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Abstract: Selecting an appropriate business model innovation for sustainable performance is a
complex decision that requires a decision support tool. However, despite the importance of business
model innovation (BMI) for sustainable performance, there has been limited investigation into how a
hierarchical enabler framework grounded in service-dominant logic contributes to the sustainability
of service firms. This study examines the critical enablers of service business model innovation (SBMI)
for sustainable performance within the utility sector, particularly the electricity supply sector in
Ghana. Using the best–worst method (BWM), this study identifies and prioritizes three main enablers
and eleven sub-enablers, addressing a notable gap in understanding their impact on sustainable
performance. The findings reveal that service value creation innovation is the most critical primary
enabler, with human capital, technological platforms, and value-based pricing constituting the top
three sub-enablers for sustainability performance. This study contributes to the service-dominant
logic and BMI discourse by providing a novel hierarchical framework that aids managerial decision
making in service-oriented firms, particularly in developing economies. The results underscore the
need for utility companies to prioritize investments in key areas, such as human capital, technological
advancements, and customer-centric approaches, to drive sustainable business practices and improve
overall performance.

Keywords: service business model innovation; best–worst method; service-dominant logic; experiential
services; sustainable performance

1. Introduction

Within the service industry, the utilities sector has emerged as a key sector with far-
reaching implications for various aspects of socioeconomic development. Functioning
as a significant catalyst for national progress, the utility sector significantly influences
productivity, industrialization, and general quality of life. Municipal services, including
energy, water, and waste management, are influential actors in the sustainability of cities [1].
Experts highlight [2] the crucial role of energy utilities in achieving sustainable energy
development, emphasizing the potential external benefits for society through the increase
in the usage of renewables. Recognizing the crucial role of the utility sector within the
service industry lays the groundwork for a comprehensive examination of the enablers of
service business model innovation for sustainable growth.

The energy sector has undergone a significant transformation, marked by a move
towards a broader range of energy services designed to meet changing market needs.
This shift is driven by a variety of factors, including the growing importance of eco-
and energy efficiency requirements, the emergence of new green energy technologies,
and the development of innovative smart energy infrastructure [3]. These sustainability
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imperatives of energy firms have led to notable innovative business models such as the
Energy as a Service (EaaS) business model, which provides consumers with ancillary
services to enhance energy comfort [4]. However, these emerging trends have presented
energy firms with a decision-making challenge: how to successfully adapt their business
models to the new wave of sustainability consciousness. It has become increasingly crucial
for companies to implement sustainable business models to achieve economic benefits
while also being mindful of the environment and society [5]. Economic indicators in
the Sustainable Development Goals (SDGs) can have a detrimental impact on company
profitability, while economic indicators in sustainability reports have a positive effect on
company profitability [6]. This highlights the need for more innovative business models to
address this complex issue.

The significance of business model innovation in tackling sustainability problems
within the service sector has been extensively acknowledged in the academic literature.
The authors of [7] emphasize that sustainable business model innovation involves creating
value for both customers and firms by addressing environmental and societal needs,
underscoring its central position in steering sustainability transitions in service companies.
According to [8], a firm’s sustainability practices have a positive impact on its performance,
which is partially mediated by its business model innovation activities. This highlights
the importance of adopting sustainable practices and innovating business models in the
service industry. This is supported by [9], who describes business model innovation as
adopting an entirely different approach as a strategic measure for the future of business,
highlighting its potential to drive sustainable practices and outcomes.

Utility companies face a multitude of economic sustainability performance issues,
including financial constraints, demand for investment in renewable energy technologies,
and adherence to economic and environmental regulations [10]. These difficulties are
exacerbated by the need to strike a balance between environmental, economic, and social
factors, as emphasized by the World Commission on Environment and Development
(WCED) [11]. Furthermore, ensuring long-term financial sustainability requires creating
value for stakeholders and maintaining the continuity of operations [12]. For example,
the Electricity Company of Ghana (ECG) has been confronted with financial constraints,
technical and operational inefficiencies, and power supply shortages, which are indicative
of a flawed business model [13]. These inadequacies have led to sub-optimal performance,
with significant implications for both the general public and industries that depend on
continuous power supply to maintain their standard of living and productivity, respectively.

The literature suggests that investigating innovative performance in the service sector,
particularly in relation to novel business models within the energy sector, is of utmost im-
portance [14]. These studies emphasize the need to understand business model innovation
and argue that digital technology and business model innovation have the potential to
overcome obstacles in the energy transition process. The authors of [15,16] highlight the
significance of investing in business model innovation to seize opportunities related to
energy management, service sector growth, and integration. A synthesis of these findings
indicates the pressing need for an innovative business model to address sustainability
performance challenges faced by utility companies, particularly energy utilities.

Although some researchers have explored business model innovation in addressing
the sustainability agenda [7,8,17], there has been no investigation of a hierarchical enabler
framework for business model innovation under service-dominant logic in tackling sus-
tainable performance to the best of our knowledge. This notable gap presents a substantial
void in the field of business model innovation. Furthermore, a lack of understanding
of BMI enablers and a comprehensive decision model impedes the innovation process,
forcing businesses to rely on ad hoc or trial-and-error strategies to innovate their business
models [18]. This inefficient approach increases costs, prolongs experimentation, and ul-
timately reduces profitability, a major determinant of sustainable growth [19]. The study
of BMI in the service industry, still in its infancy according to [20], necessitates expanded
research to explore the strategic drivers that enable service enterprises to innovate their



Sustainability 2024, 16, 3191 3 of 23

business models toward sustainability consciousness. The novelty of our study lies in the
identification of the enablers of service business model innovation under the principles
of SDL, which have implications for sustainable performance. The approach emphasizes
intangible resources, co-creation of value, and leveraging relationships to facilitate en-
hanced sustainability performance by developing and providing value in ways that are
not only economically feasible but also environmentally conscious and socially responsible.
Through a comprehensive literature review with an emphasis on service-dominant logic,
we identified and ranked the enablers of service-based business model innovation using
the best–worst method outlined by [21]. The identified enablers were then examined within
the context of Ghana’s electricity supply industry, resulting in a hierarchical framework
encompassing three main enablers and eleven sub-enablers for service-based business
model innovation. This study contributes to the scholarly discourse on business model
innovation and service-dominant logic and provides valuable guidance to managers in
making informed decisions that affect the economic, social, and environmental imperatives
of sustainable performance.

In Section 2, we provide a comprehensive review of the literature on the SBMI and
its enabling factors. Section 3 focuses on the research methodology and establishes a
hierarchical enabler framework for a successful SBMI implementation. Section 4 presents
the findings of this study and discusses the results. Finally, in Section 5, we reflect on the
implications of the study’s results for managerial practice, acknowledge the limitations of
the study, and suggest potential areas for future research.

2. Theoretical and Literature Review
2.1. Sustainable Performance under Service-Dominant Logic

To maintain sustainable performance, a company must ensure that it achieves long-
term economic, environmental, and social goals while maintaining financial stability and
competitiveness. This entails incorporating sustainable practices into all aspects of the busi-
ness, including its operations, strategy, and interactions with stakeholders [22]. Economic
sustainability refers to a company’s capacity to address its immediate financial require-
ments without impairing its own or others’ ability to fulfill future obligations [23]. This
involves discovering more effective methods for determining what is essential, establishing
priorities for resource allocation, and ensuring the short-term profitability and long-term
viability of the organization [24]. The social aspect of sustainability performance refers to
a company’s efforts to meet societal expectations, foster well-being, and contribute to the
welfare of stakeholders and the surrounding community. The concept of value co-creation,
which is highly crucial within the framework of service-dominant logic (SDL), emphasizes
that organizations create value by considering all stakeholders involved in their processes
and within the sphere of their broader ecosystem when pursuing firm value metrics, thus
promoting sustainability consciousness and development [25]. Firm value creation can
be achieved by incorporating the economic, governance, social, ethical, and environmen-
tal dimensions of sustainability performance into strategies [21]. As a result, companies
that prioritize innovation and invest in R&D have greater potential for achieving social,
environmental, and economic sustainability [26].

2.2. Service Business Model Innovation (SBMI)

Business model innovation refers to the process by which organizations alter their
methods of value creation and acquisition and create new value propositions for customers
through the integration of innovative resources and novel business processes. This re-
sults in the development of new organizational activities and structures for the creation,
transmission, and acquisition of value [27]. Service-dominant logic emphasizes the impor-
tance of utilizing its concepts to design services to understand economic exchange and
value creation, making it an appropriate framework for understanding business model
innovation in services [28]. This involves comprehending the journey between business
partners and value propositions as service exchanges through the integration of resources
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within the service ecosystem [29]. By incorporating the principles of service-dominant logic
into business model innovation, organizations can develop models that focus on customer
understanding and collaborative creation of value at every stage [30], which is consistent
with the pursuit of economic and social sustainability performance.

Value creation innovation includes the strategies that companies use to generate value
internally and throughout their value chains [31]. This involves utilizing resources and
capabilities to co-create value for customers [32]. In the service industry, value creation is
often a collaborative effort involving multiple actors rather than solely the responsibility
of the producer. Oertzen’s [33] integrative framework illustrates the distributed nature of
value creation in the service industry, in which service providers and customers co-create
services. The authors of [34] also advocate service-dominant logic (SDL) as a transfor-
mative framework, emphasizing the co-creation of value through reciprocal interactions
among producers, consumers, and other partners within the service ecosystem. Essentially,
service value creation innovation encompasses novel approaches, methods, technologies,
and resources employed by a service organization to generate value for its customers’
ultimate benefit. This integration recognizes that relationships extend beyond transactions,
encompassing ongoing interactions and engagement. In support of this, Ref. [29] explains
that SDL prompts a re-examination of the interactions between business partners, viewing
value propositions as exchanges within the service ecosystem through the integration
of resources.

