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VALUE CHAIN

• Infrastructures

• Platforms

• Market places

SUPPLIERS [x 50]

Satellite OperatorsSUPPLIERS [x 20]

Land Use

Water

• Analytics

• Insights

• Applications

ACTORS with similar products [x 500]

CUSTOMERS

• Seeds companies

• Producers

• Growers

• Distributors

• Cooperatives

• Large farms
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Sources: Euroconsult, GrandView research, Statista, Markets&Markets

TAM3.

SAM2.

SOM1.

17

Billions

USD

5

Billions

USD
0.1

Billions

USD

SMART FARMING MARKET SIZE
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Unclear value of 

EO-based 

applications Food Price 

Soars

Solution

Differentiation

Solution 

integration in 

customers 

workflows

CHALLENGES
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RESEARCH QUESTION

Hypothesis

The customer is more 
likely to participate to the 
design of the business 
model 
i) if he receives incentives 
from the company 
AND 
ii) if a trustworthy 
relationship is created. 

Objectives

• (In)validate the hypothesis

• Introduce business models 

prone to customer integration 

• Source empirical evidence

• Evaluate the benefits, costs 

and risks for the company

• Provide guidance to integrate 

customers in business model 

design

• Managerial implications 

Research Topic

Involving customer 
in the development 
of the innovation? 

Research Question

How to integrate 
the customer in the 
design of the 
business model? 
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METHODOLOGY

Research

Philosophy

Research

Approach

Research

Purpose

Sources: - Saunders et al., “Research methods for business students”, 8th edition, 2022

- Senechal, “Research methods”, TBS GEMBA, 2021

• Positivism

• Critical realism

• Interpretivism

• Post-modernism

• Pragmatism

• Exploratory

• Descriptive

• Explanatory

• Evaluative

• Combined

• Deduction

• Induction

• Abduction

Research

Method

• Qualitative

• Quantitative

• Mixed

Research

Strategy

• Experiment

• Survey

• Case study

Time

Horizon

• Longitudinal

• Cross-sectional

Research

Design

• Con. Triangulation

• Seq. Exploratory

• Seq. Descriptive

Data Collection

1. Interviews

2. Questionnaires

3. Secondary sources

Data Analysis

• Sorting numerical and categorical data

• Visualizing proportions, ranking, distributions

• Statistical tests: Kolmogorov, Chi Square, etc l

1. Qualitative Analysis

2. Quantitative Analysis

• Identifying themes

• Recognizing relationships l
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THEORETICAL BACKGROUND

The pioneers1.

Pr. Henry Chesbrough (Harvard Business School)

Open Innovation theory

Pr. Eric von Hippel (MIT Sloan School of Management)

Lead-user theory

Plé, L., and al. 2010. “Customer-Integrated Business Models : A Theoretical Framework.” Management, Vol. 14, No. 4 226-265.

Wirtz, B. W, and al. 2018. “Business Model Development: A Customer-Oriented perspective.” Journal of Business Models , Vol. 6, No. 3 24-44. 

New developments2.
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EMPIRICAL EVIDENCES

Data sharing1. Reward pricing2.

Outcome based3.
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From LITERATURE REVIEW

• Satellite as a service, SaaS

• Pay-per-use, Subscription

• Data, Reward, Risk sharing

• Outcome based

A plethora of business 

models prone to 

customer integration

1.

• Lead-User method

• SNS data mining with A.I

• Hackathons

Various methods 

to identify suitable 

customers

2. Governance

Benefits • Reduced costs

• Better value propositions

Challenges
• Work load management 

• Customers bargaining 

power

Risks
• Customers dependence

• Niche market

Solutions
• Right customers

• Right methods

• IP and staff management

3.
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From DATA COLLECTION (n=109 customers)

11/16

Customer

Involvement

18%

Value

Sharing

15%

Co-creation

30%

Co-development

37%

Perception of Open innovation4.

IT

21%

Lead Users

9%

Their suppliers

30%

Their customers

29%

HealthCare

11%

Innovation sources5.



From DATA COLLECTION (n=109 customers)

12/16

Customer integration6. Insights on motivations7.

Possible parameters affecting customer decision:

• Farm size

• Geographical distribution

• Type of company

• Type of activity

• Financial resources

Example of correlation with Chi-square test between:

Farm Size x Trustworthy relationship

Metrics Value

# of degree of freedom 4

Chi-square 13.82

Chi-square critical 9.49

Probability 0.05

Chi-square (p) value 0.007

There is strong correlation between the farm size and the need for 
trustworthy relation with the supplier for a customer to be involved 
in the co-design of the business model



From DATA COLLECTION (n=109 customers)
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Modification of the supplier revenue model8.

COSTS REVENUES

1 hour

10%

4 hours

20%

No participation

70%

No participation

70%

4 weeks

10%

1 week

20%

I dedicated 

enough time,

so I do not want to 

pay extra

40% of 30%

Need for uniqueness

25% of 30%

Preference for

co-designed product

25% of 30%

I can pay 5% more

46% of 30%

I can pay 10% more

14% of 30%

I do not pay more

40% of 30%
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CUSTOMER INTEGRATION: Approach

14/16

Select the most 

suitable customer 

and timing

Adapt the 

work load of 

Tenchijin 

employees

• Inclination to open innovation

• Motivations

• Bargaining power

• Willingness to lock-in suppliers

Define the 

partnerships 

terms and 

conditions

• Rewards and Incentives

• IP management

• etc



CUSTOMER INTEGRATION: Is it worth it?
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Constantly 

monitor the 

new VP, SAM 

and SOM

Constantly 

ensure 

Tenchijin 

business 

latitude

Constantly 

monitor the ROI, 

profitability and 

revenue streams
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CONCLUSIONS

Achievements1.

• Comprehensive review of the theoretical and 
empirical background

• Generation of an original and unique 
database on customer integration in business 
model

• Analysis of the data with usual statistical 
methods (Chi-Square)

• Validation of the hypothesis
• Correlations between customers’ motivations 

and resources
• Managerial implications: governance, HR, 

business model and marketing

Perspectives2.

• Deep-dive the analysis with additional 
interviews

• Address new geographical zones
• Address the research question with different 

philosophy and purpose
• Underpin the empirical customer-integrated 

business models with comprehensive 
theoretical developments

• Investigate the topics of “value sharing” and 
“co-creation” within the SDL and Open 
Innovation theories
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