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1 Introduction 

“We didn’t do anything wrong, but somehow, we lost.” 

Stephen Elop, CEO of Nokia, 2013 

 

A key question of strategic research is what makes certain companies successful in the 

long run, and what are the reasons that lead others to failure, bankruptcy or being 

acquired. The quote mentioned above is from the CEO of Nokia, a company that was the 

flagship of the mobile phone market in the 90s and as a closure of an unsuccessful period 

was acquired by Microsoft in 2013 (Drath, 2016). 

The sentence the CEO said at the announcement of the acquisition illustrates the 

complexity of this issue. How can a successful, profitable company with substantial 

resources, experienced managers, good market reputation that continues to apply the 

strategy that led them to success end up in failure and acquisition? 

The example of Nokia is not an isolated one. Since 2000 more than half of the companies 

of the Fortune 500 list have ceased to exist. (Nanterme, 2016). Over the past decades 

iconic companies went bankrupt or were acquired like Kodak or Polaroid (LoPucki and 

Doherty, 2007), so understanding the survival of a firm is more important than ever 

before. 

Failure of successful companies is often caused by the external environment, where new 

technologies and business models appear that transform the market. Generally, companies 

can handle slow changes of the external environment thanks to their innovation activity; 

however, they often identify fast, radical changes too late and fail to give adequate 

responses to them. (Christensen, 1997). To handle radical changes, a potential response 

for companies to survive is a profound strategic renewal, when they change their abilities 

and strategic goals to break out of the dependency determined by their situation. 

Upon realizing the need for strategic renewal, further questions have arisen for 

researchers. Why can certain companies successfully implement strategic renewal and 

others can’t (Baden-Fuller and Volberda, 1997; Crossan and Berdrow, 2003)? What is 

the reason behind the success of IBM and Intel, companies that managed to adapt to 

changes of the business environment and retain their marketing leading role, while the 
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previously mentioned Nokia or Kodak failed to do so (Assink, 2006; Vuori and Huy, 

2016)? What skills, structures and processes lead to successful strategic renewal (Schmitt 

et al., 2018; Volberda et al., 2001)?  

The high-impact strategic research approaches of the second half of the 20th century, like 

Research Based View (Barney, 1997) or the Five Forces Theory (Porter, 1979) are 

suitable for analysing corporate strategy in a given environment, but they do not provide 

sufficient guidelines for strategic renewal triggered by a changing environment. (Kapás, 

1999; Levitas and Ndofor, 2006). However, over the past decades, two approaches have 

become widely used that help to understand different adaptive behaviours of companies: 

the theory of Ambidexterity and Dynamic Capabilities (O’Reilly III and Tushman, 2008). 

Ambidexterity means performing exploitation and exploration activities simultaneously. 

Thus, enabling a company to generate profit continuously while developing and changing 

in the long run and adapt to the changing environment (March, 1991). Dynamic 

capabilities allow companies to integrate, construct and reconfigure their assets and 

competencies to remain competitive in a rapidly-changing environment (Teece et al., 

1997). 

Using the framework of ambidexterity and dynamic capabilities in this dissertation, the 

author intends to analyse the ability of companies to renew their strategies as a reaction 

to the effect of disruptive innovation that changes the external environment. 

The author’s exploratory research focuses on a global IT company, which – having 

transformed its product portfolio, business strategy, organisational structure and 

processes – carried out strategic renewal upon experiencing and foreseeing the expansion 

of disruptive innovation - cloud services. The author is seeking an answer to the question 

of how this company reacted to the challenge of disruptive innovation and what renewal 

process it applied to implement strategic renewal. The examination of the successful 

renewal of the company allows for learning about the good practice which – in whole or 

part – may be used by other companies as well. Thus the research of the author goes 

beyond the analysis of a strategic renewal of a given company, and the research results 

may serve as examples of other companies, too.  

In order to explore the strategic renewal of the company examined, the author examines 

what the dynamic capabilities that made strategic renewal possible in a given environment 

are and how organisational ambidexterity (i.e. exploitation and exploration at the same 



13  

 

time) was ensured during the process. The research also explores the role of senior 

management and the lower levels of corporate hierarchy in the renewal process as well 

as the relationship between the company and the external environment.  

 

 

Figure 1 - Enforcing and enabling factors of strategic renewal 

Source: personal collection 

The topicality and economic importance of the issue is given by the profound change 

triggered by the fourth industrial revolution, during which revolutionary technological 

changes alter whole business branches, destroy and create workplaces so this process has 

an impact on the whole economy. In the digital transformation - which defines the fourth 

industrial revolution – new technologies have crucial roles, such as the ‘Internet of Things 

(IoT), Big Data, artificial intelligence, blockchain, 5G and the cloud-based services 

(Warner and Wäger, 2019). In this environment, it is essential to understand how 

companies can react to technological changes constituting disruptive innovation and how 

they can ensure their survival. 

As Information Technology has become an indispensable tool for companies to remain 

on the market in the 21st century, disruptive innovation that transforms information 

technology is an ideal field to analyse strategic renewal. The effect of cloud services – 

which has a crucial role in the strategic renewal of the company examined - goes far 

beyond IT suppliers and the digital economy. This is well illustrated by the fact that when 

this dissertation is prepared, four of the five largest publicly traded companies (by market 

capitalization) provide cloud services (CorporateInformation, 2020). 
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Several studies deal with the technological background, market penetration and legal 

regulations of cloud services. However, the effect cloud services - as an element of 

disruptive innovation - have on corporate renewal, strategies and sub-systems are 

currently under-researched; this fact provides the novelty of this research topic. 

In this thesis, the author presents the cloud-based solutions, as well as examines and verify 

the disruptive innovation nature thereof. However, the research questions are not related 

to cloud-based services, but the strategic renewal induced by then and affecting the 

supplier side. Thus the topicality of the research arises from the cloud services, however, 

through the examination of one strategic renewal executed as a response to could 

solutions, the author presents research results which can be generalised and may be 

applied in case of other strategic renewals induced by disruptive innovation as well. 

The author has worked in an international environment for IT companies over the past 25 

years, in the beginning as a technical professional and later on in middle or senior 

management positions. Over the years spent in the market, the author had the possibility 

to closely follow and learn about key technological solutions, market trends, corporate 

strategies and market players, including both suppliers and customers. As an executive, 

the author has experienced the challenge of adapting to the radical changes in the external 

environment multiple times and gained experience in the course of successful and less 

successful strategic renewal attempts. The author’s international positions allowed him to 

observe and compare these trends in countries with various cultures. Over the past years 

the author has developed the interest to analyse revolutionary changes that transform the 

market and the strategic responses given to them from a scientific perspective and using 

scientific methods, and to systemize his knowledge and experience based on this 

information. This personal interest was the motivation to choose the topic of the 

dissertation. 

During the research an approach characterised by post-positivist scientific psychology 

was used, according to which you need to endeavour to explore the objective truth 

although the values and interpretations of the researchers and their interaction with the 

subject and the persons involved create a particular dimension of the truth (Ryan, 200). 

In addition to presenting an example of successful strategic renewal which may be used 

by other companies as well, the result of the research is the description of a new renewal 

model, the ‘controlled strategic renewal method’. The novel strategic renewal method 
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presented through the case study allows for a company-wide comprehensive renewal, 

controlled by the senior management, in which the middle managers and frontline 

workers have the executor role. An essential element of the controlled renewal method is 

the centralised IT system-aided data collection, decision support and execution. If aligned 

to the corporate culture, then the presented use of the IT systems may ensure special 

dynamic capabilities to the company. These dynamic capabilities allow the core senior 

management to control the transformation, in a dynamic, hyper-competitive environment, 

even in a global enterprise with several hundred thousand people. 

 

The dissertation is structured as follows: 

Review the professional literature on strategic renewal. 

Review of the professional literature on disruptive innovation, addressing the 

disruptive effect of innovation in the field of cloud services. 

Identification of the research gap and the research questions. 

Introduction of the researched company. 

Description of the research methodology. 

Presentation of research results 

Discussion 

Summary 
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2 Strategic renewal 

Perhaps, strategic renewal of companies has never been more important in history than 

nowadays. Over the past decades market competition has become more dynamic, global 

and has also intensified (Schmitt et al., 2018). Along with these changes market 

competition has also become more complex, and it is often unclear for market players, 

who their competitors are. 79% of 1541 chief executive officers interviewed in a survey 

think that the situation is becoming more complex in the near future (Tuncdogan et al., 

2019).  

In the globalised system of the 21st century, the unexpectedly occurring crisis situations 

(such as the 2008 financial crisis or the 2020 COVID-19 pandemic) may affect all 

countries of the world and the companies operating in them, and such situations may also 

force the fast-changing of the strategy (Wenzel et al., 2020). 

In this environment strategic renewal process ensuring the survival of a company - which 

is not only important for the companies themselves, but it may affect the whole sector 

and the entire economy (Agarwal and Helfat, 2009) - has become the focus of strategic 

researchers’ attention. 

Despite the attention paid to the issue, there is no generally accepted definition of strategic 

renewal, academic literature provides partially diverging interpretations. In the 

dissertation the approach of Schmitt and his co-authors is used according to which 

strategic renewal is based on three major elements: (1) it includes the basic skills of a 

company that ensure competitive advantage, (2) affects the whole company and has an 

impact on each organisational level and (3) breaks path dependence, thus guaranteeing 

long-term survival of the company. Based on these elements and according to their 

definition, strategic renewal means the process that allows organisations to change path 

dependency through the transformation of strategic goals and skills (Schmitt et al., 2018, 

p:85). Their definition examines strategic renewal from the perspective of processes 

concentrating on activities that finally lead to successful renewal. 

 

In the following chapters the author will review the professional literature related to the 

growth and renewal of organisations and describe the main areas of strategic renewal 

research. 
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Based on the organisational growth model of Greiner (Greiner, 1972) the phases a 

company goes through during the growing process, the key organisational problems of 

each phase and the transition between the phases are presented. Greiner’s model mainly 

focuses on internal conflicts, although an organisation may be forced to change not only 

by internal conflicts but also as a result of the transformation of the external environment. 

The two possible methods and approaches to handle change are described using the model 

of change by Beer and Nohria (Beer and Nohria, 2000). 

This is followed by an outline of the main research areas of strategic renewal: the 

approaches related to antecedents, processes and outcomes of strategic renewal (Schmitt 

et al., 2018). Volberda et al. elaborated their renewal model based on the research results 

achieved in these areas (Volberda et al., 2001; Volberda, 2017), in which they offer four 

different idealised renewal models depending on the renewal process and the expected 

results. 

During strategic renewal, the question of how a company can ensure continuous operation 

and exploration of new areas at the same time is of utmost importance. The theory of 

organisational ambidexterity deals with the simultaneous implementation of exploitation 

and exploration activities, which will be presented in detail. 

The market circumstances of the operation of any company are determined by the 

economic, sociocultural, technological, political, legal, natural and the global 

environment (Baron, 2003). In order to understand the changes of these market 

circumstances, elaborate and implement appropriate answers, companies need so-called 

dynamic capabilities different from the ones required for the effective implementation of 

basic activities. The author will give an outline of the dynamic capabilities approach and 

will also describe the relationship between organisational ambidexterity and dynamic 

capabilities. 

To perceive the change of the external environment, recognize the need for and 

implement strategic renewal, it is essential for the management to focus on the specific 

issue. For this reason, the outline of professional literature dealing with strategic renewal 

is closed by reviewing the Attention Based View that examines the issue from the 

perspective of organisational attention. 



18  

 

2.1 Greiner’s organisational growth model 

According to empiric researches, there are no generally successful corporate strategies. 

A critical element of a successful strategy is to harmonize the environment, corporate 

resources and skills, organisational structure and management systems (Grant, 2002). 

When a company faces a difficult situation, managers often blame the changes in market 

circumstances, increased competition and the changing regulatory environment. In his 

book “Strategy and Structure” Chandler argues that market circumstances determine the 

strategy of a company (Chandler, 1962). Greiner disputed this approach in a notable 

article that forms part of the professional literature examining corporate growth (Greiner, 

1972). According to Greiner, its own past has a greater impact on the organisation than 

external forces. 

Based on Greiner’s model, there are two ways to achieve organisational renewal: 

evolution and revolution. Evolutionary development means long-term growth during 

which there are no major changes in the operation of the organisation. Revolution means 

a revolutionary change that triggers significant transformations in the life of an 

organisation. Evolutionary change is followed by revolutionary change over time, then 

the organisation returns to evolutionary change (Greiner, 1972). 

In Greiner’s model there are five dimensions determining organisational development: 

age of the organisation, evolutionary phases, revolutionary phases and the growth rate of 

the industry. 

As it is not feasible to use the same operative methods in the long run, the age of the 

organisation becomes relevant when dealing with the necessity for change. Growing 

organisations need to use different management methods depending on the size and 

complexity of the organisation (Bolman and Deal, 2017). 

The evolutionary phases of the organisation vary in length. According to Greiner (1972), 

generally, there is a period between four and eight years of balanced growth before the 

next revolutionary situation appears. Smooth and balanced growth is not guaranteed in 

the long run, it is periodically interrupted by revolutionary phases. Evolutionary phases 

are longer in slow-growing industries while in fast-growing industries they are shorter 

(Balaton et al., 2010; Szabó, 2010). 
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Considering the five dimensions, Greiner divided the growth stages of the company into 

five phases. The company undergoes evolutionary development in each of the five stages 

then a revolutionary change occurs due to a crisis and this is how it enters the next phase. 

The five growth stages are as follows: 

2.1.1 First stage: Creativity 

The birth phase of the organisation in which the founders directly take part in the work 

using their technical or entrepreneurial knowledge. There is direct communication among 

the employees that helps teamwork and enhances creativity (Hon and Lui, 2016). A small, 

flexible organisation can react to customer needs quickly. 

After a while, the rapid growth of the company results in management crisis, increased 

complexity and the number of issues is no longer manageable using manual control. 

2.1.2 Second stage: Management 

Organisations that survive management crisis by employing managers suitable for 

handling the increased complexity of the business enter the second stage. In this phase, 

the fields of focus and the tasks of the employees become clear (Burke, 2018). A 

functional organisational structure is introduced, positions become specialized. Target 

figures, pay incentives, workplace standards are introduced. Communication becomes 

formal, the (new) management becomes responsible for managing the company, while 

decision-making powers of lower level managers are seriously limited. However, further 

growth of the company requires decision-making at lower levels as well, and this tension 

causes the next crisis. Lower-level managers fight for more decision-making power and 

autonomy and this crisis leads to the third growth stage. 