New business models should address unmet customer needs and engage in novel
customer segments [35]. This approach is indicative of value proposition innovation [36].
This study defines service value proposition innovation (SVPI) as a conscious initiative by
service providers to offer competitive and unique solutions that not only differentiate their
services from competitors but also foster customer loyalty and attract new clientele. This
approach is perceptual in nature, centered on strategically positioning a proposition within
customer consciousness. Innovations in value proposition should be inherently customer-
centric, adapting to evolving needs and underscoring the dynamic and co-creative nature
of value. For example, Ref. [37] suggested that the road to achieving sustainability in
a digital era should focus on the following key points: enhancing customer experience,
adopting customer centricity, building data analytics capabilities, and shifting innovation
to the business model level.

Value capture innovation encompasses two key components: innovative revenue
models, and novel pricing and cost structures [38]. Innovative revenue models involve
a significant shift in how businesses interact and are compensated for their offerings by
focusing on creating value through the exploitation of long-term business opportunities
that transcend traditional transactions [39]. Revenue models in service business models
can be innovated by integrating them with service-dominant logic to reflect the ongoing
and dynamic nature of value capture in services. For example, value-based pricing and
prioritizing experiential services to capture value align with SDL principles. Service inno-
vations within the SDL framework are based on the application of competencies, with firms
utilizing these competencies to promote value and benefit in each transaction or exchange
for consumers [40]. Therefore, firms require dynamic reconfiguring capabilities, such as
service and experiential innovativeness, to enhance customer satisfaction and generate
revenue [41]. This study characterizes service value capture innovation as the collection of cre-
ative approaches utilized by service businesses to optimize financial returns from their value
creation and proposition endeavors, while simultaneously fostering customer devotion.

In this study, we adapted the taxonomy proposed by [38] and delineated service busi-
ness model innovation (SBMI) into three fundamental components: service value creation
innovation, service value proposition innovation, and service value capture innovation.
This structured approach incorporates the principles of SDL to identify the critical enablers
of service business model innovation for sustainable performance.
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2.3. Service Value Creation Innovation Enablers
2.3.1. Trustworthy Networks (TNs) and Collaborations

Establishing a network and partnership infrastructure based on mutual trust agree-
ments, internal synergies, and collaborations with other network players are essential
factors for success [42]. These approaches significantly influence value creation and in-
novation by fostering a conducive and innovative environment. Trustworthy networks
facilitate the free flow of information and promote knowledge sharing among collaborating
entities, which is particularly important in the service industry, where knowledge is a
critical resource. Knowledge-intensive services, including software development, manage-
ment consulting, scientific and technical evaluation, business audit, marketing analysis and
foresight, complex machinery repair, engineering, data storage and analysis, and telecom-
munication services predominantly exchanged in business-to-business transactions, play a
critical role as connectors between service providers and clients in the power industry [43].
The ability to share insights, best practices, and market intelligence promotes collaborative
learning and contributes to the co-creation of value by integrating diverse perspectives and
expertise, as highlighted by [44] in their emphasis on cross-organizational collaboration for
value co-creation and co-innovation for sustainable growth. Firms can leverage insights
from key actors in their networks to further their innovation and sustainability agenda.
For example, businesses share knowledge such as green innovation capabilities across
various industries through horizontal collaborations and their extended networks, includ-
ing suppliers and customers in other sectors [45]. Luzzini [46] also posited that achieving
superior performance through a dedication to sustainability necessitates a successful part-
nership with other organizations within a company’s supply network. This aligns with [47]
who found inter-firm collaboration focused on sustainability to have both direct and indi-
rect (through perceived customer loyalty) effects on business performance. Collaborations
built on trust enable effective resource pooling, which is crucial in the service industry,
where innovation often requires a combination of human, financial, and technological
resources. Trustworthy networks and collaborations facilitate the synergistic use of these
resources [48]. Having a trustworthy network adds to a company’s adaptability and agility
resources, which are crucial for staying ahead in a dynamic service landscape, and pursuing
sustainability performance.

2.3.2. Human Capital (HC)

The human capital of an organization, which encompasses competencies, capabilities,
and skills, plays a pivotal role in determining its success [42]. Investing in human capital
cultivates a culture of innovation and contributes to an organization’s competitiveness.
In the service industry, where offerings can be diverse and complex, enhancing personnel
skills allows a greater degree of specialization. Value creation in the service industry is
closely linked to meeting customer needs and expectations, and specialized skills contribute
to the creation of unique and high-value services, thereby fostering innovation. The study
in [49] also supports this notion by discussing the impact of human capital on knowledge
creation capabilities and innovation performance, highlighting the complex relationship
between human capabilities and innovation. This implies that the development of human
capabilities can have various effects on innovation performance. The authors of [50] em-
phasized the need for training programs and educational initiatives to stimulate creativity,
encourage individuals to think critically, propose novel solutions, and embrace a culture
of continuous improvement. Such initiatives are crucial for generating new ideas and
approaches in the service sector, in which an innovative workforce is essential. In line
with the principles of sustainability, Ref. [51] uncovered a positive correlation between the
entrepreneurial traits of self-consciousness, innovation, and environmental commitment.
This correlation is instrumental in fostering sustainability and sustainable development.
The study implies that the presence of entrepreneurial self-consciousness competence acts
as a driving force for innovation and sustainable development. Hence, it is essential for
service providers to invest in the development of their human capital through the imple-
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mentation of effective recruitment and training processes that select suitable candidates
for appropriate roles and promote necessary competencies [42]. Moreover, providing em-
ployees with appropriate skills and sustainability orientation training can help align firms’
sustainability goals.

2.3.3. Technological Platforms (TPs)

Technological platforms have been found to have positive effects on firms’ economic
sustainability. For example, Ref. [52] advocates the potential of blockchain technology to
reshape supply chain management, and Ref. [53] emphasizes the adoption of blockchain
technology to achieve real-time transparency and cost savings, which can contribute to
sustainability performance. Service firms may also employ innovative technologies such
as artificial intelligence (AI), the Internet of Things (IoT), and blockchain to develop so-
lutions that address current shortcomings in service delivery [54,55]. These technologies
play a critical role in the transformative efforts of service firms, promoting efficiency and
reducing operational costs and contribute to a firm’s sustainable performance. Service
firms can streamline their internal processes and automate routine tasks by integrating
digital technologies, resulting in more efficient and convenient services [56,57]. Moreover,
the integration of advanced technology, such as AI, has immense potential for enhanc-
ing value creation [58]. This can lead to improved economic sustainability performance
for firms. For example, power distribution utilities can utilize AI to enhance their value
creation capabilities. By employing AI, utilities can facilitate predictive maintenance by
analyzing and identifying patterns and anomalies to predict equipment failures before
they occur, thereby ensuring system reliability and creating economic value for customers.
Additionally, through machine learning, AI algorithms can make dynamic adjustments to
grid configurations, optimize energy distribution, and improve the overall grid efficiency,
which could impact social sustainability performance.

2.3.4. Customer Enablement (CE)

Ref. [59] defines customer enablement as an organizational endeavor dedicated to
equipping customers with essential tools and knowledge to maximize the value customers
derive from a business’s offerings. This innovative approach not only augments customer
experience but also cultivates self-sufficiency, surpassing conventional customer support
paradigms. Customers are enabled through customer-focused technological support, result-
ing in heightened customer engagement, perceived innovativeness, and observable value
co-creation behavior [42,60]. It is essential to consider the roles of customer satisfaction,
loyalty, and education in sustainability. The importance of customer satisfaction in fostering
long-term customer relationships, which ultimately contribute to the sustainability of a
business, should not be overlooked [61]. The study in [42] affirmed the principles of cus-
tomer enablement by highlighting the importance of establishing long-term contracts with
customers through information sharing, transparency, and understanding of customers’
business objectives. An informed and empowered customer is more likely to experience
satisfaction, develop loyalty, and realize the full value of a service offering, which ultimately
reflects a firm’s sustainability performance [62]. Moreover, the implementation of novel ed-
ucational strategies by businesses may motivate customers to adopt sustainable behaviors.
Through customer enablement, companies can facilitate client education on sustainable
practices, ultimately fostering more environmentally conscious choices. As [63] highlights,
the roles of customer education and top management involvement in achieving sustainable
practices within the food service sector are crucial. This suggests that customer enablement
is essential for the successful implementation of sustainable practices. By conveying the
environmental and social consequences of their services, businesses can encourage respon-
sible consumption habits that minimize waste. The authors of [64] also recommended
innovative educational techniques and the development of skills to empower individuals
as agents of change for sustainability.
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2.4. Service Value Proposition Innovation Enablers
2.4.1. Personalization and Integrated Bundled Solutions (PI)

Personalization can help address overconsumption, which is a major sustainability
issue. As demonstrated by [65], personalized production has a positive impact on sustain-
able consumption. The study highlights the high level of consumer satisfaction associated
with purchasing personalized products, indicating that personalization can result in more
efficient consumption and reduced waste of resources. Personalized services often result
in deeper long-term customer relationships which can lead to sustained business perfor-
mance. The study in [66] delved into the concept of sustainable customer relationship
management, which is characterized as a combination of business strategies, customer-
oriented business processes, and computer systems that aim to integrate sustainability into
customer relationship management aligning with the principles of economic sustainability.
Bundling of service solutions entails the integration of various products and services into
cohesive and personalized packages that are specifically designed to meet the distinct
requirements of customers. This approach aligns with the principles of service-dominant
logic, which emphasize the combination of resources and the enhancement in value propo-
sitions to facilitate the creation of value for customers [67]. Moreover, the noteworthy trend
towards servitization within manufacturing enterprises underscores the importance of
comprehending the mechanisms by which companies integrate solutions to provide cus-
tomized products and services [68]. The notion of integrated solutions, which encompasses
physical products, services, and information, is of paramount importance in industrial
services, signifying the shift from considering integrated solutions as a “nice-to-have” to a
“need-to-have” [69].

