

� Information value chain

� Data / trust

� Uncertainty 
reduction

� Social 
interactions

Cost structure

� Marginal cost of information virtually zero

� Shrinking infrastructure requirements

Revenue streams

� Transaction based

� Give & take � Long tail

Distribution channels

� Syndication

� Crowd sourcing

� Two-sided markets

Finance



Information Value Chain

Value creation for information products can be broken down into core components and 
viewed similar to Porter’s standard value chain.

Value Configuration

The information value chain

Procurement

Technology 

Human Resources 

Infrastructure
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Generation /
Acquisition

Storage/
Archiving

Aggregation/
Processing

Integration Analysis Presentation

1. 2. 3. 4. 5. 6.
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Value proposition of information products

Value of information domainsInformation is a main strategic asset

94% of the survey participants agree that information is a main strategic asset. Service 
providers and customers value both customer/user data and product/service data.

Market perspective

5%

Completely 
disagree

Partly 
disagree

Due you agree with the statement: Data or Information 

are a main strategic asset for value creation and 

products?
Customer perspectiveService provider perspective

Financial 66 % 62%

Customer 72 % 80%

How much value can be generated by the following types 

of data? Top box score (“extremely or very high”):
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Source: Detecon survey (2009); n=164  

1%

Partly
agree

40% Completely
agree

54%

Sensor data 52 % 38%

User generated 59 % 41%

Price 48 % 41%

Geographic 55 % 50%

Review/rating 63 % 50%

Product 50 % 53%

User behavior 63 % 59%

Financial 66 % 62%

Source: Detecon survey (2009); n=164  



Market perspective

For customers of information products data generation and analysis hold the greatest 
value. Service providers find that analysis and integration poses the greatest challenges.

Value Configuration

The information value chain

Generation /
Acquisition

Storage / 
Archivin
g

Aggregatio
n/ 
Processin
g

Integration Analysis
Presentati
on

Percent of participants rating a step as highly important for the overall value contribution: 
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53%

35%

53%
62%

77%
66%

Customer perspective

Service provider perspective

Source: Detecon survey (2009); n=96



Technology market trends
Market dynamics

Information management has become a key concern for many companies. Adoption of key 
practices and technologies leads to market growth. Vendors strengthen their position.

Processing SW

Integration SW

Analytics SW

14

3
3

13

3
3

29
25 27
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11

2

24

11

2
23

Market development

Acquisitions (selected)

� IBM: Cognos (analytics), 
ILOG (integration)

� Oracle: GoldenGate 
(integration), Tacit Software

Industry moves

CAGR

’08-’12

6%

10%

6%

European information SW market
in bn US$
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8 8 8 9 9
Database 
management SW

2012

1312

201120102008 2009

1111
� Microsoft: Powerset, 

Greenfield Online (Ciao), 
DATAllegro

Initiatives (selected)

� Google: Data liberation front

� IBM: Information agenda

� Accenture: Information 
Management Services

� W3C: Linked Data (DBpedia, 
PubMed, Gene Ontology)

Key standards

� W3C recommendations for 
data exchange & ontologies 
(XML, RDF, OWL)

� Web architecture
(REST, SOA, WOA, AJAX)

Key practices / processes

� Meta data management

� Data governance

� Master data management

� Data quality 

4%

Source: Detecon analysis, Gartner 2008



Profitable innovation or Web 2.0 bubble?
Key issues

Will there be a bright future for information products and data-centric business models? 
Charting the course requires finding answers to a number of key questions.

Generating a revenue stream

Indirect models dominate (two-sided, product-based): where is the direct value?

1

Keeping the USP

Information value depends on time and context. What are complementary assets?

2
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Data protection and privacy

How far will societies go with people-centric data? How interesting is other data?

3

Managing the value web

The value of data growths through interchanges. Who to partner with?

4

Technology

Will semantic technologies “democratize” information products?

5



Thank you.
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