2.1.3 Third stage: Delegation 

Middle management receives greater responsibility and senior managers make their 

decisions based on regular reports and besides strategic decisions they only deal with 

handling exceptional issues. Delegation and decentralisation allows the middle 

management to react quickly to the challenges of the local market. If decision making is 

not only formally delegated to the middle management but also in effect, (Aghion and 
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Tirole, 1997) as a result of decentralisation, senior management loses control and the 

possibility of coordination over local decisions (Colombo and Delmastro, 2004). This 

situation is the next crisis, for which the steps taken by the senior management to regain 

control mean the solution generating revolutionary change. 

2.1.4 Fourth stage – Coordination 

This stage is characterised by formal planning, reorganisation of the decentralised units 

to achieve better coordination and increase of the central staff of the company. Some 

functions (e.g. IT, HR) are centralised. There are more and more initiatives coming from 

the centre, that do not always take into account local interests and characteristics (Baliga 

and Jaeger, 1984; Kunisch et al., 2015). Bureaucracy expands too intensively over time 

and becomes an obstacle to effective corporate operation. This tendency causes the next 

crisis the solution of which leads to the fifth stage of organisational growth. 

2.1.5 Fifth stage - Cooperation 

The size of the corporate centre decreases, focus is shifted to solve problems at cross-

group level. Companies simplify their complex systems, some of them introduce a matrix 

structure (Kuprenas, 2003; Sy and Côté, 2004). At regular meetings senior managers 

focus on solving key problems. Managers are supported by formal training programmes 

to improve teamwork and conflict resolution. IT systems providing real-time information 

are introduced to support decision-making. 

The transition between the stages is, of course, not smooth. Companies often stuck in a 

stage, become unsuccessful or are acquired (Greiner, 1998). According to Greiner, the 

biggest barrier of development between the phases is the resistance of the senior 

management. Managers who made the company successful in a previous phase insist on 

the structures and processes they introduced even when the development of the company 

has gone beyond (Assink, 2006). 

“Ministages” can appear within the stages, the transition to the new phase is not 

immediately completed. For example, delegation phase generally starts with the 

decentralisation of an organisational unit (for example a product line) and does not 

involve the whole organisation (Greiner, 1998). 
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2.2 Boundaries of the Greiner model and other approaches 

In his original article, Greiner did not deal with what happens after the fifth stage. As 

Szabó draw the attention to the fact, it is not obvious whether a company stays in the stage 

of “cooperation”, enters into another phase or goes back to a previous one. (Szabó, 2010). 

Greiner virtually excluded external circumstances and focused on the internal conflicts of 

the company. However, the issue of strategic renewal in reality is not isolated from the 

environment, it appears together with it as companies need to adapt to the external 

circumstances to survive (Venkatraman and Prescott, 1990). Similarly, Ben-Menahem et 

al. think that companies need to adapt their internal renewal to the opportunities and 

challenges triggered by the external environment (Ben-Menahem et al., 2013). It means 

that it is not enough to focus either on the external circumstances or the internal 

development phases, the two elements need to be harmonized. 

In the approach of Baden-Fuller and Volberda, organisations continuously change, but 

the pace of the change is too slow, especially in a highly competitive environment (Baden-

Fuller and Volberda, 1997). The change necessary to adapt to competition also involve 

dangers. Failure to change or overreaction may result in serious consequences. To 

successfully implement change, organisations need to resolve the paradox of stability and 

change. The reason behind the aspiration to achieve stability is not only the inertia of the 

organisation but also the ambition to maximize the competencies and skills of the 

organisation in the short term. Besides ensuring survival, another motive for change is 

growth and further success. Renewal requires managers to identify and handle the 

dilemma of stability and change. 

2.3 The model of change by Beer and Nohria 

The renewal models already discussed do not deal with how changes can be implemented. 

However, practice shows that 70% of the attempts to achieve change fails (Beer and 

Nohria, 2000), so apart from identifying the need for change successful implementation 

is also a key element for the renewal of a company (Kotter, 1995). 

Although the exact interpretation of the 70% per cent rate referred to by Beer and Nohria 

is not entirely clear (for example they do not define precisely the notion of the attempt to 

make change) and the figure itself was not supported by scientifically accepted empiric 
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research (Hughes, 2011), their study had a great impact on professional literature dealing 

with change management.  

Beer and Nohria defined two methods for successfully implementing changes: theory “E” 

and “O” (Beer and Nohria, 2000). 

Theory “E” focuses on economic return looking at the issue exclusively from the owners’ 

point of view. Change is addressed through top-down methods defining and 

implementing programmes and generally a considerable amount of financial reward is 

granted if change is successfully implemented. Changes according to theory “E” often 

involve drastic downsizing and reorganisations. The fact that changes are exclusively 

guided by the interests of the owners can adversely affect customer relations and the 

customers themselves. 

Theory “O” creates the trust and commitment required for change based on the corporate 

culture and human resources. In this approach bottom-up initiatives and participation are 

encouraged. Tests, gaining experience and development are part of the process. Those 

who participate in change are motivated through their commitment complemented by a 

realistic amount of financial reward. Managers who apply theory “O” become committed 

towards the employees, however, this commitment may block them to make decisions 

that have a negative impact on employees. 

According to the recommendation of Beer and Nohria, finding the balance between the 

two, considerably different theories and integrating the elements of the two theories are 

vital to successfully implement a change. 

Identifying and continuously communicating the strategic goals and optimizing the 

operative activities that support daily work are equally important during the process of 

change. The basic corporate processes provide the connection between the new strategic 

goals and the daily activities, that managers need to be aware of, measure and improve to 

guarantee successful change (Oakland and Tanner, 2007). 

Activities such as making decisions based on data, creating cross-functional teams, 

disciplined project management, clearly setting out responsibilities and targets, 

communication, involving employees, and the commitment of the senior management 

support the success of change. In contrast to this, significant organisational changes, 

departure of senior manager(s), lack of communication, delays, closed-minded thinking 
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and lack of participation by the senior management reduce the chance to successfully 

implement change (Oakland and Tanner, 2007). 

The significance of communicating the goals set is strengthened by the fact that managers 

and employees who understand the goal of the change are less likely to resist. The 

relationship between the knowledge about the change and the resistance against it can be 

empirically demonstrated (Washington and Hacker, 2005). The more managers 

understand change, the greater chance they have to become enthusiastic about it and their 

expectation that change can fail will be reduced. 

2.4 The key areas of strategic renewal 

Strategic renewal is a process rather than an immediate change (Volberda et al., 2001). 

Researches about this process can be categorised in three main areas: (1) antecedents, (2) 

processes and (3) outcomes of strategic renewal (Schmitt et al., 2018). Research 

approaches and key questions of these three areas are outlined in the chapters below. 

2.4.1 Antecedents of strategic renewal 

The antecedents of strategic renewal are examined by academic literature using two 

different approaches: from the perspective of (1) organisational learning and (2) resources 

According to the first approach, organisational learning is the primary way and an 

essential condition of strategic renewal (Crossan et al., 1999). The fundamental challenge 

related to organisational learning is, that the knowledge required to maintain continuity 

and implement change need to be ensured simultaneously (March, 1991). In this respect, 

companies are required to gain new knowledge for strategic renewal while exploiting 

what they have already learned (Crossan and Berdrow, 2003). Simultaneous pursuit of 

the two contradictory learning processes is called organisational ambidexterity (Duncan, 

1976). Organisational ambidexterity is explained in detail in chapter 2.6. 

The second approach examines the process that leads to renewal from the perspective of 

resources. Based on the Resource-Based Theory (Barney, 1991), strategic renewal is the 

result of the attempts made to reconfigure corporate resources. The core capabilities of 

the company ensure daily operation while the so-called dynamic capabilities facilitate 

reconfiguration of the resources and thus strategic renewal (Agarwal and Helfat, 2009). 
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Core skills include for example routine activities, administration and basic corporate 

processes. Effective development of new products or strategic decision-making are 

examples of dynamic capabilities (Eisenhardt and Martin, 2000). The theory of dynamic 

capabilities is explained in detail in chapter 2.7. 

The two approaches are connected as organisational learning provides the basis to acquire 

dynamic capabilities relevant for renewal (Zollo and Winter, 2002). 

2.4.2 Processes of strategic renewal 

Regarding the process of strategic renewal, the question who initiates and manages the 

process is a fundamental one: senior management or lower level managers and 

employees. Both models can be successful, renewal initiated by senior managers (Kwee 

et al., 2011; Mitchell et al., 2009) or by members working at lower levels of the hierarchy 

(Pappas and Wooldridge, 2007). 

Personal experience, skills and the personality of senior managers determine how a 

certain situation is perceived and assessed, what decisions are made regarding the strategy 

and how they are implemented within the organisation. As a result, the composition and 

processes of senior management have a decisive impact on strategic renewal (Schmitt et 

al., 2018). Personal changes in the senior management may facilitate the strategic 

renewal-aiding functioning of the senior management, at the same time, the departure of 

a crucial manager who knows the organisation and the company in detail could also set 

the strategic renewal process back (Chen and He, 2020). 

Renewal directed with the use of a top-down approach creates an institutionalized 

environment that determines what actions and processes are acceptable and what are not. 

It helps create a uniform approach and interpretation within the company, which, by 

reducing uncertainty, is beneficial during the renewal process. However, middle 

managers and frontline employees have more direct information about the customers and 

market conditions than senior managers (Radaelli and Sitton‐Kent, 2016). The danger 

that lies in institutionalization is that important information is not forwarded to the senior 

management. The established system blocks bottom-up initiatives and creativity which 

can lead to the failure of the renewal initiated by senior management (Verbeke et al., 

2007). For this reason, in course of the top-down renewal the senior management shall 

ensure that the initiatives of the employees committed to the change are given sufficient 
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scope, and that the information originating from them reaches the decision (Järvi and 

Khoreva, 2020). Gaining the support of the middle management is also important because 

in the absence thereof they may exercise substantial resistance, may slow the 

transformation down or may make it impossible, such as it happened in case of Kodak 

(Lucas Jr and Goh, 2009). 

On the other hand, during a renewal process based on autonomous, bottom-up initiatives 

employees who have direct market experience can make recommendations to the senior 

management to optimize processes (Volberda et al., 2001). This can help senior managers 

better understand and get to know what happens on the market and within the company, 

so they can take corrective action. 

However, the disadvantage associated with bottom-up renewals is that the process can 

get out of control and bottom-up initiatives do not reach each level of the company (Floyd 

and Lane, 2000). Importance of local specialities can be emphasised by lower level 

managers, so the renewal of the entire company can include elements that are only 

relevant for a specific area (Floyd and Wooldridge, 1997). Corporate identity can be lost 

as a result of a large number of bottom-up initiatives that may lead to chaos (Volberda 

and Lewin, 2003). 

2.4.3 Outcomes of strategic renewal 

The general purpose of strategic renewal is long-term survival of the company (Agarwal 

and Helfat, 2009). This requires change in path dependency, and the decrease of the gap 

between the external environment and the strategic goals and skills of the company. 

The gap can be reduced using two approaches: (1) considering the external environment 

as it is (Gilbert, 2005), or (2) influencing the external environment using the strategic 

renewal of the company (Crossan and Hurst, 2006). 

According to the co-evolutionary approach that accepts the external environment as it is, 

the external environment changes and the company needs to follow this change by 

renewal (Eggers and Kaplan, 2009). During co-evolution, adaptation to the environment 

and the corporate strategy selected are closely connected. Strategic renewal is achieved 

as a result of the continuous interaction between the environment and the corporate 
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strategy (Volberda and Lewin, 2003). This continuous interaction displaces the company 

from its balanced position thus making strategic renewal possible. 

In contrast to co-evolution, the approach of “co-creation” means that strategic renewal of 

the company is not implemented in a vacuum, but it has an impact on the environment 

(Flier et al., 2003). The company not only follows environmental changes, but it also 

proactively affects the development of the industry and the market. 

There is a substantial difference between the two approaches; adaptation requires 

different internal processes (market research, product development, marketing) than 

transformation of the market. The approach is selected depending on the circumstances 

of the environment and resources of the company (Schmitt et al., 2018). For example, a 

dynamically changing environment intensifies the effect of product innovation on 

business performance (Prajogo, 2016), so companies can maximize their results with 

innovation while adapting to the market (Stienstra et al., 2004). In contrast to this, in a 

market environment providing ample opportunities for growth potential, it is less 

important for companies to insist on the existing resources, so they are more courageous 

to launch new products and proactively form the market environment (Flier et al., 2003). 

2.5 Renewal model of Volberda et al. 

Considering the management process options (top-down or autonomous) of strategic 

renewal discussed in the previous chapter and their relations to the environment (co-

evolutionary or affect the market environment), Volberda et al. suggested four idealized 

strategic renewal processes, or “journeys” as they described them (Volberda et al., 2001). 

Their model developed for large enterprises comprising several business units makes a 

distinction between the level of senior managers and frontline managers based on the 

initiation of processes and the activity shown during renewal. In their article issued in 

2017 in relation to their original model, they expanded the level of frontline managers 

with middle managers (Volberda, 2017), so in the dissertation the term “middle 

managers” is used. 

Volberda et al. recommend four renewal methods: Emergent, Directed, Facilitated and 

Transformational. 
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2.5.1 Emergent renewal - following the market 

The “emergent” renewal method is based on managers who turn their attention to the 

market environment and share the information deriving from this environment within the 

company. The company applies a co-evolutionary method to follow market changes and 

industrial development. Middle management has an executive role in the process of the 

strategic renewal. During the renewal process, emphasis is put on the improvement of the 

exploitation activity. The evolving renewal method is generally recommended to be 

applied in a stable competitive environment during a slowly changing evolutionary 

development process. 

2.5.2 Directed renewal – directed by the senior management 

During the application of the directed renewal method, senior management considers 

itself capable of influencing the environment in a relatively slowly changing external 

environment and in the stable competitive environment. Change is controlled by the 

senior management, and change starts from the senior level by determining the corporate 

goals and strategies that do take the market environment into consideration, but want to 

modify it partially. Lower levels of the hierarchy are responsible for implementing the 

strategy. During renewal, both exploration and exploitation have a key role. This renewal 

method can be applied well in case of steady corporate growth or decrease, when the 

advantages of the hierarchy, formal planning and the controlling can be made use of to a 

large extent. 