2.4.2. Multi-Perspective Customer Profiling (MC)

Underserved market segments can be identified through multi-perspective profiling,
which can reveal opportunities for firms to differentiate themselves by offering tailored,
sustainable products. This differentiation can attract customers and enhance the firm’s rep-
utation as a sustainability leader. Some studies [70] have emphasized the need to consider
sustainable market segments and the environmental awareness, attitudes, and practices
of customers in developing effective marketing strategies, thus demonstrating the role of
multi-perspective customer profiling. Customer profiling also facilitates the establishment
of social feedback channels that enable businesses to solicit customer opinions on the effec-
tiveness of sustainability initiatives [71]. According to [72], retailers can utilize customer
profiling data to offer feedback to their customers regarding their sustainability-related
behavior, specifically on food waste, which was found to be a potential route for behav-
ioral change. This approach allows businesses to remain responsive to evolving customer
expectations and to adapt their sustainability strategies accordingly. Customer profiling
enhances value proposition innovation by providing insights into customer value creation,
the dynamic nature of value, and the collaborative efforts required to create and integrate
resources into attractive value propositions [73,74]. This approach aligns with service-
dominant logic and emphasizes the significance of customer-dominant value perspectives
in driving service innovation and value proposition development [67]. Customer profiling
information also serves as valuable input, particularly for knowledge-intensive service
providers, in segmenting customer markets, thus allowing for more targeted and effective
strategies to maximize the impact of marketing efforts and service offerings [75,76].

2.4.3. Service Proposition Resonance (SP)

Service proposition resonance refers to the ability of a value proposition to effectively
engage with a target audience, resulting in a significant and meaningful impact. It in-
volves developing a deep understanding of the target audience through an appreciation
of their cultural and emotional dynamics, which allows for the development of new prod-
ucts, services, experiences, features, brands, and engagement mechanisms that align with
customers [77]. The benefits of service proposition resonance are particularly evident in
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knowledge-intensive service contexts. According to [78], resonance of a value proposition
is a crucial element in the dyadic relationship between customers and salespeople, and it is
essential to address any discrepancies in value propositions to guarantee that the service of-
fering resonates with the customer and effectively communicates reciprocal value promises.
A firm’s service proposition resonance can be improved by incorporating sustainability into
its service proposition, as it enhances the firm’s image. According to [79], a firm’s sustain-
ability reputation has a strong and significant impact on consumers’ attitudes towards the
firm. This effect is mediated by the attitude towards the CEO and the attitude towards the
firm’s first-mover status, leading to increased brand loyalty. The authors of [80] argued that
sustainability practices are among the factors that influence a firm’s reputation, and can
contribute to attracting new customers, retaining existing ones, and building brand loyalty.
This contributes to the long-term success and economic sustainability of the business.

2.4.4. Data-Driven Value Propositions (DD)

A study conducted by [81] examined the potential of data-driven business models
for professional services, emphasizing the process of transforming data into value as a
key activity and data-driven products and services as a value proposition. Companies
can acquire valuable insights into customer requirements and preferences, sustainability
impacts, and resource utilization using big data. This enables the development of services
that not only satisfy customer needs more effectively but also align with their sustain-
ability goals. Managers must create an environment that encourages customers to share
their ideas, contribute their expertise, experiment with new products, and express their
preferences [82]. This highlights the transformative power of data-driven approaches in
shaping value propositions for service innovations. Service firms can improve service
quality and ultimately develop new service offerings by continually utilizing customer
data through feedback channels. The authors of [83] highlighted the significance of data
as a resource in data-driven service delivery networks, stressing its influence on business
differentiation, competitive advantage, and operational efficiency. The use of data analytics
tools allows service providers to extract valuable insights from the large amounts of data
generated during service delivery, leading to more effective resource allocation, enhanced
value offerings, improved targeted marketing strategies, and identification of emerging
market trends [84]. In a study conducted by [85], it was emphasized that business models
driven by smart data play a crucial role in introducing new products and services that align
with sustainability dimensions in the context of Industry 4.0.

2.5. Service Value Capture Innovation Enablers
2.5.1. Value-Based Pricing (VB)

Value-based pricing is a strategy by which the price of a service is determined based
on the customer’s perceived value of the service [86] and is underpinned by factors such
as brand image, differentiation, premium pricing strategy, and service proposition reso-
nance [87]. The cost of the service is equated to the benefits it provides to the customer
and the focus is on the customer’s perception of the value of the product or service and
creating long-term value for the buyer, rather than simply covering the cost of providing the
service [88]. According to [89], this method is particularly well suited for digital products,
where pricing is often based on consumer value perception, which has implications for
a firm’s economic sustainability. Customers’ perceptions of sustainability consciousness
influences patronage, loyalty, and purchase behavior [90]. This strategy requires decision-
makers to base the price of novelty in services on customers’ perceptions of the benefits they
offer and how these benefits are traded against the price [42]. Furthermore, value-based
pricing is suggested as one of the most profitable pricing methods for companies competing
in today’s business environment [91], leading to more stable revenue streams. Service
firms can leverage the prices of their services in relation to heightened perceived value
by customers and market conditions, allowing service firms to capture maximum value
during periods of high demand or premium offerings [87].
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2.5.2. Alignment of Sales to Different Customer Types (AS)

Service firms can enhance their value capture by aligning their sales to different cus-
tomer types rather than relying on traditional sales distribution channels [42]. The authors
suggest that service firms should adopt smart technologies that cater to the unique needs
and preferences of their customer categories. This approach presents corporations with
the opportunity to implement tailored marketing tactics and concentrate their resources
on their “cash-cow segments” in the hope of increasing revenue [92]. To implement this
strategy, service firms must first develop a pricing policy tailored to the specific needs and
types of customers. Additionally, they must modify their promotion and communication
strategies to align themselves with their target customer segments. The effective use of
value-informed pricing and a customer-oriented approach are crucial in this strategy to
capture value [93]. Moreover, customer segmentation and profiling are necessary precondi-
tions for adopting this approach as they serve as crucial inputs for customer categorization.

2.5.3. Experiential Services (ESs)

Service firms capture value through experiential services by designing and delivering
memorable and immersive customer experiences. To capture value through experiential
services, service firms engage in co-creation with customers, focusing on their experience
when interacting with the organization [94]. This co-creation results in joint value creation
between service firms and customers, with the value determined by the co-creation pro-
cess [95]. Research by [42] indicates that top-performing service firms employ a mix of
advanced managerial tools and marketing solutions to heighten customer experience by
establishing win–win relationships. The aim is to increase emotional connections with
customers and capture value through customer satisfaction and loyalty. In support of
this notion, Ref. [96] posited that experiential satisfaction and value positively influence
trust in the service provider, which encourages customer patronage of the value offering.
In addition, ensuring a heightened state of customers’ experiential value by prioritizing
service excellence and customers’ aesthetic feelings enables value capture innovation [97].
Firms must prioritize differentiation and increase perceived benefits beyond functional
attributes to entice consumers to pay a higher price, thus capturing more value [98] and
contributing to its overall economic sustainability.

3. Research Methodology

This section examines the suitability of the BWM for evaluating enablers of the SBMI.
The BWM was used to assess the weights of the primary and secondary enablers of BMI
within the electricity supply service industry in Ghana. The BWM employs pairwise
comparisons and mathematical modeling to determine the relative importance of criteria
and alternatives [99]. This simplifies the decision-making process by reducing the number
of comparisons required and ensuring consistency. The BWM is well suited for handling
ordinal data, making it appropriate for decision-making situations where data may not be
purely numerical. This method has been applied in a variety of contexts, including supplier
selection for sustainability, technological innovation in small and medium enterprises,
and performance assessment of electricity grid corporations [100–102]. To evaluate the
relative importance of the various enablers of SBMI through the application of the BWM [21],
the following steps were followed.

Step 1. Identifying a set of criteria C = {c1, c2, · · · cn} for decision making.
Step 2. Determining the best (most desirable) and worst (least desirable) criteria.
Step 3. Comparing the best criterion to the others on a 1–9 point scale. A rating

of 1 signifies an equally balanced preference between the most desirable criterion and
another. Conversely, a rating of 9 indicates an extremely strong preference for the best
criterion over another criterion. The outcome provides a best-to-others (BO) vector, stated
as BO = {aB1, aB2, · · · aBn}. aBj indicates the preference for the most desirable criterion B
over criterion j = 1, . . . , n.
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Step 4. The evaluation of all other criteria was conducted by comparing them to the
worst criterion on a scale of 1 to 9. The resultant outcome is represented by the others-
to-worst (OW) vector, which is expressed as: OW = {a1w, a2w, · · · , anw}⊤, where ajw
represents the preference of criterion j over the worst criterion W.