At the same time – as it had been pointed out by a previous research – this renewal method 

is not ideal in a turbulent, rapidly-changing environment, since due to the lack of active 

role of the middle management, the information about the swift changes of the market 

fails to reach the senior management or does so slowly (Floyd and Lane, 2000). In course 

of top-down management, those middle managers who are passive in the development of 

the strategy cannot make those fast, corrective decisions which would be necessary in the 

dynamic environment. The hyper-competitive dynamic environment requires frontline 

and middle managers to participate in the renewal actively. 
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2.5.3 Facilitated renewal - bottom-up initiatives 

Facilitated renewal can be used in highly competitive and rapidly changing market 

environment. Middle management can anticipate expected market changes based on 

direct market information and initiate changes accordingly. Senior management is 

responsible for creating an internal environment and structure that enable the organisation 

to implement strategic change, i.e. consistently with its name, the method facilitates the 

renewal. In addition, the senior management is also responsible for approving or 

subsequently accept the decisions made by the middle management, as well as to act as 

an arbitrator in case of disputes (e.g. in case of two competing investment proposals). 

In course of the facilitated renewal, the exploitation activities and the exploration 

activities are in balance. 

The company also strives to influence industrial rules during the renewal process. A major 

difference compared to the emergent renewal model is the proactivity of the middle 

management level: they aspire to achieve renewal by anticipating market changes and 

influencing the market rather than following it. One drawback of the method is that as the 

bottom-up initiative stems from the business units, it is difficult for the senior 

management to transform it to a change involving the entire company including other 

business units as well. 

2.5.4 Transformational renewal - a process involving the entire company 

In transformational renewal methods senior management considers itself capable of 

influencing the rapidly changing environment and it is important for them to cooperate 

with lower hierarchy levels. Active participation of the middle management is important 

in this process, so that the entire company is transformed and involved in the change. 

Both the senior and the middle management are responsible for perceiving the expected 

change of the external environment. The various hierarchy levels and functions of the 

organisation cooperate closely during the changes. In course of the renewal, corporate 

entrepreneurial spirit and risk-taking have important roles on all levels of the hierarchy.  

The company strives to change industrial rules during the renewal process. There is no 

balance between exploitation and exploration, focus is shifted from exploitation to 

exploration. Organisational unlearning (Tsang and Zahra, 2008), appearance of new 
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concepts and corporate entrepreneurship (Covin and Miles, 1999) have a key role in the 

process. 

This renewal method can be applied well in case of strategic renewals which react to 

radical market changes (for example, to the appearance of disruptive technology) and 

which transform the entire company. 

2.5.5 Summary of the renewal model of Volberda et al. 

Companies may choose various methods among the four renewal methods listed, 

depending on their development phase and considering the current market conditions and 

the intrinsic characteristics of the company. 

The four idealized renewal methods are summarised in Table 1 according to the relation 

of the senior management to the environment and the activity of the middle management. 

 

Table 1 - Summary of renewal model of Volberda et al. 

Source: personal collection based on Volberda et al. (2001) 

2.6 Organisational ambidexterity 

2.6.1 Exploration and exploitation 

To ensure profitable operation, a company needs to effectively exploit the opportunities 

of its existing markets. On the other hand, besides focusing on the existing markets and 

products, it also needs to seek new markets to ensure its long-term presence. In the 

absence of this exploration activity, the future success of a company can be jeopardised 

(March, 1991).  
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Exploitation and exploration often seems contradictory activities (Lavie et al., 2010), and 

it can cause difficulties for companies to pursue these two activities in parallel. The 

activities related to exploration include research, risk-taking, discovery, flexibility and 

innovation. Activities related to exploitation are effectiveness, implementation, execution 

and fine-tuning (March, 1991). 

Robert Duncan introduced the term “ambidexterity” in professional literature for 

organisations capable of pursuing both activities (Duncan, 1976). The English term 

“ambidexterity” derives from the Latin “ambi” (both) and “dexter” (ability, skill) 

(Chermack et al., 2010). 

In his landmark study written in 1991, March examined exploitation and exploration 

activities within the context of organisational learning. According to March, adaptation 

processes that support exploitation better than exploration can be effective in the short 

term, but in the long run, they can have disruptive effects on the future of the organisation 

(March, 1991). The lack of exploration activity may lead to the failure of the organisation. 

Several researches have dealt with the apparent or real tension between exploitation and 

exploration activities since March’s study and also suggested solutions to resolve this 

tension (Dobák et al., 2013). Despite identifying the importance of ambidexterity, only a 

small proportion of the companies can renew their fundamental competencies in the long 

run. 

2.6.2 Sequential ambidexterity 

According to Duncan, organisations characterised by ambidexterity allocate their 

resources periodically either to one or the other activity and oscillate between the two 

situations (Duncan, 1976). Such implementation of organisational ambidexterity is 

known as sequential ambidexterity (Boumgarden et al., 2012). 

Sequential implementation of ambidexterity is useful in certain environments for example 

for project organisations. However due to the continuous change of priorities, its 

implementation at corporate level may have a negative impact on the abilities of the 

organisation (Christensen and Overdorf, 2000). 
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Longitudinal examination of BMW, a global automotive company showed that by 

implementing sequential ambidexterity the company was able to adequately react to 

radical market changes (Birkinshaw et al., 2016). 

Sequential ambidexterity can be realised not only on the corporate but on smaller 

organisational unit level as well, and even on the individual level. In course of realisation 

on the individual level, the employee may switch to and from exploitation and exploration 

activities as frequently as every day or even every hour (Pertusa-Ortega et al., 2020). 

2.6.3 Structural ambidexterity 

Tushman and O’Reilly dealt with ambidexterity from the perspective of innovation and 

change management (Tushman and O'Reilly, 1996). Going beyond the concept of 

sequential (periodically changing) ambidexterity elaborated by Duncan the argued that 

organisations characterised by ambidexterity are able to handle continuous and radical 

changes parallelly by dividing the organisational structure. For example, by dividing the 

R&D organisation, two R&D organisations can be established, one dealing with further 

development of existing products and another focusing on new products. Senior 

management may have different expectations towards the separate organisations 

prescribing different rates of return, internal processes and reports. In extreme cases, the 

organisation dealing with exploration can even become a separate company (spin-off) 

thus ensuring flexibility for its own internal processes and benefiting from the advantages 

of the flexibility of start-up companies. 

In order to achieve organisational ambidexterity, an advantage of structural separation is 

that different expectations can be set for separate organisations and the performance of 

their exploitation and exploration activity can be efficiently measured. Goals are clear 

within the separate organisational units and the systems can be aligned to their 

specialization. Specialization decreases uncertainty of the managers and helps share 

attention and priorities appropriately (Tempelaar and Rosenkranz, 2019). 

The advantages of structural separation appear both in small and large organisations, the 

rate of positive impact does not depend on the size of the organisation. However, when 

establishing parallel structures, the resources available need to be considered, that may 

be limited in small companies (Fourné et al., 2019). 
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The establishment of an autonomous business unit independent from the mother company 

is a method often used as a response to disruptive innovation (Christensen et al., 2018). 

According to the study of Charitou and Markides 62% of the companies that applied 

ambidexterity (developing a new product line while maintaining the traditional products) 

as a solution for disruptive innovation used structural separation (Charitou and Markides, 

2003). 

A drawback of separation is however, that it may lead to the isolation and divergence of 

the organisational unit from the main activity of the company. Limited communication 

between the separate organisations restricts sharing knowledge and resources and the lack 

of cooperation may lead to the establishment of parallel structures and different cultures 

(Mom et al., 2009). Ensuring cooperation between the separate organisations and 

coordinating various structures and internal systems is a demanding task for senior 

management. Senior managers carrying this burden may become the congestions of the 

process causing the implementation of ambidexterity to fail (Chen, 2017). 

Experience shows that structural separation has clear advantages in developed 

technological environments and production, while it is less favourable in service-centred 

industries (Fourné et al., 2019). Similarly to the research of Fourné et al., Birkinshaw et 

al. (2016) found that it is worth establishing a separate organisational unit dealing with 

exploration in industries where and when market changes are fast. In case of a slowly 

changing environment, it is better to integrate innovation in the existing organisational 

structure of the company. 

2.6.4 Contextual ambidexterity 

To eliminate the disadvantage of separated organisational structures, Birkinshaw and 

Gibson recommended the implementation of contextual ambidexterity within the same 

organisation (Birkinshaw and Gibson, 2004). In the solution they offer an employee 

performs both exploration and exploitation activities with a flexible schedule of the 

worktime (Szabó, 2010; Taródy, 2012; Taródy, 2018). The main advantage of contextual 

ambidexterity is that it gives flexibility to the employees to make decisions about their 

own time management regarding the two activities (Dobák et al., 2013). 

Contextual ambidexterity does not eliminate the tension between the exploitation and 

exploration activities it only transfers the tension to a lower organisational level. 
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Individuals and lower level managers are responsible for making decisions about the 

proportion of the two activities and it requires specific skills. Employees working in these 

positions are expected to take initiatives, seek cooperation with their colleagues, perform 

multiple tasks simultaneously and interpret the goals of the company in a broader context 

(Birkinshaw and Gibson, 2004). 

Google, for example, established an organisational environment in which development 

engineers spend 20% of their time on ground-breaking developments. As a result, 

engineers do not have to wait for the managers’ approval to develop a new idea. A number 

of additional projects result in successful products (Schmidt and Rosenberg, 2014). 

Contextual ambidexterity is based on the assumption that an organisational unit and/or 

employee is able to deal with exploitation and exploration parallelly (Taródy, 2018). This 

is generally feasible in cases where the two activities do not require significantly different 

skills. However, when exploration requires radically new knowledge, capabilities and 

processes, implementing the two activities within one organisation or if they are pursued 

by the same employee can cause difficulties (Chen, 2017). 

Table 2 summarizes the characteristics of implementing structural and contextual 

ambidexterity. 

 

Table 2 - Comparison of structural and contextual ambidexterity 

Source: personal collection based on Birkinshaw and Gibson (2004) 
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2.6.5 Hybrid ambidexterity 

According to Ossenbrink and his co-authors (Ossenbrink et al., 2019), companies choose 

the structural realisation of ambidexterity usually when using the opportunity arising in 

the market environment requires an organisational structure and skills which are 

significant different from the existing ones. If numerous uncertain opportunities appear 

in the market environment, then it is advisable to use the contextual ambidexterity, which 

provides opportunity to use the split attention and the knowledge of frontline workers. 

If numerous uncertain opportunities appear in the market environment the exploitation of 

which requires innovative organisational culture and skills, then it is advisable to use both 

the structural and the contextual forms of ambidexterity (Ossenbrink et al., 2019). This 

realisation may be defined as the hybrid form of ambidexterity (Jöhnk, 2020). 

2.6.6 The relationship between ambidexterity and corporate performance 

The assumption that organisational ambidexterity has a positive impact on corporate 

performance has been confirmed by several researches (O'Reilly and Tushman, 2013; 

Junni et al., 2013). This positive impact can be clearly demonstrated in the increase of 

revenues (Lee et al., 2003; Venkatraman et al., 2006), innovation (Burgers et al., 2009; 

Tushman et al., 2010) and the improvement of the company’s ability to survive (Kauppila, 

2010; Yu and Khessina, 2012). 

According to Liu and Leitner, organisations tend to shift from the optimal balance 

towards exploitation during their operation as they prefer performing routine tasks instead 

of exploration that involves greater risks and are often most costly (Liu and Leitner, 

2012). Based on the research of Uotila et al. 80% per cent of large enterprises perform 

less exploration activities than the optimal (Uotila et al., 2009). 

The proportion of exploration and exploitation activities vary during the life cycles of the 

company. A substantial part of the companies act as an explorer at the early phases of 

their life cycles and later exploitation becomes dominant (Hortoványi, 2010; Hortoványi 

and Ferincz, 2015). 

The effect of ambidexterity on corporate performance depends on the environment, the 

industry and the main resources of the company. In an uncertain and rapidly changing 
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environment ambidexterity has a greater effect on corporate performance than in a stable 

and predictable environment (Jansen et al., 2005a). 

In dynamically changing industries companies need to focus constantly on innovation and 

exploration because the duration of their existing competitive advantage is uncertain 

(Prajogo, 2016; Pertusa-Ortega and Molina-Azorín, 2018). According to Junni et al., 

exploration is more important in high-tech and service oriented industries, while 

exploitation is more important in manufacturing (Junni et al., 2013). 

When examining the companies included in the list of Standard and Poor’s (S&P) 

comprising 500 companies, Uotila et al. found a reverse U-curve relationship between the 

relative rate of exploration activity and the financial performance of the company (Uotila 

et al., 2009). This relationship is positively moderated by the R&D intensity of the 

industry. The result of their research corresponds with the results of the research 

performed by Junni et al. (Junni et al., 2013); in industries where the intensity of R&D is 

low, exploration has relatively low impact on corporate performance while in industries 

where the intensity of R&D is high the impact is also significant. 

The size and the resources of the company have a positive relationship with the impact of 

ambidexterity; for larger enterprises that have major resources the impact is more 

significant (Tempelaar and Van De Vrande, 2012; Zhiang et al., 2007). 

Exploration and exploitation abilities can be extended by acquiring other companies 

(Christensen et al., 2011). Acquisitions supporting exploitation abilities contribute to the 

existing main competence and basic activity of the company. As a result of the acquisition 

the company can acquire critical resources and processes that need to be efficiently 

integrated to utilize the economies of scale (Chandler et al., 2009). Through acquisitions 

aiming at extending the exploration activity companies can acquire new knowledge, skills 

and resources within a short period of time. The acquired company is integrated as a 

whole or handled as an autonomous organisational unit according to the contextual or 

structural separation of ambidexterity already discussed (Chen, 2017). 

The effect of ambidexterity on corporate performance vary according to the level of 

research. At lower levels (individual employees) the impact is not significant, while going 

towards higher organisational levels (work team, business unit) the influence increases 

(Junni et al., 2013). 
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Ambidexterity results in better performance not only at corporate level but also in the 

divisions of companies having more organisational units (Jansen et al., 2012). Large 

enterprises having divisions characterised by ambidexterity are more innovative than 

large enterprises consisting of traditional divisions (Chebbi et al., 2015). 

2.6.7 The role of managers in the development of ambidexterity 

The ambidexterity of the company is also influenced by whether exploitation and 

exploration appear in the communication, actions and also the decision-making of the 

senior management (Kortmann, 2015). When the external environment changes, survival 

of the company depends on whether senior management can find the right balance 

between exploitation and exploration (O’Reilly III and Tushman, 2008; Kortmann, 2015). 

Top managers can support ambidexterity by creating a corporate culture that recognizes 

both explorative and exploitative activities (Diesel and Scheepers, 2019). Moreover, top 

manager’s communication that supports innovation, criticizes status quo, explains 

reasons and actions for change, and sets new goals and priorities underpin ambidexterity 

(Maclean et al., 2020). 

The time horizon of the top managers also has an impact on ambidexterity. Managers 

with short-term time horizon tend to focus on exploitation (Shipp et al., 2009), while those 

with long-term time horizon focus on exploration (Nadkarni and Chen, 2014). A top 

management team that compiled of managers with diverse time-horizon can reinforce 

ambidexterity (Chen et al., 2019). 

Besides the role of senior managers increased attention is paid to the importance of the 

role of middle and frontline managers (Burgelman et al., 2018; Heyden et al., 2017; 

Radaelli and Sitton‐Kent, 2016). In order to successfully implement ambidexterity, 

besides the organisational structure designed and established by senior managers, their 

implementation and dynamic alignment performed by middle and frontline managers are 

also required (Zimmermann et al., 2018). 

2.7 Dynamic capabilities 

According to the resource based corporate approach, valuable, rare resources determine 

the market position of a company, ones that are difficult to imitate or replace (Barney, 
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1991). The strategic use of company skills and resources can became a source of 

competitive advantage (Somosi, 2017). These resources alone, however, do not ensure 

the company’s ability to renew. Other skills are also required to react to rapid changes in 

the environment and reconfigure internal and external competences (Teece et al., 1997). 

Teece et al. highlighted that corporate capabilities can be categorised into two groups 

(Teece et al., 1997; Teece, 2017a). Basic capabilities include general skills like routine 

activities, administration and basic corporate processes that support daily operation in a 

more or less effective manner (Kosztyán et al., 2018). Perfection of basic corporate 

processes and the usage of “best practices” form a vital part of corporate operation but 

competitors can copy them over time so they do not mean long-term competitive 

advantage (Teece, 2017b). 

Dynamic capabilities constitute another level above the basic level that allow 

reorganisation and renewal of basic capabilities as well as activities supporting renewal 

projects such as development of new products, opening to new markets and decision 

making in uncertain situations. Dynamic capabilities allow the company to react to 

changes in the internal and external environment, respond to new opportunities and 

challenges rather than supporting the daily operation of the company (Sebrek and Váradi, 

2019). Dynamic capabilities enable companies to maintain competitiveness using new 

and innovative solutions taking into account internal and external circumstances (Teece 

et al., 1997). Organisations need dynamic capabilities for renewal when they are forced 

to change market or products and competitiveness rapidly changes within the industry 

(Hortoványi, 2016). 

Companies with strong dynamic capabilities generally have dominant processes and a 

culture specific only to them. It is difficult for competitors to copy dynamic capabilities 

as they are built on the characteristics of the leaders, the routines developed within the 

company and the corporate culture. For this reason, company-specific dynamic 

capabilities can serve as sources for long-term competitive advantage (Eisenhardt and 

Martin, 2000; Teece, 2014). 

Companies with strong dynamic capabilities are characterised by a greater level of 

entrepreneurial spirit. They not only adapt to the ecosystem of the business, but also 

formulate it with innovation and in cooperation with other market players (Teece, 2007). 
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Dynamic capabilities which facilitate changing the business model in the rapidly 

changing environment are particularly important for companies in the modern digital 

economy (Warner and Wäger, 2019). 

According to Teece (2007), dynamic capabilities can be categorised in three basic groups: 

sense and shape and seize and reconfigure. 

2.7.1 Sensing and shaping 

Sense and shape mean identifying opportunities and threats through activities like 

continuously monitoring the external environment, learning, understanding and 

transformation of these to the internal language of the company. The process of sensing 

generally requires investments in research activities. 

When a new opportunity or threat is identified, managers need to assess how to interpret 

them for the purposes of the company and plan measures to be taken as a response. They 

have to make decisions about the technologies they intend to use and the market strategy 

they wish to apply. Competitors may perceive and interpret the situation in another way 

and develop different reactions. 

2.7.2 Seizing 

Seizing means the implementation of the reaction to the opportunities and threats 

perceived. It can mean new products, processes or services. “Seizure” requires 

investments in nearly all cases in the field of product and process development. 

There are generally more investment options or technologies competing with each other 

in the early phase, so managers need to make decisions about the investment in uncertain 

situations. It is worth maintaining the option of flexibility in this phase until it becomes 

clear which technology will be the dominant one. Companies with significant 

complementary assets have more time to wait and make decisions while those, who do 

not have such assets have to make decisions faster (Mitchell, 1991). 

However, companies often fail to make investments required for seizure. Especially 

incumbents are characterised by this attitude where decision making is distorted by 

tendencies against innovation based on standard procedures, basic capabilities, 

complementary assets, administrative processes, fear from cannibalisation and to avoid 
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threats (Teece, 2007). For this reason, strategies applied by incumbents based on routines 

and assets causing path dependency and the development of the existing technology may 

lead to incorrect answers to the challenge posed by disruptive innovation. 

In order to elaborate correct answers, managers need to be aware of the disruptive effects 

influencing their decisions and be ready to ignore the existing capabilities, processes and 

complementary assets of the company. 

2.7.3 Reconfiguring 

Sensing and seizing the opportunities of the market and technologies can bring the 

company on a profitable growth path. However, success may lead to path dependency 

over time. Profitable growth can only be sustained in the long run if companies are 

capable of reacting to the inevitable changes of the external environment, market 

expectations and the size of the company. To achieve this, they need to be able to 

transform the assets and the organisational structure. 

Organisational structures can normally adapt to slow technological development by 

applying minor modifications. Radical changes, however, may require profound 

transformation (Teece, 2000). 

2.7.4 Manifestation of dynamic capabilities 

Companies can maintain their competitiveness by continuously and simultaneously 

applying the capabilities (sense and shape, seize, reconfigure) of the three categories 

listed (Teece, 2007). The introduction of Amazon Kindle is 2006 is a successful example 

for the usage of these three capabilities. Amazon identified the danger threatening book 

publication, its traditional market and seized the opportunity to rapidly develop first 

generation e-books and continuously transformed its internal activities to ensure that 

Kindle becomes an integral part of its commercial offer (Birkinshaw et al., 2016). 

Development of new products or the capability to make strategic decisions constitute 

dynamic capabilities often referred to in professional literature. The process of acquiring 

and integrating other companies (Eisenhardt and Martin, 2000), or market orientation 

(Sett, 2018) are also important dynamic capabilities. Dynamic capabilities required for 

successful innovation of services include for example (1) organisational ambidexterity 
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(2) institutionalization of the integration of learning and knowledge, (3) organizing 

cooperation, (4) renewing value propositions (Tuzovic et al., 2018).  

If the Big Data systems – which constitute one of the important technologies of the fourth 

industrial revolution and which process vast quantities of data – are integrated properly 

in corporate processes, then these systems may increase competitiveness and therefore 

may be the sources of dynamic capabilities (Rialti et al., 2019). 

Dynamic capabilities companies require are not universal, they rather depend on the given 

environment, structure and situation (Birkinshaw et al., 2016). Dynamic capabilities 

cause competitive advantage if the strategic orientation of the company – which takes the 

external environment into consideration – is facilitated (Fainshmidt et al., 2019). 

In a moderately dynamic environment where changes frequently occur but they are 

predictable, dynamic capabilities built on the existing knowledge are valuable. On the 

contrary, in a highly dynamic environment it is important to have the ability to develop 

situation-specific knowledge (Eisenhardt and Martin, 2000). In such situations using the 

existing knowledge can even be harmful (Argote, 2012). 

2.7.5 The relationship between the organisational ambidexterity and dynamic 

capabilities 

According to Teece (2007) the first two categories of dynamic capabilities (sensing and 

seizing) are connected to but different from the ambidexterity of exploration and 

exploitation elaborated by March (1991). While exploration and exploitation activities 

often compete for the same resources, sensing - especially in the early phase - is a low-

input activity, so there is no irresolvable conflict between sensing and seizing, which is 

more resource intensive.  

Although, similarly to exploration and exploitation, sensing and seizing requires different 

mindset and processes (Raisch and Zimmermann, 2017). Therefore, as in case of the 

structural implementation of ambidexterity, it is also possible to implement sensing and 

seizing in separate organisational units (Ricciardi et al., 2016). 

Ambidexterity is regarded as a dynamic capability by a number of authors (Snehvrat et 

al., 2018; Teece, 2014; O’Reilly III and Tushman, 2008). Unlike this approach, according 

to Birkinshaw et al. (2016) “sensing” (as a group of dynamic capabilities) corresponds to 
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exploration and “seizing” corresponds to exploitation. “Reconfiguration” is an ability at 

higher level, that includes the implementation of the ambidexterity of sensing and seizing 

at organisational level, in the structural, contextual or sequential form of ambidexterity 

described by professional literature. “Reconfiguration” makes the process initiated by 

“sensing” and “seizing” sustainable. The optimal implementation at organisational level 

that allows ambidexterity to function depends on the circumstances (such as the traditions 

of the organisation, external environment) and the dynamic capabilities available 

(Popadiuk et al., 2018). 

Therefore, it is not universal dynamic capabilities that determine whether a company can 

adapt to a radical change in its environment but the organisational implementation of 

ambidexterity and the combination of the related dynamic capabilities (Zimmermann and 

Birkinshaw, 2016). 

Nestlé, for example, developed the ability of resource-linking along with the 

implementation of ambidexterity by structural separation. This capability ensured the 

coordination of the sensing capabilities of the organisation units dealing with exploration 

and the seizing capabilities of the units dealing with exploitation. GSK established an 

organisation characterised by ambidexterity and developed context-shaping capabilities 

that helped managers to simultaneously apply sensing and seizing. The focus-shifting 

capability of BMW developed to support sequential ambidexterity enabled managers to 

shift their attention from sensing to seizing and vice versa. All three capabilities listed 

can be considered as high-level “reconfiguration” dynamic capabilities, that supported 

the implementation of the ambidexterity model selected (Birkinshaw et al., 2016). 

2.8 Attention based view 

Attention based view (ABV) addresses strategic renewal from the perspective of 

organisational attention. Organisational attention has a key role in strategic decision 

making and strategic implementation (Ocasio, 1997). Initially, senior corporate 

management was in the focus of ABV researches and later on it was extended to the 

organisational attention of middle and frontline managers (Vuori and Huy, 2016). Middle 

and frontline managers have an increasingly important role in strategic changes as 

organisations are becoming more complex and geographically fragmented (Balogun and 

Johnson, 2004). 
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ABV considers a company as the system of structurally divided attentions. Decisions 

makers have limited attention due to their cognitive limits and their decisions are affected 

by limited rationality (Barnett, 2008). Activities of decision makers depend on what is in 

the focus of their attention. The focus of their attention depends on the environment or 

situation in which they pursue their activities (Ocasio, 1997). The context in which 

decision makers pursue their activities changes according to how the organisation dividies 

and handles problems, responses and decisions makers in the specific corporate activities, 

communication and processes (Ocasio, 1997, p188). 

Regarding attention, new information can be processed using a top-down (directed by 

schemes) or bottom-up (directed by external stimuli) approach (Shepherd et al., 2007). 

When information is processed using the top-down approach, decision makers select 

relevant topics that need special attention based on already known schemes and their 

existing knowledge system. Conversely, during bottom-up information processing the 

attention of decision makers focuses on signs coming from the environment. They use the 

signs of the external environment as a stimulus during the decision-making process 

(Joseph and Wilson, 2018). Top-down information processing is a useful tool when 

changes are incremental, where the change of the environment can be projected and the 

time and place of the change is predictable. In such situations decision makers can 

perceive and react to changes using their existing knowledge system (Shepherd et al., 

2017). However, the exclusive usage of the already known schemes and the existing 

knowledge system can lead to strategic short-sightedness; using top-down information 

processing, managers may not recognise environmental signs that warn them to radical 

changes. 

When bottom-up information processing is applied, decision makers consider various 

stimuli coming from the environment that help them recognize changes beyond their 

knowledge system (Shepherd et al., 2007). 

For example, top-down knowledge processing determined by already known schemes 

impeded the leaders of Polaroid to shift their attention the signs of change that resulted in 

the expansion of digital photography (Eggers and Kaplan, 2009). As a result, Polaroid 

failed to react in time to environmental changes, lost its market leading role and became 

subject to bankruptcy proceeding (LoPucki and Doherty, 2007). 
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Managers’ attention is captured more intensively if radical market changes are positioned 

as threats rather than opportunities (Gilbert, 2005). 

When an industry is stirred up by radical changes it is not enough for the senior 

management to identify the phenomenon itself, they also need to react. One option to 

react is strategic renewal that includes modifying the existing corporate strategy and 

implementing a new strategy as well (Charitou and Markides, 2003). The two processes, 

creating and implementing a strategy are closely connected. According to the dynamic 

approach of strategy, elaboration is not a one-time process followed by implementation; 

the process of creating and implementing a strategy is formed and developed together 

over time (McGuinness and Morgan, 2005). 

During strategic renewal, senior managers need to take into account that employees at 

lower levels of the hierarchy may perceive the environment and the need for change 

differently (Balogun and Johnson, 2004). Besides rational viewpoints, when accepting 

change, employees are also affected by emotions. Intensive emotions of the employees 

can have a key role during the renewal process and may affect their actions and the 

success of change (Huy, 2011). During strategic changes, attention of middle and 

frontline managers may be shifted to different aspects than those of senior managers. 

While senior managers generally focus on external parties (competitors, owners), lower 

level managers mainly concentrate on internal groups (superiors and employees). 