Step 5. Vectors BO and OW can be effectively utilized in a linear programming
problem: min ξL subject to

s.t wB − aBj × wj ≤ ξL (1)

wj − ajW × wW ≤ ξL (2)

∑
wj

= 1

wj ≥ 0, for all j.

The solution to a linear programming problem comprises the optimal
weights

(
w∗

1 , w∗
2 , · · · , w∗

n
)
, and ξL∗ and consistency measure ξL∗. A value of ξL∗ closer

to zero indicates greater consistency, which signifies that the decisions made by decision-
makers are more reliable.

3.1. A Case Study in Ghana’s Electricity Supply Sector

Ghana’s electricity sector has undergone numerous reforms and changes to enhance its
efficiency, reliability, and sustainability. The distribution of electricity is carried out by three
main utilities, two of which are state-owned (Electricity Company of Ghana (ECG), Accra,
Ghana and Northern Electricity Department Company (NEDCo.), Tamale, Ghana), and one
which is privately operated (Enclave Power Company Ltd. (EPC), Tema, Ghana) [13].
The Electricity Company of Ghana (ECG), the largest of the three distribution utilities,
primarily oversees the distribution and retail aspects of electricity in the southern part of
the country, accounting for approximately 70% of the country’s total population [103]. It is
fully owned by the government of Ghana and is responsible for distributing power to six
of the ten political regions in the country. In recent times, the company has experienced a
number of operational and technical issues, including significant system losses and poor
network reliability, which have had a negative impact on its financial performance due to
the behavior of customers in regards to payments [13]. These challenges have a ripple effect
on output, consumption, and investment in the economy [104], leading to advocates calling
for the privatization of the company to improve its sustainable performance. The gov-
ernment has resorted to frequent upward adjustments in tariffs to address the challenges
in revenue mobilization and ensure a sustainable electricity supply. However, balancing
affordability for consumers and ensuring a sustainable electricity supply remains a difficult
task. According to the National Energy Statistical Bulletin 2023, ECG remains the leading
distribution utility, with a majority share of 79.6%, followed by NEDCo (20.4%) and EPC,
with a close to a negligible percentage (0.003%), in terms of total electricity customers.
The country generated 8192 GWh from hydro sources, 14,810 GWh from thermal sources,
and 162 GWh from renewable sources, resulting in a total of 23,163 GWh in 2022. Approxi-
mately 22,478 GWh of electricity was transmitted during the year, with transmission losses
of 922 GWh. The total electricity consumption for 2022 was estimated to be 17,547 GWh,
with the industrial sector being the largest consumer at 7428 GWh, followed by the residen-
tial sector at 7111 GWh. The service, agriculture, and transport sectors recorded 2965 GWh,
33 GWh, and 11 GWh, respectively [105].

3.2. Evaluation and Process of Analysis

Figure 1 presents an outline of the evaluation and analysis procedure, including
identifying enablers, gathering data, assigning weights, and prioritizing using the BWM.
The steps are described in detail below.
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Step 1. Identifying the hierarchical enablers: Eleven seasoned professionals, each with
a minimum of six years of managerial experience in the electricity supply industry, and four
professors from academia, with a minimum of six years of teaching experience in innovation
management theory, were selected for the study. The managers were geographically
distributed between regions as follows: two from Greater Accra, three from Ashanti, two
from Western, two from Cape Coast, one from Eastern, and one from Volta. Professors were
chosen based on their knowledge of the topic and industry practices through industry–
university exchange programs. One professor operated a consultancy firm. The study
deemed them to have the necessary knowledge related to the enablers of SBMI.

Development of theoretical framework
based on Clauss 2017 conceptualization

of BMI

Identification of enablers of service
business model innovation in the

electricity supply industry
Experts interviewLiterature Review 

service value
proposition innovation

enablers

service value capture
innovation enablers

Development of pairwise comparison
vectors with linguistic terms and

corresponding 1-9 scale for rating
enablers and sub-enablers 

Calculation of weights and aggregate
global weights of main enablers and sub

enablers

Ranking the enablers of service business
model innovation using the computed

global weights

service value creation
innovation enablers

Figure 1. Evaluation and analysis process.
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Based on a thorough analysis of the literature and the opinions of the professors, three
primary enablers emerged, in alignment with the conceptualization of BMI in [38]: service
value creation innovation, service value proposition innovation, and service value capture
innovation. Additionally, eleven potential sub-enablers were identified, comprising four
sub-enablers each under service value creation innovation and service value proposition
innovation, and three sub-enablers under service value capture innovation. These identified
enablers with references are presented in Table 1.

Table 1. A theoretical hierarchical enablers framework for SBMI.

First-Level Enabler Second-Level Enablers References

Service value creation Trustworthy network [38,42,44,45]
innovation (SVCl) collaborations (TN) [47–50]

Human capital (HC) [51–54]
Technological platforms (TPs) [55,56,59,60]

Customer Enablement (CE) [61–63]

Service value proposition Personalization and integrated bundled solutions (PI) [8,38,65,66,68–71]
innovation (SVPI) Multi-perspective customer profiling (MC) [72,75,76,85]

Service proposition resonance (SP) [77–80]
Data-driven value propositions (DD) [81–83]

Service value capture Value-based pricing (VB) [38,42,86,87]
innovation (SVTI) Alignment of sales to customer types (AS) [88,90–92]

Experiential services (ESs) [93,94,96,97]

Step 2. Identifying the best and worst primary and secondary enablers: The research
conducted a survey through a questionnaire to gather insights from key decision-makers.
Participants were asked to identify the primary and sub-enablers that they considered most
and least important. To ensure clarity and comprehension of the survey tool, participants
were given guidance on the scale used. Table 2 presents the results of the analysis of the
most and least significant primary and sub-enablers.

Table 2. The best (most important) and worst (least important) enablers of SBMI.

Main Enablers

No. Who
Considered
as the Best

Enabler

No. Who
Considered as

the Worst
Enabler

Sub-Enablers
No. Who

Considered as the
Best Enabler

No. Who
Considered as the

Worst Enabler

SVCl 5 0 TN 2 8
HC 7 1
TP 5 1
CE 1 5

SVPI 4 10 PI 5 3
MC 6 3
SP 3 4
DD 1 5

SVTI 6 5 VB 5 1
AS 6 6
ES 4 8

Step 3. Determining the best-to-others and others-to-worst vectors: The decision-
makers were tasked with rating the top enabler against all other enablers using a scale
of 1 to 9. They were also asked to rate the other enablers against the worst enabler using
the same scale. Tables 3–6 display the paired responses of decision-maker 01 for both the
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primary and secondary enablers. Corresponding bar graphs for the primary and secondary
enablers weights are also included, along with consistency ratios shown in Figures 2–5.
The relatively low consistency ratios indicate reliable and consistent comparisons.

0.667

0.250

0.083

0.0

0.1

0.2

0.3

0.4

0.5

0.6

0.7

SVCI SVPI SVTI

weights
Consistency ratio = 0.083333

Figure 2. Weights of main enablers of SBMI.

0.072

0.580

0.130

0.217

0.0

0.1

0.2

0.3

0.4

0.5

0.6

0.7

TN HC TP CE

weights
Consistency ratio = 0.072464

Figure 3. Weights of sub-enablers of SVCI.

Step 4. Calculation of the final optimal weights of enablers: An analysis of the pairwise
comparison scores for each primary enabler and its sub-enablers was performed, followed
by solving the BWM optimization problem to find the optimal weights for each participant.
By averaging the results from all fifteen participants, we determined the final optimal
weights for the primary and sub-enablers, which are presented in Table 7. The results
are reliable, as ξL∗ is close to zero, showing that decision-makers were consistent in their
pairwise comparisons.
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0.136
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weights
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Figure 4. Weights of sub-enablers of SVPI.
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Figure 5. Weights of sub-enablers of SVTI.

Step 5. Calculation of the global weights of sub-enablers: To determine the global
weights of the secondary enablers, we multiplied the respective primary-enabler weights by
their corresponding secondary-enabler weights. The outcomes are detailed in Table 7, which
also provides a ranking of all sub-enablers according to their global weights. As shown
in Table 7, human capital achieved the highest global weight of 0.159, whereas service
proposition resonance received the lowest global weight of 0.045.

Table 3. Pairwise comparison of participant 01 for the main-enablers of SBMI.

BO Vector SVCl SVPI SVTI

Best main enabler: SVCI 1 3 7
OW Vector Worst main enabler: SVTI

SVCI 9
SVPI 4
SVTI 1



Sustainability 2024, 16, 3191 15 of 23

Table 4. Pairwise comparison of participant 01 for the sub-enablers of SVCl.

BO Vector TN HC TP CE

Best sub-enabler: HC 8 1 5 3
OW Vector Worst main enabler: TN

TN 1
HC 7
TP 2
CE 4

Table 5. Pairwise comparison of participant 01 for the sub-enablers of SVPI.

BO Vector PI MC SP DD

Best sub-enabler: PI 1 3 5 9
OW Vector Worst main enabler: DD

PI 8
MC 5
SP 4
DD 1

Table 6. Pairwise comparison of participant 01 for the sub-enablers of SVTI.