Therefore, regarding renewal the mindset and emotional approach of lower level 

managers can be different from the perceptions and intentions of senior managers (Vuori 

and Huy, 2016). In order to overcome resistance against the new strategic direction, senior 

managers need to strive to create an environment where the attention of employees 

working at lower levels is directed to activities that support the new strategic direction of 

the company (Ocasio et al., 2018). 
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3 Disruptive innovation 

A common feature of the theories and approaches outlined in the previous chapter is that 

they try to find the appropriate corporate answers to market changes affecting companies. 

Several reasons may lie behind market changes like political (embargo, war, commercial 

agreements, changes in taxation), natural (climate change, natural disasters, 

inaccessibility of certain resources) or sociological (fashion, trends). 

Over the past decades, in developed economies (including Hungary) innovation was the 

main reason and driving force of market transformations (Angyal, 2015). Innovation is a 

critically important activity, which should be closely aligned with the company strategy 

(Hoffer and Iványi, 2008). According to McKinsey’s study, dealing with innovation is 

considered as an important problem by 70% of senior managers (Barsh et al., 2008). 

Innovation that appears in new technologies, processes and business models - especially 

if its effect is radical and causes profound changes - often forces companies to renew their 

strategies. Regarding researches dealing with strategic renewal, it is important to 

understand the concept of disruptive innovation so in this chapter the author outlines the 

main elements of the literature dealing with disruptive innovation. 

3.1 Sustaining and disruptive technologies 

Since innovation is of key importance for economic development it has been a main 

subject of research for decades. Economic development and innovation are closely 

connected as the notion of innovation was basically created in relation to economic 

processes (Angyal, 2015). Through the interpretation of 60 different notions of 

innovation, Baregheh et al. defined innovation as follows: ‘Innovation is a multi-stage 

process whereby organisations transform ideas into new/improved products, service or 

processes, in order to advance, compete and differentiate themselves successfully in their 

marketplace’ (Baregheh et al., 2009, p. 1334) 

Schumpeter was one of the authors who examined the effect of new technologies on 

economic growth and development (Schumpeter, 1942). According to Schumpeter, 

entrepreneurs creatively disrupt the old system through innovation and this process results 

in continuous restructuring of markets. New companies appear with new technological 

solutions that endangers some of the existing companies. 
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Some decades later Christensen created a further interpretation for the effect of disruptive 

technologies. His book “The Innovator’s dilemma” published in 1997 (Christensen, 1997) 

is a standard work of the most recent innovation research. The innovation dilemma of 

company executives stems from the fact that logical and competent decisions the 

management makes to ensure that the company continues to be successful finally lead to 

losing the market position of the company. To resolve this dilemma Christensen made a 

distinction between sustaining and disruptive technological developments. 

Sustaining technological developments are the ones that gradually improve the 

performance and quality of products. Development can be continuous or even ground-

breaking, but a common feature of upgraded products is that improvement is made in 

areas that are important for mainstream customers. Most developments in various 

industries are sustaining (Christensen et al., 2018). 

Nokia devices are good examples for sustaining developments defined by Christensen in 

the mobile phone market. Nokia launched new models one after the other from the mid-

90s providing better and more extended services thus ensuring the position of Nokia as 

one of the leading mobile phone manufacturers. 

According to Christensen, as a result of continuous development sustaining technologies 

“overshoot” customer demands regarding quality and service parameters, they offer more 

than customers need. 

Besides the term “disruptive”, authors often use other adjectives to describe high-impact 

innovation involving significant new elements. Such adjectives can be radical, 

discontinuous or breakthrough. Professional literature practically use these terms as 

synonyms. Reviewing 2081 scientific publications, Kovács et al. have not found 

significant differences or diverging interpretations among the innovation types described 

with the terms listed above (Kovács et al., 2019). In fact, it happens on several occasions 

that the same author uses different terms to describe the same innovation process in 

various studies. The author uses the term “disruptive” in this study as an adjective for 

high-impact innovation involving significant new elements. 
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3.2 The Christensen model 

In contrast to sustaining technologies, according to Christensen, a distinctive 

characteristic of disruptive technological developments is that they generally fall short of 

in a number of areas the quality and service of the products developed based on the current 

market leading technology. However, products based on disruptive technologies provide 

services or have features that appear as new values for new users or a certain group of 

existing users. Developments continue with increasing demand and over time even less-

performing parameters of the new technology can come close to or exceed the leading 

solutions (Christensen et al., 2015). 

 

Figure 2 - Performance of sustaining and disruptive technologies 

Source: personal collection based on Christensen (2015) 

Among others, in his book Christensen mentions transistors as an example of disruptive 

technology against vacuum tubes. When the usage of transistors began in radios and other 

electronic devices instead of vacuum tubes, voice quality - one of the key parameters - 

was lower than that of the devices using vacuum tubes. However, the considerably smaller 

size and the significantly lower energy consumption made it possible to produce portable 

devices, thus creating the portable radio that transformed listening habits. Due to further 
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developments the voice quality of portable radios surpassed the quality of vacuum tube 

devices over time. 

There are significant differences in the pace of the development in various industries 

(Christensen et al., 2015). In hotel industry for example new entrants did not manage to 

win the upper segment of the market from chains like Four Seasons (Raynor, 2011), 

which means, that the hotel industry remained resilient to radical changes for a long time. 

However, certain quality parameters of products based on disruptive technologies often 

fail to reach the quality of traditional products. Nokia mobile phones already mentioned 

were forced out of the market by smart phones despite the fact that considering battery 

life (an important parameter for the users, as it determines how often they need to charge 

the phone), the quality of smart phones remained below traditional mobile phones still 

today. 

Products based on disruptive technologies however offer new services and have different 

parameters that makes users accept deterioration of certain parameters. Besides making 

phone calls, smart phones also provide internet access and e-mail services that convince 

users to accept that they need to charge the devices more often. 

Despite the fact that – taking into consideration of the client needs as well – incumbent 

companies are constantly developing their products, the appearance of disruptive new 

technology often takes them by surprise. An important reason behind this is that 

incumbents react to the needs communicated by their clients with their developments, 

which do not take into consideration those solutions which do not exist on the market yet. 

Henry Ford’s famous saying about the spread of cars refers to this: ‘If I had asked people 

what they wanted, they would have said faster horses” (Vlaskovits, 2011). The needs 

communicated by the clients often motivate market operators to carry out the incremental 

development of traditional solutions, instead of drastically new, disruptive innovation (Si 

and Chen, 2020). 

In his book “The Innovator’s Solution” published a few years after the book “The 

Innovator’s dilemma”, Christensen extended the notion of disruptive technologies to 

products and business models thus introducing the concept of disruptive innovation 

(Christensen and Raynor, 2003). According to his definition, disruptive innovation first 

appears in a lower or new segment of the market with products characterised by lower 

prices and weaker functionalities - while offering something radically new regarding 
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other parameters or business models. Mainstream customers however do not change only 

because of the price, they continue to use the traditional product based on their 

expectations regarding quality and service. Disruptive innovation can become widespread 

in the main market segment when quality reaches the expectations of mainstream 

customers. If this happens, these customers are also willing to switch to the new product 

and take advantage of the lower price. As a consequence of this process, disruptive 

innovation has a depression effect on the market. 

3.3 Bounders of the Christensen model 

Christensen’s disruptive innovation theory was built on four key elements: (1) 

incumbents improving their products with sustaining innovation, (2) incumbent products 

overshooting customer needs, (3) incumbents possessing the capability to respond to 

disruptive innovation, and (4) as the result of the disruptive process, incumbents face 

serious consequences (King and Baatartogtokh, 2015). However, King and Baatartogtok 

(2015) find that in most disruptive cases, not all four elements of the disruptive innovation 

theory are present. Only 9% of the cases they surveyed and identified as disruptive 

contained all four elements. Based on this result, they questioned the assumptions of 

Christensen’s disruptive theory and suggested that disruptive theory can give guidance to 

managers in understanding what is happening but does not substitute for critical thinking 

and detailed analysis. 

According to Christensen’s model, disruptive innovation is initiated in the lower segment 

of the market with low prices. However, a number of considerable innovations have 

appeared since the publication of Christensen’s standard work, that do not meet this 

definition. 

For example, as stated in Christensen’s model, the quality of mobile phones was lower 

when they appeared than that of the landline phones (worse voice quality, frequent 

unsuccessful calls) but it was not the lower market segment where the new technology 

appeared and prices were not low either (Govindarajan and Kopalle, 2006). 

Uber, the company revolutionizing passenger transport is another example that does not 

fit in Christensen’s model. When applying his definition in practice for the passenger 

transport model of Uber, Christensen found that Uber’s business model does meet the 

definition of disruptive innovation, as when it was launched, it targeted mainstream 
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customers rather than the lower segment, the same group also targeted by traditional taxi 

companies (Christensen et al., 2015). 

On the other hand, if we examine the effect Uber had on the market irrespective of 

Christensen’s model, then it had a real disruptive effect and significantly transformed the 

market of passenger transport (Kavadias et al., 2016; Smith, 2016) in the countries where 

its operation was not impeded by administrative means. The example of Uber points out 

that Christensen’s disruptive innovation model is not suitable for handling all types of 

cases. It was also acknowledged by Christensen himself and he calls Uber as an “outlier” 

in relation to his model (Christensen et al., 2015). 

Disruption appears to be a broad definition for many researchers and practitioners 

(Gobble, 2016). Most definitions focus on market impact, not the distinctive 

characteristics of the disruption process (Nagy et al., 2016). To reduce confusion, 

Markides differentiates between disruptions via technological innovation, business model 

innovation, and product innovation (Markides, 2006). These three different disruptions 

each represent a fundamentally different phenomenon; however, they may have a similar 

impact on incumbents. Still, the debate as to whether Uber is disruptive or not 

demonstrates the existing uncertainty around the definition of disruption (Kavadias et al., 

2016; Smith, 2016; Christensen et al., 2015). In terms of their impact, the disruptive 

innovations which fit Christensen’s definition do not necessarily have a disruptive effect 

on the market, at the same time, innovations with characteristics different from that of the 

definition may have disruptive effect (Reinhardt and Gurtner, 2015). Citing the 

complexity and diversified character of disruptive innovations, some authors think it 

would be necessary to make the definition more flexible (Kamolsook et al., 2019). 

Based on the detailed review of the literature of disruptive innovation, Si and Chen 

recommended the following definition: 

“An innovation process in which technologies, products or services are initially inferior 

than those provided by incumbents in the attributes that mainstream consumers value, but 

these technologies, products or services can attract and satisfy the consumers in low-end 

or new markets with advantages in performance attributes (such as being cheap, simple, 

or convenient) that these consumers value but which at the same time are neglected by 

mainstream markets. Over time, through incremental improvement of technology or 

process, a disruptive innovation gradually satisfies the needs of mainstream consumers, 
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so as to attain certain market share from or even replace incumbents in mainstream 

markets” (Si and Chen, 2020, p6.). 

3.4 Prediction of disruptive innovation 

Scientific models are not only expected to subsequently model and explain events but 

also to predict them. Christensen’s model can be used for prediction however, it is not 

perfect. In retrospect, in four of the six industries where prediction was made about the 

potentially disruptive effect of innovation was successful (Christensen et al., 2004). 

In his interview made in 2007 in Business Week, Christensen said about the newly 

launched iPhone that “The prediction of the theory would be that Apple won’t succeed 

with the iPhone. History speaks pretty loudly on that.” (Lepore, 2014). Failure of the 

prediction is indicated by the fact that over the 10 years since then, iPhone has become 

one of the most successful products of Apple and it made Apple one of the most valuable 

companies in the world. 

Regarding the difficulties in making predictions, Tellis pointed out that it is difficult to 

decide whether a new technology the performance of which falls short of the dominant 

technology in the market, becomes disruptive or it simply provides a lower quality (Tellis, 

2006). 

Teller machines or internet banking were new, disruptive technologies when they 

appeared, and many expected them to transform the market. Their widespread usage 

however did not transform the structure of the bank system; incumbent banks 

strengthened their positions using the new technologies (Birkinshaw et al., 2018). 

When criticising the ability of disruptive innovation models to make predictions, Barney 

highlighted that “it may simply be the case that some firms are lucky in their technology 

choices” (Barney, 1997). 

3.5 Expansion of the Christensen model 

In Christensen’s model and also in the professional literature dealing with innovation the 

term “disruptive innovation” is often used categorically; a certain type of innovation 

belongs to either one or the other category. Thomond and Lettice on the other hand, are 

of the opinion that there is a continuous transition between the two extremes (sustaining 
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and disruptive innovation) and innovations can be placed on this continuous scale 

(Thomond and Lettice, 2002). 

The disruptive effect of innovation is relative, it is not an absolute value; it depends on 

the perspective of the examination (Christensen et al., 2018). The same innovation can be 

disruptive for certain companies and sustaining for others. For example, the appearance 

of online purchase was considered as a sustaining innovation for companies selling their 

products from catalogues and delivering via postal services, as they could continue to 

apply the existing business model with a more modern technology. However, online 

purchase had a disruptive effect on department stores operating traditional store chains, 

who lost some of their customers when the new technology appeared (Christensen and 

Raynor, 2003). 

Based on the above, none of the innovations necessarily involve disruption. Whether the 

companies use a certain innovation as a disruptive one by often targeting new markets 

and customers is up to the strategic decision of companies. Incumbent companies often 

use innovation positioned as disruptive, they incorporate it in their products thus 

transforming the disruptive potential into sustaining innovation (Ahlstrom, 2015). For 

example, in the 1950s incumbent companies - like RCA - used transistor as a sustaining 

innovation to further develop products with vacuum tubes. Using the same technology as 

a disruptive innovation, Sony created portable radio targeting a new customer group, 

teenagers (Christensen et al., 2018). 

The disruptive effect of innovation needs to be examined within the context of the 

corporate business model to interpret the effect of a potentially disruptive innovation on 

the specific company (Kapoor and Klueter, 2015). 

3.5.1 Markides’ approach 

Markides categorised disruptive innovation differently compared to Christensen’s model: 

business model and product innovation (Markides, 2006). The two different types of 

disruptive innovation appear differently, have varying impact on market competition and 

require diverse responses from incumbent companies. 

Business model innovation does not generate new products or services it only changes 

the model used to deliver the product to the end user. In support of this statement 
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Markides Amazon in the 1990s as an example, when Amazon started to sell books on the 

internet. Through this Amazon did not explore book selling, it only altered the model used 

to deliver the book to the customers. 