BO Vector VB AS ES

Best main enabler: AS 4 1 7
OW Vector Worst main enabler: ES

VB 3
AS 9
ES 1

Table 7. Global weights of main and sub-enablers of SBMI.

Main Enabler Average Weights Sub-Enablers Local Weights Global Weights Rank/cri Overall

SVCl 0.425 TN 0.151 0.064 3 7
HC 0.374 0.159 1 1
TP 0.33 0.14 2 2
CE 0.145 0.062 4 9

SVPI 0.225 PI 0.283 0.064 2 7
MC 0.311 0.07 1 6
SP 0.199 0.045 4 11
DD 0.208 0.047 3 10

SVTI 0.35 VB 0.376 0.132 1 3
AS 0.362 0.127 2 4
ES 0.262 0.092 3 5

4. Discussion of Results

This study employed the BWM to assess the weights of the primary and sub-enablers.
Participants were asked to evaluate pairwise comparisons of the main enablers and their
corresponding sub-enablers. Tables 3–6 illustrate the results of participant 01’s pairwise
evaluations, while Figures 2–5 also depict the weights of the primary enablers and their
associated sub-enablers. However, our analysis focused mainly on the results presented in
Table 7.
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4.1. Ranking of Main Enablers

The evaluation indicates that among the three primary enablers, service value creation
innovation (SVCI) emerges as the most significant enabler, with an average weight of
0.425. This outcome underscores the pivotal role of SVCI in steering service enterprises’
innovativeness towards sustainable business model innovation. The concept encapsulates
all innovative approaches of how companies strategically reconfigure their resources and
capabilities, specifically through their human capital and technology, to generate unique
service offerings or solutions [31]. A notable illustration is the transformation of Amazon
from an initial business-to-consumer (B-to-C) firm into a multifaceted service platform
that facilitates retail and other prominent cloud services for other businesses (B-to-B ecom-
merce) [106]. This evolution exemplifies a significant value creation innovation, reflecting
not only a reconfiguration in the business’s vision, mission, and strategies, but also show-
casing the firm’s technological prowess, integral to the SVCI logic. The positioning of SVCI
(encompassing network collaborations, human capital, technological platforms, and cus-
tomer enablement) at the forefront of the rankings reflects the growing prominence of the
service-dominant logic (SDL) framework, which has emerged as a transformative perspec-
tive that emphasizes value co-creation through interactions between producers, consumers,
and other partners in the service ecosystem [34].

Service value capture innovation (SVTI) ranks second as the next desirable enabler,
followed by service value proposition innovation (SVPI). Despite SVTI’s second-place
ranking, Ref. [107] suggests a negative correlation between value capture innovation and
firm performance, implying that the benefits of SVTI are not guaranteed but limited when
implemented in isolation. The authors of [107] explain that value capture innovation
efforts require a systemic change to realign functional activities with the new value capture
model; otherwise, it will lead to local optimization and compromise overall business
model performance. This highlights the need to integrate value capture innovation with
other dimensions of BMI, particularly value creation innovation. This idea is supported
by [108], who emphasized the important dynamics between value creation and value
capture in business model innovation, particularly in the shift to outcome-based service
provision. The study stresses the need to align value capture innovation with value
creation innovation for successful business model innovation, further justifying value
capture innovation alone may result in a negative or zero-sum effect. Hence, the relatively
close position of SVTI to SVCI in the rankings demonstrates the importance of their close
association or integration. According to [109] it is essential to strike a balance between
value creation and capture strategies, especially in situations where businesses collaborate
to co-create value, because maintaining a sustainable business model necessitates capturing
a share of the value generated by innovation.

The ranking placed service value proposition innovation (SVPI) last, which can be
attributed to managerial cognitive limitations in understanding the value potential of a
new business model or preposition and the neglect or misunderstanding of the role of
interactions within the value proposition concept [110,111]. To facilitate this understanding
and promote effective business model innovation, Ref. [108] emphasizes the importance
of interactions, collaborative relationships between customers, and an integrated value
proposition and capture approach to transforming a firm’s business model.

4.2. Ranking of Sub-Enablers

Human capital (HC) has the highest global weight of 0.159 among the eleven identified
sub-enablers, signifying its importance in facilitating sustainable performance in service
enterprises. The unique characteristics inherent in services necessitate the development of
a skilled and adaptable workforce capable of comprehending and anticipating customer
needs given their direct influence on service quality and, to a broader extent, the firm’s
sustainability performance. Ref. [14] emphasizes the significance of human capital in
enhancing a company’s innovative performance through the accumulation of knowledge,
skills, and capabilities. Moreover, human capital encompasses the managerial capabilities
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essential for identifying, evaluating, and effectively leveraging potential opportunities
for business model innovation. Entrepreneurial skills empower managers to not only
recognize viable prospects for innovating the business model, but also to execute them [112].
The findings of [113] underscore the significant influence of sustainable leadership on
economic, social, and environmental outcomes, by emphasizing the impact of proactive
sustainability strategies and sustainable leadership on corporate sustainability performance.
This suggests that leadership competencies, such as entrepreneurial skills, play a crucial role
in shaping sustainability outcomes. The implementation of human sustainability policies
enable organizations to recruit and retain skilled individuals, which ultimately bolsters
human capital and enhances the sustainability performance of the organization [114].

Technological platforms, a sub-enabler under the SVCI category, rank second among
the various sub-enablers contributing to service business model innovation (SBMI) with
a global score of 0.14. This emphasizes the increasingly importance of technology to con-
temporary business practices, as evidenced by [115], who highlight the antecedent role of
technological innovation in propelling both business model innovation and overall com-
pany success. Technological processes can potentially promote eco-friendly behaviors [116],
thereby influencing a business’s commitment to sustainability. Service enterprises can
leverage innovative technologies such as artificial intelligence (AI), the Internet of Things
(IoT), and blockchain to create solution sets that cater to customers’ changing needs and
preferences and the firm’s sustainability imperative [54,55,117]. The authors of [117] explore
the use of IoT technology to pursue sustainability, providing insights into technology’s
application in the hospitality industry for sustainable purposes.

Value-based pricing (VB) holds the third highest global weight among the sub-enablers
of SBMI with a value of 0.132, and is ranked top among the sub-enablers of service value
capture innovation (SVTI). Value-based pricing significantly impacts a company’s revenue
and profit margins [91]. This pricing strategy considers the perceived value of the cus-
tomer, as opposed to solely covering costs plus a margin, and has the potential to lead to
increased profitability. Ref. [57] highlighted the significance of understanding customers’
perceived value and its connection to pricing in a discussion of a pricing strategy based on
customer value. By adopting this strategy, businesses can achieve economic sustainability
given the impact of value-based pricing on profitability outcomes. Service firms must
prioritize customers’ perceived value of the service offerings [86] and possess strong value
capture capabilities to effectively monetize the value they create [118] to take advantage of
this strategy.

The third spot under the category of service value capture innovation enablers was
occupied by experiential services. Although these services are increasingly becoming
significant in the service industry, they may not be as central in the utilities sector, but
they are predominant in sectors where customer experience is at the core of operations,
such as the hospitality and retail sectors [119,120]. The utility sector has traditionally
focused on delivering reliable, efficient, and sustainable services, such as water, energy,
and waste management [1]. Moreover, the sector is often heavily regulated and involves
significant infrastructure [121,122]. In the sector, sustainability issues focus on integrating
sustainability principles into the organization’s operations and resource management,
investment pressures for adopting renewable energy and carbon-neutral technologies,
and economic and environmental regulations in achieving sustainability [2,10]. Due to
these reasons, it is challenging to prioritize experiential services in the context of utilities,
which may contribute to its relative position. However, the prominence of technology in
business model innovation suggests an avenue for innovative immersive experiences for
customers, thereby facilitating the creation of experiential services in the utilities sector and
service sector as a whole.

However, among the sub-enablers that ranked last in their respective primary catego-
rizations, experiential services (ESs) ranked fifth, with a global weight of 0.092; followed by
customer enablement (CE), which ranked ninth with a global weight of 0.062; and service
proposition resonance (SP), which ranked last with a global weight of 0.045. The relative
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rankings of experiential services to customer enablement and service proposition resonance
demonstrate the growing prominence of utility sectors prioritizing customer experiences
due to the concept of customer centricity in the service sector [123–125]. Utility compa-
nies are beginning to recognize the value of the customer experience as a differentiator.
For example, a deficit in the service innovation delivery cycle can lead customers to seek
alternative service offerings to fulfill their needs. According to [126], this situation creates a
potential demand for firms with alternative services to capitalize on such service innovation
deficits and quickly introduce innovative services to the market, especially when competing
firms’ readiness for convertibility is high. Such service innovations can be pursued using
experiential innovativeness [127], which posits that the success of an innovative practice is
ultimately evaluated by customers. Service firms can achieve customer satisfaction through
the provision of experiential services that align with the customer-centric perspective of
experiential innovativeness.

5. Managerial Implications

This study offers crucial insights into both the electricity supply and broader service
sectors by highlighting the significance of integrating principles from service-dominant
logic into business model innovation endeavors to promote sustainability performance.
Business model innovation is an emerging innovation concept that is difficult to imple-
ment. Service enterprise managers are increasingly acknowledging the significance of
business model innovation and its capacity to enhance a firm’s sustainability. Managers
should therefore seek to prioritize investments in service value-creation innovation as
a strategic imperative for sustained performance. In today’s highly competitive service
industry, which is marked by customer centricity, the need for firms to innovate and main-
tain performance levels that satisfy customer preferences has become increasingly critical
because of their centrality to economic and social sustainability performance. According to
respondents, leveraging key resources and capabilities such as human capital, technological
platforms, and value-based pricing strategies is instrumental in this regard. Although not
the highest ranked, the study also advocates the increasing importance of experiential
services in the services industry and advises managers that heightened customer experi-
ences in their business model innovation are crucial for sustained performance. Managers
should therefore consider these factors to drive sustainable business practices and improve
overall performance.