Disruptive product innovation brings products to the market that did not exist before. 

Markides mentions mobile phones, among others, as an example. According to his 

argument, disruptive product innovation is different from technological innovation as 

mobile phone is a new product and not a new technology (Markides, 2006). 

3.5.2 Innovation expansion model or Schmidt and Druehl 

In Christensen’s model disruptive innovation appears in lower market segments and 

expands towards the upper segments. Schmidt and Druehl examined this expansion and 

identified the following three methods for market expansion: fringe market 

encroachment, detached market encroachment and low-end market encroachment 

(Schmidt and Druehl, 2008). 

Fringe market encroachment first appears in a market segment where user needs are 

partially different from those of other users in the lower market segment. Later on, it 

becomes widespread across the lower and then also in the main market segments (Schmidt 

and Druehl, 2008). The difference between disruptive innovation defined by Christensen 

and fringe encroachment innovation is that in the first case innovation targets the lower 

market segment as a whole while the second one targets users belonging to the lower 

market segment but having partially different needs. According to Schmidt and Druehl 

an example for fringe encroachment innovation is the appearance of 5.25” hard drives 

after 8” hard drives. 5.25” hard drives allowed desktops to become widely used for tasks 

previously performed by minicomputers. 

Detached market innovation first appears in a market segment where user needs are 

fundamentally different from those of other users in the lower market segment. The 

difference between disruptive innovation defined by Christensen and detached market 

innovation is that in the first case innovation targets the lower market segment as a whole 

while the second one targets users belonging to the lower market segment but having 

fundamentally different needs. An example for detached market innovation is mobile 

telephony that opened a new market besides the market of traditional landline phones. 

The price of mobile phones (both the devices and the services) were higher than those of 
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landline phones but the appearance of the new technology created a new market. When 

the new technology started to steal customers from the traditional telephone market, it 

mainly targeted the lower segments. Users generating low revenues unsubscribed from 

landline phone service while business users generating high revenues kept the traditional 

phone lines (Schmidt and Druehl, 2008). 

While disruptive innovation appearing in the lower market segment mainly targets the 

least profitable customers, innovation that appears with fringe or detached market 

encroachment also creates new markets and targets non-consumers (Yu and Hang, 2010). 

Innovation targeting lower market segments has an immediate impact on this segment. 

The difference between Christensen’s disruptive innovation and the innovation targeting 

lower market segments is that in the first case innovation also penetrates into the other 

segments later while in the second it does not. An example for this type of information is 

the appearance of discount store chains in the United States that do not intend to compete 

with traditional, elegant stores either in choice or in service. Disruptive innovation 

targeting lower market segments may be ignored by incumbent companies - as it does not 

directly endanger their market - although it can steal significant customer groups in the 

long run thus becoming a threat to incumbents (Hopp et al., 2018). 

The types of innovation described based on the categorisation of Schmidt and Druehl are 

summarized in Table 3. 

 

Table 3 - Forms of innovation 

Source: personal collection based on Schmidt and Druehl (2008) 
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3.5.3 Satell’s innovation model 

Schmidt and Druehl’s approach categorised innovation based on user needs and market 

expansion. According to another approach, Satell determined the types of innovation 

based on how well or how poorly the problem for which solution is sought is defined and 

based on the expertise required for the solution. In the 2*2 matrix suggested by Satell, he 

defined four innovation types: sustaining, disruptive and breakthrough innovation and 

basic research (Satell, 2017a). 

The sustaining innovation can be used for well-defined problems, when the required 

expertise can be defined accurately. For example, a repair of the suspension of a car 

requires engineering expertise the most. In contrast, in case of poorly defined problems 

and in a less defined area the basic research may be appropriate. For example, during the 

research of the beginnings of the theory of relativity or quantum mechanics, neither the 

problem to be solved, nor the expertise required for the research was accurately defined. 

 

According to Satell’s approach, in case well-defined areas of expertise and poorly defined 

problem, the disruptive innovation may be the solution. For example, in case of the 

smartphones the author mentioned as disruptive innovation in a previous chapter of his 

thesis, the expertise required for the development could be defined (communication 

engineers, microprocessor developers, software developers, etc.), however, the problem 

was less defined. More than one decade after the introduction of the first iPhone, the 

services for which the users buy smartphones already obvious, but this was not obvious 

in 2007. Namely, the problem for which the iPhone gave a solution later was not well-

defined. 

The breakthrough innovation gives a solution for a well-defined problem with expertise 

that cannot be described precisely. Satell describes the development of a water pollution 

sensing sensor as an example. The engineers started a 1 million dollar development for 

the development of the extremely sensitive sensor. The task was difficult and the 

development was progressing slowly when a marine biologist pointed out that certain 

mussels react to even very small amounts of pollution by opening their shells. Using this 

knowledge, it was not necessary to develop the expensive sensor, but only to monitor the 

reaction of the mussels living in the water (Satell, 2017b). 
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Based on Satell’s innovation model, the types of innovation are summarised by Table 4. 

 

Table 4 - Types of innovation 

Source: personal collection based on Satell (2017a) 

The speciality of Satell’s approach is that he included basic research in his model and 

specified it as a separate category. Christensen’s approach and the approach of the 

majority of the authors building on his theory examine the innovation which has direct 

effect on the market in the short term, and these approaches to not extend to the basic 

research which brings long-term results. 

3.6 Digital innovation 

The period of extraordinarily fast technological development of the past decades – which 

included numerous disruptive innovations as well – are often defined by researchers, 

businessmen and politicians as a period of a new industrial revolution, which is still 

ongoing today. After the last three industrial revolutions, this current period is 

characterised by widespread digital technologies, and it is called the Fourth Industrial 

Revolution or Industry 4.0 in the specific literature (Rojko, 2017; Xu et al., 2018). 

The innovation which has a key role in the Fourth Industrial Revolution and which is built 

on digital technology can be considered as digital innovation (Hinings et al., 2018). 

Digital technology may appear in the process of digital innovation or also in the result 

thereof. In course of digital innovation the boundaries of innovation are less unambiguous 

than in course of non-digital innovation (Nambisan et al., 2017). Traditionally, in course 

of the development or further development of a new product phases can be distinguished, 

such as the elaboration of the idea, the development, testing and marketing of the product. 

For example, the leading car manufacturers introduce significantly new models every 2 

to 4 years, and they carry out smaller developments on the model concerned in every 
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‘model year’. The phases of the 2 to 4-year larger developments and the smaller yearly 

developments can be determined clearly. In contract, in course of digital innovation the 

development phases – for example, during the continuous development of a smartphone 

application – may merge into one another. The applications running on smartphones are 

often updated weekly, and the new version – in addition to corrections – usually contains 

numerous tiny modifications and new services. Digital innovation is more dynamic than 

traditional innovations, in terms of both the innovative process and the result (Boland Jr 

et al., 2007). 

3.7 Social innovation 

Significant technological and business process innovations affect the entirety of society 

as well. For example, Industry 4.0 terminates jobs and creates new jobs through 

digitalisation and robotisation. Currently, there is a debate in literature regarding the 

social impacts of the spread of artificial intelligence in business will have (Ernst et al., 

2019). Innovation may result in both favourable and unfavourable socioeconomic 

processes. 

Social innovation is an important dimension when examining innovation. Social 

innovation can be examined not necessarily in connection with a technological or 

business innovation but in itself as well. Social innovation may be defined as an 

innovation ‘providing new or novel responses to a. community's problems with the aim 

of enhancing community well-being’ (Kocziszky et al., 2017, p16). Social innovation 

may mean development in areas such as increasing the life expectancy, decreasing 

inequalities, happiness or the increasing diversity (Mulgan et al., 2007). 

Since digital innovation is embedded in society extensively, its social innovative effect is 

also an important aspect (Brynjolfsson and McAfee, 2014). By now, the results of digital 

innovation – such as the news and community networks which are available globally 

through the internet – are used by billions of people in the world. Partially as a result of 

digital innovations – as Thomas Friedman phrased it the world ‘became flat’ (Friedman, 

2005), the traditional distances between different cultures and nations decreased. Millions 

of people living in the least developed regions think that their livelihood would be easier 

and their lives would be happier in another country of the global world. Therefore, digital 
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innovation indirectly affects global migration (Rubinstein and Orgad, 2018), i.e. it 

induces significant social changes. 

Another example for the social impact of digital innovation is the dispute about the 

freedom of speech. Freedom of speech is a fundamental value of the western democracies. 

However, making use of the widespread access to the internet, some people share racist, 

violence-encouraging ideas or misleading lies. The societal debate is about the limits of 

free expression and the entity who or which is entitled to decide on the limits 

(Bambrough, 2020; Twitter, 2020). Is it right that certain companies (e.g. Google, 

Twitter, Facebook) censor certain contents according to their own set of values? Is it 

acceptable that this is carried out not by a court with constitutional authorisation but by 

the organisation of a profit-oriented company? How does freedom of speech change as a 

result of digital innovation in the world where the leading digital companies often have 

greater power than the governments of certain nations? 

The relationship between digital innovation and social innovation is not the primary topic 

of the author’s doctoral thesis, however, in the later chapters the author briefly examines 

the social innovation effect of the disruptive innovation examined by the author. 

3.8 Disruptive innovation in corporate information technology 

3.8.1 Innovation of corporate IT systems 

The innovation of information technology (IT) systems used by companies and 

organisations can be defined as an innovative usage of computer and communication 

systems  (Swanson, 1994; Lyytinen and Rose, 2003a). Since this innovation is built on 

digital technology, it can be considered as digital innovation. 

The basis of IT innovation is the exponential expansion of calculation and data storage 

capacities of computers  - Moore’s Law (Waldrop, 2016) - and as a result, the reduction 

of the unit cost of calculation capacity. 

In simple terms, each IT innovation is a technological development providing new 

services, better quality, faster operation or lower costs either in the field of hardware or 

software. However, IT innovation also allows organisational innovation such as 

transformation of business processes, or changing the organisational structure (Lyytinen 
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and Rose, 2003b). Remote access to corporate IT systems (through modems in the 90s 

and later on via high-speed internet access) is only a technical innovation, but it made it 

possible to perform work from home in a number of positions thus affecting business 

processes and the structure of the workforce. We can consider electronic mail services as 

a technical innovation as a result of which traditional correspondence is performed 

without paper, however, its effect goes beyond the reduction of paper usage: e-mails 

transformed corporate communication. 

3.8.2 Types of IT innovation 

Similarly to non-IT innovations, most IT innovations are sustainable ones (Lyytinen and 

Rose, 2003b). 

Swanson (1994) elaborated the first model to categorise the innovation of corporate IT 

systems, in which three categories are differentiated as set out in Table 5. 

 

Table 5 - Types of IT system innovations 

Source: personal collection based on Swanson (Swanson, 1994, p. 1076) 

Lyytinen and Rose (2003) further developed Swanson’s three-level model arguing that it 

does not provide opportunity to identify disruptive innovation that modifies fundamental 

technology  (Lyytinen and Rose, 2003a). Besides, in modern systems type II and III are 

not clearly distinct from each other, for example stock records and electronic procurement 

form an integral system. 

The authors recommended a new model (Lyytinen and Rose, 2003b) adding a new 

innovation type to the model: innovation that transforms a fundamental IT technology 

(Base innovation). This type of innovation also has an influence on other types. 
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Apart from creating this new type of innovation, they contracted the two types of 

innovation defined by Swanson, type II and III thus creating one type that they defined 

as service innovation. 

 

Figure 3 - Types of IT innovation 

Source: personal collection based on Lyytinen and Rose (Lyytinen and Rose, 2003b) 

 

 Table 6 – Three types of IT innovation 

Source: personal collection based on Lyytinen and Rose (2003) 

By differentiating three types of innovation, according to their definition, disruptive IT 

innovation means an innovation created at the basic technological level that alters the 

architecture and has radical and widespread effect on system development processes and 

services (Lyytinen and Rose, 2003a; Lyytinen and Rose, 2003b). 

The combined radical and widespread effect of innovation results in quality changes both 

in system development processes and services. 
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Based on the model of Lyytinen and Rose, Carlo and his co-authors examined the 

relationship between the three types of innovation and how they affect one another. In 

their research, they defined innovation related to system development processes generally 

as process innovation, so in their article they use the categories of basic technological, 

process and service innovation. (Carlo et al., 2011). After examining 121 software 

companies the found that basic technology innovation has a direct and positive impact on 

process and service innovation. Furthermore, the radical nature of basic technological 

innovation directly and positively affects the radicality of service innovation. 

For example, if the basic technological development results in a tenfold increase in the 

rate of calculation speed/cost, it has an impact on the processes used by developers as 

well as the services provided by the systems. The speed of the hardware used in mobile 

phones available in the 90s did not allow to play videos. 15-20 years later the much faster 

hardware of advanced smart phones offered this service leading to the appearance of 

video applications using this option. In this case basic technology development generated 

the occurrence of service innovation. 

According to Carol and his co-authors, disruptive technological innovation generally 

stems from basic technology followed by service innovation and finally process 

innovation appears. (Carlo et al., 2014). Types of IT innovation and the modified model 

of their interaction are demonstrated by Figure 4. 

 

Figure 4 – Interlink between types of IT innovation 

Source: personal collection based on Carlo et al. (2014) 
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3.9 IT cloud services as disruptive innovation 

During the past decades, Information Technologies (IT) become widely used tools for 

effectively operating companies (Drótos and Móricz, 2012). IT-based digital 

transformation, however, it not only important for companies, but for the governmental 

institutions as well (Nemeslaki, 2018). 

Cloud services, a radically new technology that appeared on the IT market at the 

beginning of the 21st century, have a significant effect on market players, suppliers and 

users as well (Caldarelli et al., 2017; DaSilva et al., 2013). 

Apart from cloud services, other new IT technologies have also emerged in the last 

decade, which also have significant effect on the market. Such technologies include the 

IoT (Internet of Things), Big Data, artificial intelligence, block-chain or the 5G (Chen et 

al., 2017; French et al., 2019). However, it is the cloud services that have especially great 

impact on the strategy of the company to be analysed in the thesis of the author, therefore 

from among the technologies listed the author explains the cloud services in detail. 

The following chapters deal with cloud services and an analysis whether cloud services 

fulfil the conditions of disruptive innovation in the IT sector. 