Moreover, this study employs an established approach to rank various hierarchical
enablers, providing a valuable tool for service enterprises and managers in developing
economies. This framework assists service enterprises in more effectively evaluating the
impact of enablers on business model innovation within the service industry. For instance,
managers in the electricity supply industry in Ghana and other countries have a tool to
assess and comprehend the complexities of innovating a service business model towards
sustainable performance. The identified framework of enablers for service business model
innovation, although subject to evolution over time, serves as a structured basis for decision
making. Ranking these enablers helps managers focus on key factors in prioritizing limited
funds and resources, aiding in the justification and selection of sustainable conscious
strategies. The application of this framework offers a practical and informed methodology
to enhance business model innovation in the service industry.

Conclusions

The research offers a pioneering effort in proposing a hierarchical enabler framework
for service business model innovation (SBMI) in the electricity supply sector, with a specific
focus on the Electricity Company of Ghana (ECG). Our methodology, utilizing the best–
worst method (BWM), aimed to systematize and prioritize essential enablers for enhancing
the sustainable performance of service firms. This endeavor resulted in the development
of a hierarchical framework comprising three primary enablers and eleven sub-enablers,
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serving as a strategic guide for innovations in the service sector, including managerial and
policy-related initiatives.

Despite these contributions, the scope and methodology of this study are limited.
The focus on a single sector restricts generalizability, and literature-based identification
of enablers may introduce biases. Additionally, the study applied the BWM to rank the
enablers of SBMI. Future research could consider other multi-criteria decision modeling
tools, such as PROMETHEE, VIKOR, MAUT, AHP, SMART, and Fuzzy TOPSIS, to offer
a broader validation of the identified enablers. Also, adopting methodologies such as
DEMATEL could provide deeper insights into the interactions and associations among
enablers, thereby enhancing our understanding of their systemic impacts on SBMI.

Furthermore, with the study’s main findings—that is, the relatively high ranking of
service value creation innovation, human capital, and technological platforms—the study
suggests the need for investments in workforce development and digital transformation
strategies. These enablers can drive transformation efforts towards sustainable performance
within the context of this study. These insights pave the way for further research in these
domains, and future research could investigate how they contribute to a firm’s sustainable
performance. Such studies could provide further insights to complement the findings of
the present study.

Author Contributions: Conceptualization, J.K.A. and Y.S.; methodology, J.K.A. and S.T.A.; writing—
original draft preparation, J.K.A.; writing—review and editing, J.K.A. and S.T.A.; supervision, Y.S.
All authors have read and agreed to the published version of the manuscript.

Funding: This research received no external funding.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: Data are contained within the article.

Conflicts of Interest: The authors declare no conflicts of interest.

References
1. Hughes, S.; Peterson, J. Transforming municipal services to transform cities: Understanding the role and influence of the private

sector. Sustainability 2018, 10, 108. [CrossRef]
2. Lu, J.; Ren, L.; Yao, S.; Qiao, J.; Strielkowski, W.; Streimikis, J. Comparative review of corporate social responsibility of energy

utilities and sustainable energy development trends in the Baltic states. Energies 2019, 12, 3417. [CrossRef]
3. Gitelman, L.; Kozhevnikov, M. New Business Models in the Energy Sector in the Context of Revolutionary Transformations.

Sustainability 2023, 15, 3604. [CrossRef]
4. Gitelman, L.; Kozhevnikov, M.; Visotskaya, Y. Diversification as a Method of Ensuring the Sustainability of Energy Supply within

the Energy Transition. Resources 2023, 12, 19. [CrossRef]
5. Nosratabadi, S.; Pinter, G.; Mosavi, A.; Semperger, S. Sustainable banking; Evaluation of the European business models.

Sustainability 2020, 12, 2314. [CrossRef]
6. Dewi, I.E.; Pinem, D. The Effect of Application of Sustainable Development Goals (SDGs) and Sustainability Report on Company

Profitability. Int. Res. J. Econ. Manag. Stud. 2023, 2, 119–126. [CrossRef]
7. Bocken, N.; Boons, F.; Baldassarre, B. Sustainable business model experimentation by understanding ecologies of business models.

J. Clean. Prod. 2019, 208, 1498–1512. [CrossRef]
8. Cheah, S.; Ho, Y.P.; Li, S. Business model innovation for sustainable performance in retail and hospitality industries. Sustainability

2018, 10, 3952. [CrossRef]
9. Faisal, F.F.; Muhammad, K.; Ghani, E.K. The Effect of Innovation in Business Model, Services and Technology on Firm

Sustainability: An Examination using Triple Bottom Line Theory. Econ. Financ. Lett. 2022, 9, 170–179. [CrossRef]
10. Slacik, J.; Greiling, D. Selective coupling as institutional response to sustainability development in electric utilities. SHS Web Conf.

2021, 128, 05008. [CrossRef]
11. Alinsari, N.; Davianti, A. Treading the Sustainable Development Concept: Narrative Expression of a State-Owned Enterprise.

Res. Manag. Account. 2022, 5, 46–54. [CrossRef]
12. Simaite, G.; Keliuotyte-Staniuleniene, G. Financial sustainability and derivatives: A theoretical approach. Tech. Soc. Sci. J. 2023,

39, 370–376. [CrossRef]
13. Sakyi, K.A. Public Corporation Monopolies—Case Study of Sale of Electricity Company of Ghana (ECG). Adv. Soc. Sci. Res. J.

2019, 6, 148–167. [CrossRef]

http://doi.org/10.3390/su10010108
http://dx.doi.org/10.3390/en12183417
http://dx.doi.org/10.3390/su15043604
http://dx.doi.org/10.3390/resources12020019
http://dx.doi.org/10.3390/su12062314
http://dx.doi.org/10.56472/25835238/IRJEMS-V2I1P117
http://dx.doi.org/10.1016/j.jclepro.2018.10.159
http://dx.doi.org/10.3390/su10113952
http://dx.doi.org/10.18488/29.v9i2.3095
http://dx.doi.org/10.1051/shsconf/202112805008
http://dx.doi.org/10.33508/rima.v5i1.3845
http://dx.doi.org/10.47577/tssj.v39i1.7950
http://dx.doi.org/10.14738/assrj.64.6252


Sustainability 2024, 16, 3191 20 of 23

14. Hee, O.C.; Hui, O.K.; Rizal, A.M.; Kowang, T.O.; Fei, G.C. Determinants of Innovative Performance in the Service Industry: A
Review. Int. J. Acad. Res. Bus. Soc. Sci. 2018, 8, 379–388. [CrossRef] [PubMed]

15. Facchinetti, E.; Eid, C.; Bollinger, A.; Sulzer, S. Business model innovation for local energy management: A perspective from
swiss utilities. Front. Energy Res. 2016, 4, 31. [CrossRef]

16. Chivandi, A.; Olorunjuwon Samuel, M.; Muchie, M. Expectancy Models and Work Related Service Innovation and Service
Quality Orientation as a Business Strategic Tool in the Tourism Sector. In Tourism—Perspectives and Practices; IntechOpen: London,
UK , 2019. [CrossRef]

17. Evans, S.; Vladimirova, D.; Holgado, M.; Van Fossen, K.; Yang, M.; Silva, E.A.; Barlow, C.Y. Business Model Innovation for
Sustainability: Towards a Unified Perspective for Creation of Sustainable Business Models. Bus. Strategy Environ. 2017, 26,
597–608. [CrossRef]

18. Wang, Q.; Voss, C.; Zhao, X.; Wang, Z. Modes of service innovation: A typology. Ind. Manag. Data Syst. 2015, 115, 1358–1382.
[CrossRef]

19. Nastiti, P.K.Y.; Atahau, A.D.R.; Supramono, S. Working capital management and its influence on profitability and sustainable
growth. Bus. Theory Pract. 2019, 20, 61–68. [CrossRef]

20. Yu, B.; Hao, S.; Wang, Y. Organizational search and business model innovation: The moderating role of knowledge inertia.
J. Knowl. Manag. 2020, 24, 1705–1718. [CrossRef]

21. Rezaee, Z. Business sustainability research: A theoretical and integrated perspective. J. Account. Lit. 2016, 36, 48–64. [CrossRef]
22. Lim, W.Q.; Nadarajah, D.; Wahab, S.A. Sustainable Manufacturing Practices and Sustainability Performance: A Conceptual

Framework for Manufacturing SMEs. Bus. Manag. Strategy 2021, 12, 108–129. [CrossRef]
23. Ndereyimana, L. Regulatory Economic Appraisal Is the Core for Business Sustainability. Mod. Econ. 2022, 13, 945–951. [CrossRef]
24. Tennakoon, W.D.N.S.M.; Janadari, M.P.N. Measuring Economic Sustainability: Are we doing it Right? Sri Lanka J. Soc. Sci.