3.9.1 Traditional way of IT usage  

The traditional way of using information technology (IT) systems at companies was 

characterised by the principle of “buy and build it for yourself”. Companies purchased 

the required hardware (servers, storage devices) and software (operation systems, security 

solutions, database management devices) elements to run business applications that 

support corporate operation. Hardware was mainly installed on the premises of the 

company in the server room(s) and the required infrastructure was provided by the 

companies themselves: electricity, air conditioning, access control etc. The IT 

organisation of the company is responsible for installing and maintaining the hardware 

and software packages as well as making repairs and updates. 

IT organisations of corporate customers have a key role in purchasing, implementing and 

maintaining IT solutions. They usually have a significant budget in order to appropriately 

fulfil this role. 
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As traditionally built IT systems generally operate on the premises of the company that 

uses them, this is the “on-premise” (on-prem) model of IT usage. 

A drawback of the on-premise model is that the company has to bear the burdens related 

to the construction and operation of the IT system. It requires substantial financial 

investment, personnel capacity and management focus that may take resources from the 

main competencies of the company. 

The success of traditional software companies, like Microsoft, SAP, IBM or Oracle was 

based on their on-premise services. 

3.9.2 A new direction of IT usage 

The development of high-speed networks and software solutions at the beginning of the 

21st century enabled companies to use IT solutions in a new model. It is no longer 

necessary for companies to set up complex IT systems on their own premises, they can 

use IT solutions through remote access. In the new model data are not stored and business 

applications are not run on their own systems, data are accessed as a service provided via 

the Internet (Bőgel, 2015). As the exact location of the servers that provide the services 

is generally not known and is not relevant for the user, the servers are somewhere in the 

“cloud” - this is where the term “cloud-based” comes from (Furht and Escalante, 2010; 

Mell and Grance, 2011; Füzes et al., 2018). According to the resources, the term “cloud 

computing” was first used by Eric Schmidt, CEO of Google in a presentation made at a 

conference in 2006 (Sultan and van de Bunt-Kokhuis, 2012). 

A popular analogy for cloud-based IT services is electricity usage. Most companies do 

not produce electricity themselves, they purchase it from the electricity service providers. 

Users are not interested in where electricity is produced and how it is transported to their 

premises. Electricity is used as a type of goods, for which monthly fee is paid based on 

consumption. Cloud based IT services use the same model for information technology 

solutions. 

In the cloud model, users become subscribers of a service instead of investing in their 

own systems. 

Cloud service providers build their own data centres that involves substantial investment 

costs and they provide the services to the users from the data centre. 



63  

 

Cloud-based computer science includes various services that can be generally categorised 

into three groups (Zissis and Lekkas, 2011; Sultan, 2014): 

• Infrastructure as a service (IaaS) – cloud service providers provide 

fundamental infrastructural services to consumers such as servers, storage 

devices or computing capacity. Consumers have the option to run operation 

systems, database and other software on the infrastructure provided by the 

service provider. 

• Platform as a Service (PaaS) – cloud service providers provide basic 

software modules (operation systems, database management software, 

middleware software) as services to consumers who can run their own 

business applications with the help of these devices. 

• Software as a service (SaaS) – cloud service providers provide business 

applications to users as a service (for example ERP, HR, recruitment, 

customer service, procurement). 

Advantages of cloud-based services in comparison to the on-premise model (Marston et 

al., 2011; Chang et al., 2013): 

• The subscription model does not require significant investments from the 

user. 

• Service is flexible, it can be increased or decreased quickly based on the 

computing capacity served and the demands of the user. 

• Most tasks related to IT systems are transferred to the service provider, so 

users can concentrate better on the main activity of the company. 

• Greater flexibility compared to on-premise systems allows faster 

innovation. 

Besides the advantages, cloud-based services also involve partly perceived and partly real 

threats. The threats most frequently mentioned by users are the followings (Caldarelli et 

al., 2017): 

• Data security is reduced - the greatest threat according to users is that the 

data are not as safe in the cloud as on their own servers. Studies show that 

this is only a perceived threat, in fact, the systems of professional cloud 
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service providers provide better data security that corporate IT service can 

ensure (IDC, 2016b). 

• Losing control over corporate data and systems - the control over corporate 

data and systems of key importance is transferred to an external service 

provider.  

• Legal barriers - the legislative environment varying from country to country 

may forbid storing and processing certain data outside the country. The 

European Union strives to standardize the relevant legal requirements. An 

important step of this effort is the General Data Provision Regulation, 

known as GDPR according to the generally used abbreviated form, that 

came into force in May 2018 (European Union, 2018). 

• Response time becomes longer - access to the data and systems stored in 

the cloud is provided through the internet. Low internet speed may slow 

down access to data and system response time, and if the internet 

connection is interrupted, access can be lost. The problem of slow access 

can be eliminated by generally available high-speed broadband internet 

connection. The risk of losing connection can be handled with duplicated 

internet access (from two different service providers). 

Cloud-based services have become widespread over the past years significantly 

transforming service provider and user markets (Sultan and van de Bunt-Kokhuis, 2012; 

DaSilva et al., 2013). Global revenues deriving from cloud services have increased 

exponentially since 2009 (Gartner, 2018). New service providers appeared and 

established significant businesses on the market. Some leading cloud service providers: 

Amazon Web Services, Microsoft, Alibaba Cloud, Google, Oracle, IBM (Gartner, 2020). 

In the dissertation, the term “cloud services” refers to public services available for a wide 

range of users. There are also private cloud service providers accessible only for a specific 

user group (Armbrust et al., 2010). Government cloud is a good example for private cloud 

services established by the government in a specific country to serve its own institutions. 

As this research examines the strategy change of a traditionally on-premise company 

towards publicly available cloud services, private clouds - from the perspective of 

publicly available cloud services - are considered as on-premise solutions. 
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3.10 Is cloud computing a disruptive innovation? 

As for the dissertation, research is done in the area of strategic renewal triggered by 

disruptive innovation, it is important to examine whether cloud services can be considered 

as disruptive. 

According to market data of the previous years, cloud-based computer science has a 

significant impact on the market of IT services and further growth is expected (Gartner, 

2018). Several articles in professional literature consider cloud service as a type of 

disruptive innovation because of its significant impact on the market (Sultan and van de 

Bunt-Kokhuis, 2012; Susanto et al., 2012; DaSilva et al., 2013; Surya et al., 2014), 

however, these studies do not analyse the disruptive effect of cloud services based on 

scientific models. 

To answer this question, a test method elaborated to predict disruptive innovation and 

accepted by the professional literature is used. The test is performed using the three-stage 

general - not IT specific - test method elaborated by Nagy et al. (Nagy et al., 2016). 

3.10.1 Test method of Nagy et al. 

Thomond and Lettice recommend three innovation characteristics to identify disruptive 

innovation in information technology: radically new functionality, new technical 

standards and the property rights of the innovation (Thomond and Lettice, 2002). Based 

on the innovation characteristics of Thomond and Lettice, Nagy et al. created a three-step 

model to predict disruptive innovation (Nagy et al., 2016). 

The first step is to examine whether innovation constitutes a change regarding radical 

functionality, new technical standards and the property rights of the innovation. 

According to their model, if an innovation deviates in one or more characteristics from 

the innovation currently used by the organisations, then it can be potentially disruptive. 

The second step is to analyse where innovation is used within the value chain of the 

organisation. Understanding this is important to decide whether innovation has a 

considerable impact on the operation of the organisation. 
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The third step is to compare potentially disruptive innovation with the technology 

currently used on the same place within the value chain. Does innovation mean a 

significant positive change? 

If a positive response can be given to all three questions, the specific innovation can be 

potentially disruptive. 

3.10.2 Test method of Nagy et al. - step one 

The first step of the model is to examine whether innovation constitutes a change 

regarding radical functionality, new technical standards and the property rights of the 

innovation. 

3.10.2.1 Functionality 

Using cloud-based computer science, users can access similar functions as services that 

on-premise systems provide, but cloud systems are capable of providing further, radically 

new services. 

For example, traditional ERP providers (SAP, Oracle, Sage, Microsoft) relocated their 

systems into the cloud providing similar or extended ERP services (Chen et al., 2015; 

Elragal and Haddara, 2012). Using cloud-based ERP systems alone instead of on-premise 

service do not involve radical extension of functions. 

However, cloud-based ERP systems have functions not provided by on-premise systems. 

For example, users receive messages on their mobile devices (table, smart phone) from 

the ERP system and by accessing its functions, they can use the system whenever and 

wherever they wish to (Szabó et al., 2013; Oracle, 2018c; SAP, 2018a), which means a 

radically new functionality for them. On-premise systems also provide options for limited 

remote access but regarding functionality and the variety of the devices, services are not 

nearly as wide as the ones provided by ERP systems. 

Similarly, using office applications (e.g. Word, Excel) from the cloud is not a new 

functionality for the end user, it only provides a simpler and more flexible access to 

functions normally used in on-premise systems. However, cloud services allow teamwork 

using office applications (for example several employees can work on the same 

document) that was not possible in on-premise systems (Skendzic and Kovacic, 2012).  
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Storing data in the cloud also brings about radically new functionality. Accessing data 

stored on Google Docs, for example, is rapid and simple (PC at the workplace or at home, 

phone, tablet) and you can also share them with colleagues or edit them together 

(Nakayama et al., 2017). On-premise data storage provides only limited options for this. 

When assessing the functionality that supports teamwork in the internal corporate 

operation of Google, Sun et al. found that as a result of the Google Docs cloud service, 

the culture of corporate cooperation became more open (Sun et al., 2014).  

Based on the examples described, it can be stated that cloud-based computer science can 

provide radically new functionalities. 

3.10.2.2 New technical standards 

Technical solutions of cloud services differ significantly from those of on-premise 

services as remote service provision requires architectural and safety solutions different 

from on-premise systems. Standards related to web services, virtualisation, handling 

identity, safety, end user access and mobile device access have been developed for cloud 

services (Rittinghouse and Ransome, 2016). 

Cloud service providers serve several users using the same infrastructure (multitenancy) 

so that they can flexibly increase or decrease the service for specific customers at 

favourable prices. This also requires new technical standards (Tsai et al., 2010). 

Data protection of cloud services is a high priority, it is specified by standard ISO/IEC 

27001:2013 (the standard specifying the requirements of information security 

management systems, the basis of certifications)  (Orbán, 2015). 

Various cloud service providers may define their own standards. Different standards 

cause difficulties in the cooperation of cloud service, combined usage and 

interoperability. A number of initiatives have been launched to uniform cloud service 

standards (Lewis, 2013). Thanks to the development of technological solutions, standards 

related to cloud services are continually extended and improved (Parasher et al., 2018). 

In summary, it can be stated that compared to on-premise solutions, cloud-based 

computer science uses new technical standards. 

3.10.2.3 Property rights of innovation 
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Cloud service is not a specific innovation the property rights of which could be held by 

anyone. Based on the previous chapters, cloud services are described by a number of 

constantly evolving technical standards.  (Parasher et al., 2018). Using these publicly 

available standards any company can provide cloud services. 

For example, the Hungarian NISZ National Infocommunications Services Company 

Limited by Shares (short name NISZ Ltd.) provides cloud services for government clients 

based on publicly available standards (NISZ, 2018). 

Besides publicly available standards accepted by several cloud service providers, they 

can also define and use their own solutions, the innovation property rights of which 

belongs to them. Using their own, different standards makes interoperability more 

difficult and can bind users to a specific service provider against their will. This is called 

‘vendor lock-in’, that refers to a situation when users are unable or need to incur 

significant costs to transfer their system and data from one cloud service provider to 

another (Lewis, 2013). 

For example, the already mentioned SAP and Oracle ERP cloud service or using Word 

or Excel from a cloud are based on specific developments the property rights of which 

belong to the relevant company. 

The usage of partially public and partially own, non-public standards in cloud services is 

similar to on-premise systems. On-premise systems also have open standards (e.g. Java), 

moreover, open source systems as well as solutions based on their own, non-public 

standards. 

On the basis of the above, there is no significant difference between the property rights 

of innovation in cloud services and on-premise solutions. 

 

Based on the first step of model developed by Nagy et al., cloud services mean new 

technical standards and new functionality, while there is no significant change compared 

to on-premise systems regarding the property rights of innovation. According to the 

model, if an innovation deviates in one or more characteristics from the innovation 

currently used, then it can be potentially disruptive. Based on this it can be stated that 

according to the first step, cloud service can be a potentially disruptive innovation. 
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3.10.3 Test method of Nagy et al. - step two 

The second step is to analyse where innovation is used within the value chain of the 

organisation, namely, whether innovation has a considerable impact on corporate 

operation. 

According to Porter, the steps of corporate value creation can be divided into two groups: 

primary activities (incoming logistics, product manufacturing, outgoing logistics, 

marketing and sales, services) and supporting activities (human resource management, 

technological development, procurement, ensuring corporate infrastructure) (Porter and 

Millar, 1985). Other authors categorise activities in a partially different way but create 

similar categories (Brown, 2008). 

Using Porter’s model, we examine whether primary and supporting activities of corporate 

value creation are affected by cloud services. 

Incoming and outgoing logistics – To provide IT support for logistics and the supply chain 

– that can be considered as subsystems of the corporate governance system (ERP)  - 

significant IT suppliers have been operating cloud-based SaaS solutions for years and 

they are becoming increasingly common (Kasemsap, 2015; Wu et al., 2013; Jun and Wei, 

2011; Hompel et al., 2015). Philips and Shell for example, use cloud-based logistic 

solutions (SAP, 2018c), Orange or the Bank of America use cloud-based ERP services 

(Oracle, 2018b). 

Product manufacturing – Cloud services supporting manufacturing activities are 

becoming increasingly widespread. Over the past years, a number of articles have 

highlighted the increasing importance of cloud services in this value creating activity 

(Valilai and Houshmand, 2013; Yu et al., 2015; Liu et al., 2017).  

Marketing and sales – cloud services also cover marketing and sales activities, several 

cloud service providers offer SaaS services for this area. In the survey of Pat Research, 

13 leading marketing cloud services were identified and listed with Adobe, Salesforce, 

Oracle and HP as leaders of the list. For example, T-mobile and Adidas use cloud-based 

sales solutions (Salesforce, 2018), Piaggio and FC Bayern München use cloud-based 

marketing solutions (SAP, 2018d). 