Humanit. 2022, 2, 21–30. [CrossRef]
25. Russo, G.; Tartaglione, A.M.; Cavacece, Y. Empowering patients to co-create a sustainable healthcare value. Sustainability 2019,

11, 1315. [CrossRef]
26. Kyaw, K.; Thomsen, S.; Treepongkaruna, S. Firms’ potential for economic sustainability and firm value: The moderating role of

blockholders. Sustain. Dev. 2022, 30, 884–901. [CrossRef]
27. Gao, B.; Zhang, S.; Sun, Q. The impact of Technological innovation and Business Model Innovation on Venture Capital Intention.

In Proceedings of the 2018 International Conference on Economics, Business, Management and Corporate Social Responsibility
(EBMCSR 2018), Zhuhai, China, 28–30 September 2018. [CrossRef]

28. Huarng, K.H.; Cervera, A.; Mas-Verdu, F. Innovation and service-dominant logic. Serv. Bus. 2018, 12, 453–456. [CrossRef]
29. Chowdhury, N.; Balaraman, P.; Liu, J. The evolution of B2B strategies in the rise of value co-creation and service management.

J. Strategy Manag. 2023, 16, 708–732. [CrossRef]
30. Ojasalo, J.; Ojasalo, K. Service Logic Business Model Canvas. J. Res. Mark. Entrep. 2018, 20, 70–98. [CrossRef]
31. Johannessen, J.A.; Stokvik, H.; Johannessen, J.A.; Stokvik, H. Innovation and Value Creation. In Evidence-Based Innovation

Leadership; Emerald Publishing Limited: Leeds, UK, 2018; pp. 47–69. [CrossRef]
32. Sulkowski, A.J.; Edwards, M.; Freeman, R.E. Shake Your Stakeholder: Firms Leading Engagement to Cocreate Sustainable Value.

Organ. Environ. 2018, 31, 223–241. [CrossRef]
33. Oertzen, A.S.; Odekerken-Schröder, G.; Brax, S.A.; Mager, B. Co-creating services—Conceptual clarification, forms and outcomes.

J. Serv. Manag. 2018, 29, 641–679. [CrossRef]
34. Bintarti, S.; Ahmad, A.; Tanjung, A.; Kurniawan, E. Perspective of Competitive Advantage in Services Dominant Logic. In

Proceedings of the 1st International Conference on Economics Engineering and Social Science, InCEESS 2020, Bekasi, Indonesia,
17–18 July 2021. [CrossRef]

35. Pieroni, M.P.; McAloone, T.C.; Pigosso, D.C. Business model innovation for circular economy and sustainability: A review of
approaches. J. Clean. Prod. 2019, 215, 198–216. [CrossRef]

36. Matarazzo, M.; Penco, L.; Profumo, G.; Quaglia, R. Digital transformation and customer value creation in Made in Italy SMEs: A
dynamic capabilities perspective. J. Bus. Res. 2021, 123, 642–656. [CrossRef]

37. El Hilali, W.; El Manouar, A.; Janati Idrissi, M.A. Reaching sustainability during a digital transformation: A PLS approach. Int. J.
Innov. Sci. 2020, 12, 52–79. [CrossRef]

38. Clauss, T. Measuring business model innovation: Conceptualization, scale development, and proof of performance. R D Manag.
2017, 47, 385–403. [CrossRef]

39. Jukka, M.; Andreeva, T.; Blomqvist, K.M.; Puumalainen, K. A cross-cultural perspective on relational exchange. J. Bus. Ind. Mark.
2017, 32, 937–950. [CrossRef]

40. Nguyen, P. Service-Dominant Logic: A Model of Service Satisfaction and Its Antecedents. Eur. J. Bus. Manag. Res. 2022, 7,
357–363. [CrossRef]

41. Inigo, E.A.; Albareda, L.; Ritala, P. Business model innovation for sustainability: Exploring evolutionary and radical approaches
through dynamic capabilities. Ind. Innov. 2017, 24, 515–542. [CrossRef]

42. Gaiardelli, P.; Songini, L. Successful business models for service centres: An empirical analysis. Int. J. Product. Perform. Manag.
2020, 70, 1187–1212. [CrossRef]

http://dx.doi.org/10.6007/IJARBSS/v8-i6/4229
http://www.ncbi.nlm.nih.gov/pubmed/38455696
http://dx.doi.org/10.3389/fenrg.2016.00031
http://dx.doi.org/10.5772/intechopen.82442
http://dx.doi.org/10.1002/bse.1939
http://dx.doi.org/10.1108/IMDS-03-2015-0067
http://dx.doi.org/10.3846/btp.2019.06
http://dx.doi.org/10.1108/JKM-02-2020-0100
http://dx.doi.org/10.1016/j.acclit.2016.05.003
http://dx.doi.org/10.5296/bms.v12i1.18253
http://dx.doi.org/10.4236/me.2022.137050
http://dx.doi.org/10.4038/sljssh.v2i1.53
http://dx.doi.org/10.3390/su11051315
http://dx.doi.org/10.1002/sd.2287
http://dx.doi.org/10.2991/ebmcsr-18.2018.58
http://dx.doi.org/10.1007/s11628-018-0369-6
http://dx.doi.org/10.1108/JSMA-03-2023-0064
http://dx.doi.org/10.1108/JRME-06-2016-0015
http://dx.doi.org/10.1108/978-1-78769-635-820181004
http://dx.doi.org/10.1177/1086026617722129
http://dx.doi.org/10.1108/JOSM-03-2017-0067
http://dx.doi.org/10.4108/eai.17-7-2020.2303084
http://dx.doi.org/10.1016/j.jclepro.2019.01.036
http://dx.doi.org/10.1016/j.jbusres.2020.10.033
http://dx.doi.org/10.1108/IJIS-08-2019-0083
http://dx.doi.org/10.1111/radm.12186
http://dx.doi.org/10.1108/JBIM-03-2016-0048
http://dx.doi.org/10.24018/ejbmr.2022.7.3.1404
http://dx.doi.org/10.1080/13662716.2017.1310034
http://dx.doi.org/10.1108/IJPPM-05-2019-0230


Sustainability 2024, 16, 3191 21 of 23

43. Kozhevnikov, M.V. A transition to knowledge-intensive service activities in power industry: A theoretical framework. In Energy
Production and Management in the 21st Century III: The Quest for Sustainable Energy; WIT Press: Southampton, UK, 2018.

44. Kim, J.; Paek, B.; Lee, H. Exploring Innovation Ecosystem of Incumbents in the Face of Technological Discontinuities: Automobile
Firms. Sustainability 2022, 14, 1606. [CrossRef]

45. Melander, L.; Pazirandeh, A. Collaboration beyond the supply network for green innovation: Insight from 11 cases. Supply Chain
Manag. 2019, 24, 509–523. [CrossRef]

46. Luzzini, D.; Brandon-Jones, E.; Brandon-Jones, A.; Spina, G. From sustainability commitment to performance: The role of intra-
and inter-firm collaborative capabilities in the upstream supply chain. Int. J. Prod. Econ. 2015, 165, 51–63. [CrossRef]

47. Tran, T.M.T.; Woo, S.H.; Yuen, K.F. The impacts of sustainable inter-firm collaboration on business performance of shipping
companies. Int. J. Logist. Manag. 2021, 32, 766–789. [CrossRef]

48. Rajala, R.; Gallouj, F.; Toivonen, M. Introduction to the special issue on multiactor value creation in service innovation:
Collaborative value creation in service. Serv. Sci. 2016, 8, iii–viii. [CrossRef]

49. Rhee, Y.P.; Park, C.; Cooper, T. Knowledge creation capability and the impact on innovation performance in global consulting
firms: The role of human and social capital. Can. J. Adm. Sci. 2023, 40, 155–172. [CrossRef]

50. Papa, A.; Dezi, L.; Gregori, G.L.; Mueller, J.; Miglietta, N. Improving innovation performance through knowledge acquisition:
The moderating role of employee retention and human resource management practices. J. Knowl. Manag. 2020, 24, 589–605.
[CrossRef]

51. Fabregá, M.B.; Masferrer, N.; Patau, J.; Miró Pérez, A.P. Self-counciousness competence as driver of innovation and environmental
commitment in higher education students. Int. J. Sustain. High. Educ. 2020, 21, 1507–1523. [CrossRef]

52. Park, A.; Li, H. The effect of blockchain technology on supply chain sustainability performances. Sustainability 2021, 13, 1726.
[CrossRef]

53. Ko, T.; Lee, J.; Ryu, D. Blockchain technology and manufacturing industry: Real-time transparency and cost savings. Sustainability
2018, 10, 4274. [CrossRef]

54. Langley, D.J.; van Doorn, J.; Ng, I.C.; Stieglitz, S.; Lazovik, A.; Boonstra, A. The Internet of Everything: Smart things and their
impact on business models. J. Bus. Res. 2021, 122, 853–863. [CrossRef]

55. Weber, M.; Beutter, M.; Weking, J.; Böhm, M.; Krcmar, H. AI Startup Business Models: Key Characteristics and Directions for
Entrepreneurship Research. Bus. Inf. Syst. Eng. 2022, 64, 91–109. [CrossRef]

56. Palmié, M.; Miehé, L.; Oghazi, P.; Parida, V.; Wincent, J. The evolution of the digital service ecosystem and digital business model
innovation in retail: The emergence of meta-ecosystems and the value of physical interactions. Technol. Forecast. Soc. Chang. 2022,
177, 121496. [CrossRef]

57. Wang, Y.; Han, P. Digital Transformation, Service-Oriented Manufacturing, and Total Factor Productivity: Evidence from A-Share
Listed Companies in China. Sustainability 2023, 15, 9974. [CrossRef]

58. Lee, J.; Suh, T.; Roy, D.; Baucus, M. Emerging technology and business model innovation: The case of artificial intelligence.
J. Open Innov. Technol. Mark. Complex. 2019, 5, 44. [CrossRef]

59. Csepy, G.; Aranyossy, M. Customer Value Creation in the Financial Services Industry. In Proceedings of the Management
International Conference (MIC 2019), Opatija, Croatia, 29 May–1 June 2019. [CrossRef]

60. Shanti, R.; Avianto, W.; Wibowo, W.A. A Systematic Review on Banking Digital Transformation. J. Adm. 2022, 9, 543–552.
[CrossRef]

61. Cheng, B.L.; Gan, C.C.; Imrie, B.C.; Mansori, S. Service recovery, customer satisfaction and customer loyalty: Evidence from
Malaysia’s hotel industry. Int. J. Qual. Serv. Sci. 2019, 11, 187–203. [CrossRef]

62. Prastiwi, E.H.; Hussein, A.S. The Role of Value Co-Creation in Improving Customer Loyalty with Customer Satisfaction as
Mediating Variable. In Proceedings of the 2019 International Conference on Organizational Innovation (ICOI 2019), Ulsan,
Republic of Korea, 20–22 July 2019. [CrossRef]

63. Ju, S.; Chang, H. Consumer perceptions on sustainable practices implemented in foodservice organizations in Korea. Nutr. Res.
Pract. 2016, 10, 108–114. [CrossRef]

64. Hosman, L.; Gómez Zermeño, M.G.; de la Garza, L.A. SolarSPELL assessment: Impact of a solar-powered digital library as a
teaching-learning resource on climate change. Sustainability 2020, 12, 6636. [CrossRef]

65. Saniuk, S.; Grabowska, S.; Gajdzik, B.Z. Personalization of products in the industry 4.0 concept and its impact on achieving a
higher level of sustainable consumption. Energies 2020, 13, 5895. [CrossRef]

66. Ferrer-Estévez, M.; Chalmeta, R. Sustainable customer relationship management. Mark. Intell. Plan. 2023, 41, 244–262. [CrossRef]
67. Skålén, P.; Gummerus, J.; von Koskull, C.; Magnusson, P.R. Exploring value propositions and service innovation: A service-

dominant logic study. J. Acad. Mark. Sci. 2015, 43, 137–158. [CrossRef]
68. Chester Goduscheit, R.; Faullant, R. Paths Toward Radical Service Innovation in Manufacturing Companies—A Service-Dominant

Logic Perspective. J. Prod. Innov. Manag. 2018, 35, 701–719. [CrossRef]
69. Momeni, K.; Martinsuo, M. Remote monitoring in industrial services: Need-to-have instead of nice-to-have. J. Bus. Ind. Mark.

2018, 33, 792–803. [CrossRef]
70. Taherdangkoo, M.; Mona, B.; Ghasemi, K. The role of industries’ environmental reputation and competitive intensity on

sustainability marketing strategy: Customers’ environmental concern approach. Span. J. Mark.—ESIC 2019, 23, 3–24. [CrossRef]

http://dx.doi.org/10.3390/su14031606
http://dx.doi.org/10.1108/SCM-08-2018-0285
http://dx.doi.org/10.1016/j.ijpe.2015.03.004
http://dx.doi.org/10.1108/IJLM-11-2020-0453
http://dx.doi.org/10.1287/serv.2016.0157
http://dx.doi.org/10.1002/cjas.1693
http://dx.doi.org/10.1108/JKM-09-2017-0391
http://dx.doi.org/10.1108/IJSHE-03-2020-0083
http://dx.doi.org/10.3390/su13041726
http://dx.doi.org/10.3390/su10114274
http://dx.doi.org/10.1016/j.jbusres.2019.12.035
http://dx.doi.org/10.1007/s12599-021-00732-w
http://dx.doi.org/10.1016/j.techfore.2022.121496
http://dx.doi.org/10.3390/su15139974
http://dx.doi.org/10.3390/joitmc5030044
http://dx.doi.org/10.26493/978-961-6832-68-7.13
http://dx.doi.org/10.26858/ja.v9i2.40584
http://dx.doi.org/10.1108/IJQSS-09-2017-0081
http://dx.doi.org/10.2991/icoi-19.2019.104
http://dx.doi.org/10.4162/nrp.2016.10.1.108
http://dx.doi.org/10.3390/su12166636
http://dx.doi.org/10.3390/en13225895
http://dx.doi.org/10.1108/MIP-06-2022-0266
http://dx.doi.org/10.1007/s11747-013-0365-2
http://dx.doi.org/10.1111/jpim.12461
http://dx.doi.org/10.1108/JBIM-10-2015-0187
http://dx.doi.org/10.1108/SJME-02-2018-0005


Sustainability 2024, 16, 3191 22 of 23

71. Ta, A.H.; Aarikka-Stenroos, L.; Litovuo, L. Customer Experience in Circular Economy: Experiential Dimensions among
Consumers of Reused and Recycled Clothes. Sustainability 2022, 14, 509. [CrossRef]

72. Närvänen, E.; Mesiranta, N.; Saarijärvi, H.; Nevalainen, J. Examining consumer food waste through grocery retailers’ customer
data: Segments and practical implications. Int. J. Consum. Stud. 2023, 47, 1273–1290. [CrossRef]

73. Åkesson, M.; Skålén, P.; Edvardsson, B.; Stålhammar, A. Value proposition test-driving for service innovation: How frontline
employees innovate value propositions. J. Serv. Theory Pract. 2016, 26 . [CrossRef]

74. Heinonen, K.; Strandvik, T.; Voima, P. Customer dominant value formation in service. Eur. Bus. Rev. 2013, 25, 104–123. [CrossRef]
75. Heikka, E.L.; Nätti, S. Evolving value propositions in knowledge-intensive business services. J. Bus. Ind. Mark. 2018, 33,

1153–1164. [CrossRef]
76. Reymen, I.; Berends, H.; Oudehand, R.; Stultiëns, R. Decision making for business model development: A process study of

effectuation and causation in new technology-based ventures. R D Manag. 2017, 47, 595–606. [CrossRef]
77. Weinberger, M.F.; Lusch, R.F. The Cultural Knowledge Perspective: Insights on Resource Creation for Marketing Theory, Practice,

and Education. J. Macromark. 2023, 43, 48–60. [CrossRef]
78. Baumann, J.; Le Meunier-FitzHugh, K.; Wilson, H.N. The challenge of communicating reciprocal value promises: Buyer-seller

value proposition disparity in professional services. Ind. Mark. Manag. 2017, 64, 107–121. [CrossRef]
79. Loock, M.; Phillips, D.M. A firm’s financial reputation vs. Sustainability reputation: Do consumers really care? Sustainability

2020, 12, 519. [CrossRef]
80. Ismail, A.M.; Latiff, I.H.M. Board diversity and corporate sustainability practices: Evidence on environmental, social and

governance (ESG) reporting. Int. J. Financ. Res. 2019, 10, 31–50. [CrossRef]
81. Fielt, E.; Westerveld, P.; Desouza, K.; Gable, G. Business model innovation and strategic transformation when confronting digital

disruption: The case of data-driven business models for professional services. In Proceedings of the 29th Australasian Conference
on Information Systems, Sydney, Australia, 3–5 December 2018. [CrossRef]

82. Zhan, Y.; Tan, K.H.; Li, Y.; Tse, Y.K. Unlocking the power of big data in new product development. Ann. Oper. Res. 2018, 270,
577–595. [CrossRef]

83. Pikkarainen, M.; Huhtala, T.; Kemppainen, L.; Häikiö, J. Success factors for data–driven service delivery networks. J. Innov.
Manag. 2019, 7, 14–46. [CrossRef]

84. Lee, C.K.; Cao, Y.; Ng, K.K. Big data analytics for predictive maintenance strategies. In Supply Chain Management in the Big Data
Era; IGI Global: Hershey, PA, USA, 2016. [CrossRef]

85. Machado, C.G.; Winroth, M.P.; Ribeiro da Silva, E.H.D. Sustainable manufacturing in Industry 4.0: An emerging research agenda.
Int. J. Prod. Res. 2020, 58, 1462–1484. [CrossRef]

86. Nadanyiova, M.; Gajanova, L.; Moravcikova, D. The impact of personal branding on the customer value-based pricing strategy.
New Trends Manag. 2018, 163.

87. Guerreiro, R.; Amaral, J.V. Cost-based price and value-based price: Are they conflicting approaches? J. Bus. Ind. Mark. 2018, 33,
390–404. [CrossRef]

88. Mills, A.J.; Treen, E. Operation Valuation: Teaching Pricing Concepts in an Experiential Environment. J. Mark. Educ. 2016, 38,
73–82. [CrossRef]

89. Ren, Q.; Rong, K.; Lu, C.; Liu, G.; Ross, M. Value-informed pricing for virtual digital products: Evidence from Chinese MMORPG
industry. Int. J. Mark. Res. 2020, 62, 350–368. [CrossRef]

90. Yamoah, F.A.; Acquaye, A. Unravelling the attitude-behaviour gap paradox for sustainable food consumption: Insight from the
UK apple market. J. Clean. Prod. 2019, 217, 172–184. [CrossRef]
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