Services (maintenance, customer service) – SAP, Oracle and also Salesforce.com offer 

SaaS cloud services for maintenance and customer service tasks (SAP, 2018e; Oracle, 
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2018a; Salesforce, 2018). Besides the leading service providers, a number of small 

companies also offer SaaS solutions for this area. 

Similarly to primary value creating activities, cloud services are also expanding in 

activities providing corporate support. SaaS-based human resource management 

solutions are becoming increasingly common, for example BMW and American Airlines 

use such solutions (SAP, 2018f). The growing use of cloud-based IT solutions supporting 

procurement is also visible. SAP, Oracle and IBM are the market leaders of SaaS services 

in this area (Tasevska, 2017). 

Corporate infrastructure – part of the hardware elements (e.g. servers) of the corporate IT 

infrastructure and a substantial part of the software infrastructure can be replaced by 

various cloud services. IaaS services include data storage, computing capacity, backup, 

platform services and service management. PaaS services cover databases, business 

intelligence, integration tasks, testing and development environment, and the preparation 

of installing applications. SaaS services ensure – besides the functions mentions in the 

paragraphs above – corporate content and document management, teamwork, 

correspondence and other office tasks (Liu et al., 2011). 

In summary, IT is connected to the whole value chain, not only to a specific element. 

Modern companies use IT support for logistics, manufacturing, marketing, sales, 

customer relations, finance and human resource management as well. Today, IT is an 

indispensable tool for companies to remain in competition (Drótos, 2001; Carr, 2003). 

Based on what is described above, replacing on-premise systems with cloud services has 

a direct impact on the primary and supportive activities of corporate value creation 

specified by Porter (Porter and Millar, 1985), thus it has a material effect on the entire 

operation of the company. Based on this finding, the second step of the method of Nagy 

et al. is also fulfilled. 

3.10.4 Test method of Nagy et al. - step three 

The third step is to compare potentially disruptive innovation with the technology 

currently used on the same place within the value chain. Does innovation mean a 

significant positive change? 
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According to chapter 3.9.2Error! Reference source not found., cloud-based solutions 

have major advantages for users (more favourable cash-flow, greater flexibility, faster 

innovation, reduced complexity for users). Rapid expansion of cloud services (Gartner, 

2018) show that for most users the advantages of the services are more important than 

potential threats.  

Only few scientific articles deal with the assessment and quantification of the advantages 

listed. Market researchers and consulting firms, on the other hand, publish surveys where 

they quantify the advantages of cloud services: 

According to IDC 60% of the companies using cloud, experienced reduction in IT costs, 

while compliance with safety requirements was increased in 53% of the companies. 

Productivity of the employees improved in 50% of the companies surveyed. Also, half of 

the companies achieved greater flexibility in business and improved the quality of 

customer relations (IDC, 2017). 

According to the IDC study, the teamwork solution of Dropbox generates a business value 

amounting to $648,600 in 5 years and considering 100 users, while time commitment of 

the IT organisation supporting teamwork is reduced by 31% (IDC, 2016a). 

The survey performed by McAfee shows that there was an average improvement of 

18.8% in process efficiency, a reduction of 15.07% in IT costs and 19.63% corporate 

growth in companies using cloud services (McAfee, 2018). 

The analysis of the specific value creating activities according to Porter’s model (Porter 

and Millar, 1985) shows the positive effect of cloud services compared to on-premise 

technology. 

Incoming and outgoing logistics – According to Niharika and Ritu cloud services help 

make the operation of global supply chains simpler and more effective. Information 

related to suppliers, transporters, shipments and end users can be accessed faster through 

cloud services (Niharika and Ritu, 2015) 

Product manufacturing – According to Xu, cloud services transform product 

manufacturing. The usage of dynamic scalability and virtualized resources creates new 

opportunities for manufacturing companies (Xu, 2012). 
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Marketing and sales – The survey performed by Forrester, a market research company, 

found a return on investment (ROI) of 306% in a client using SAP Marketing Cloud (SAP, 

2018b). Based on a study performed at a company using 295 cloud services for sales, 

international consulting firm, Capgemini found that effectiveness of sales increased by 

41% while revenues increased by 39% (Capgemini, 2016). 

Services (maintenance, customer service) – according to cloud service provider and 

consulting firm, CloudRunner, there are five key areas where cloud services can improve 

the work of the customer service department: (1) they allow customers to contact the 

company from any device and at any time, (2) ensure the provision of an entire, integrated 

service, (3) provide tailor-made services, (4) enhance customer trust with rapid and 

adequate customer care, and (5) provide full control for customers regarding the 

management of the issues related to the company. Based on its own study, Salesforce 

found that customer satisfaction at companies using cloud services for customer service 

was 32% higher than the market average (Salesforce, 2018). Capgemini found an increase 

of 45% in customer satisfaction among customers using cloud-based maintenance 

services (Capgemini, 2016). 

Similarly to primary value creating activities, cloud services have a positive impact on 

corporate supporting activities. A study performed by Deloitte showed that SaaS based 

human resource management solutions have a positive impact on recruitment, 

performance management and workforce management (Deloitte, 2018). 

3.10.5 Nagy et al. model - summary 

In summary, it can be stated that cloud services generate significant positive changes 

compared to on-premise based systems. 

 

As all steps of the three-step examination of the innovation model developed by Nagy et. 

al. gave positives responses, it can be stated that cloud services meet the requirements of 

disruptive innovation (Füzes, 2019). 

As Christensen (2018) highlighted, the disruptive effect of innovation is relative, it is not 

an absolute value; it depends on the perspective of the examination. The same innovation 

can be disruptive for certain companies and sustaining for others. According to Kapoor 



73  

 

and Klueter (2015), the disruptive effect of innovation needs to be examined within the 

context of the corporate business model. 

This dissertation focuses on a company dealing with IT solutions (and presented in details 

in chapter Error! Reference source not found.) with a business model based on bringing 

on-premise software and cloud services to the market. The appearance of cloud services 

had a significant impact on the business model and operation of the company. For this 

reason, based on the model of Nagy et al. (2016) comparing the result of the analysis 

performed and the business model of the company examined it can be stated that cloud 

services can be considered to have disruptive innovation effect from the perspective of 

the company examined. 

3.10.6 Cloud services and innovation models 

According to Christensen, disruptive technologies generally fall short of in a number of 

areas the quality and service of the products based on traditional technologies, but they 

provide services or have features that appear as new values for new users or a certain 

group of existing users (Christensen, 1997). Slow response time, loss of control over the 

data, and the legal issues arising listed as potential negative factors of cloud services 

(Caldarelli et al., 2017) can be considered as “lower quality or reduced service” as 

described by Christensen. New features creating values compared to the traditional 

technology: lower investment needs, flexible service, faster innovation capability and the 

opportunity to concentrate on the main activity of the company (Marston et al., 2011; 

Chang et al., 2013). 

According to the original model of Christensen, disruptive innovation first appears in the 

lower segment of the market and becomes acceptable by mainstream customers later. 

There is no unambiguous data available regarding this about cloud services. A number of 

studies deal with the expansion of cloud services in the SME sector (Gupta et al., 2013; 

Assante et al., 2016), but T-mobile, Adidas, Piaggio, BMW, and American Airlines listed 

as examples for cloud service users do not belong to the lower market segment, they are 

mainstream players. Based on this, it is not obvious whether the expansion of cloud 

services meets the criteria of Christensen’s original model (going from the lower market 

segment towards the mainstream), or the other expansion model described by Schmidt 

and Druehl (Schmidt and Druehl, 2008) (fringe market encroachment, detached market 
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encroachment, low-end market encroachment), or it follows a new path. This issue can 

be examined in another research using further empiric data. 

According to Carol and his co-authors, disruptive innovation generally stems from basic 

technology followed by service innovation and finally process innovation appears. (Carlo 

et al., 2014). Cloud services as an innovation meet the requirements of this process: basic 

technology development (virtualisation, remote access) enabled various cloud services 

(IaaS, PaaS, SaaS) to be created, and companies use them to develop their own IT usage 

processes. Radicality of basic technology innovation had a positive impact on the 

radicality of service innovation related to cloud services that is in line with the process 

described by Carlo et al. (Carlo et al., 2011). 

3.10.7 The social innovation effect of cloud services 

The positive characteristics of cloud services listed above (do not require significant 

investment from the user, are flexibly scalable, do not draw away attention from the main 

activity of the company, enable faster innovation) are especially advantageous for SMEs. 

By using cloud services, SMEs may become more competitive and may use IT systems 

which used to be operated only by large enterprises. Therefore cloud services may help 

SMEs in the competition against larger companies, i.e. they may democratise the market 

(Sultan, 2013). This democratising process may be considered as the social innovation 

effect of cloud services. 

In this thesis the author analyses the cloud services primarily in the corporate 

environment. The wider, beyond the corporate environmental use of cloud services (e.g. 

Facebook) has further significant innovative effect. However, the analysis of such effects 

goes beyond the limit of this thesis. 

3.11 Barriers of identifying and reacting to disruptive innovation 

The importance of disruptive innovation has been part of professional literature for over 

two decades – mainly based on Christensen’s work (Weeks, 2015; Paap and Katz, 2004; 

Markides, 2012; Govindarajan and Kopalle, 2006), still, a number of leading companies 

continue to react too slowly to disruptive innovation (Deloitte_Research, 2004; 

Christensen and Raynor, 2003; Assink, 2006).  
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What factors prevent managers, competent leaders of companies from identifying a 

problem in time and take the necessary steps? Assink (2006) categorised the factors that 

adversely affect companies in identifying disruptive innovation and developing the 

appropriate response into the following five categories: (1) adaptation barriers, (2) 

mindset barriers, (3) risk-taking barriers, (4) barriers of novelties, and (5) infrastructural 

barriers 

3.11.1 Group one - adaptation barriers 

3.11.1.1 Dominant and successful products 

The majority of the companies insist on dominant and successful products for too long 

that they continuously develop and perfect. Swiss watch making is a perfect example for 

insisting on a successful product. In 1970, Swiss watch industry consisted of 1,600 

companies employing 90,000 people. The Swiss watch industry failed to react in time to 

quartz technology acting as a disruptive innovation and over 10 years half of the 

watchmaking companies disappeared from the market causing the loss of 50,000 

workplaces. In 1990 a new Swiss company, Swatch appeared on the market with its quartz 

watches and became the leading watchmaker of the world within a short period of time 

(Tushman, 1997; Paap and Katz, 2004). 

3.11.1.2 Organisational ambidexterity 

Hierarchical organisational structure supports efficient operation and continuous 

innovation, but it has a negative effect on accepting disruptive innovation. Some 

researchers think that companies shouldn’t deal with continuous and disruptive 

innovation within one organisation, they should organise divisions dealing with 

disruptive innovation into a separate, flexible and experimenting organisations (Chao and 

Kavadias, 2008; Hogan, 2005). 

In addition to Assink’s proposal, establishing a separate organisational unit is not the only 

solution to eliminate this inhibitory effect. Besides implementing ambidexterity with 

structural separation there is an option for a contextual implementation within the same 

organisation (Birkinshaw and Gibson, 2004). 

3.11.1.3 Excessive bureaucracy 
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Processes of large enterprises support continuous operation, maintenance of the status-

quo and avoidance of threats; they are not suitable for appropriately handling rapid 

movements of the market. Following a “This is how we do it” mentality and the internal 

rules adversely affect acceptance of disruptive novelties. 

Often middle managers are the ones who can lose the most as a result of fundamental 

changes so - using bureaucratic limits – they tend to allocate their resources to sustaining 

innovation instead of the disruptive one to maintain the status quo. (Denning, 2005). 

3.11.2 Group two – mindset barriers 

3.11.2.1 Lack of the ability of organisational unlearning. 

The lack of the ability of organisational unlearning is one of the most important barriers 

of renewing out-of-date thinking, unbiased mindset and accepting disruptive innovation. 

The reaction “it was not invented here”, and rejecting ideas and novelties coming from 

outside may impede realistic evaluation of the expected effect of innovation.(Hopp et al., 

2018) 

3.11.2.2 Lack of appropriate competence 

Basic competences that made the company successful in the past are no longer appropriate 

to accept disruptive innovation (Yu and Hang, 2010). The management of most large 

enterprises do not have competences required for disruptive renewal. In theory, acquiring 

small, progressive companies or setting up joint ventures can solve this problem, but in 

most cases this results only in launching a new product rather than acquiring the 

competence related to disruptive innovation. 

3.11.2.3 Outdated theoretical concepts and theories 

Individual and organisational thinking changes slowly and with difficulties even when 

the external environment justifies change. The pitfall of previous successes does not allow 

to accept radical, new things. This is the reason why disruptive innovation generally 

comes from outsiders, like Apple iTunes in music industry (Amit and Zott, 2012). 

3.11.3 Group three – risk-taking barriers 

3.11.3.1 Excessive exceptions regarding revenues and return 



77  

 

Corporate investments include high expectations regarding revenues and return that 

products and business models based on disruptive innovation cannot or can only meet at 

high risk in short term. Therefore, managers tend to support investment plans involving 

lower risks and related to existing products. 

The fact that incumbents insist on already proven methods and calculable profits has a 

dissuasive effect on radical renewals and in the long run they can be harmful for the 

company (Christensen et al., 2008). 

3.11.3.2 Risk-averse organisational culture 

Most large enterprises are characterised by risk-averse organisational culture. The 

financial result of disruptive innovation (revenue, profit) is not predictable with 

traditional market research methods and this further increases insecurity and resistance 

(Govindarajan and Kopalle, 2006). 

3.11.3.3 Fear of cannibalisation 

Disruptive innovation can bring competitors of a company’s own product to the market 

thus endangering revenues. Most companies refuse to destroy their own products and 

market with an innovation the effect of which is not predictable. This is particularly true 

for highly profitable products. For example, the management of Kodak resisted to the 

technology of digital photography for too long to protect their revenues coming from the 

analogue market. When they finally tried to shift to digital technology, it was too late; 

years later Kodak was subject to bankruptcy proceeding (Prenatt et al., 2015). 

3.11.4 Group four - barrier of novelties 

3.11.4.1 Lack of creativity 

Unlike start-ups, large enterprises are not characterised by “break the rules” thinking. 

Lack of creativity of the employees is an obstacle to radical novelties and it may 

undermine their recognition and acceptance (Hon and Lui, 2016). 

3.11.4.2 Lack of market perception 

The effect of disruptive innovation is not predictable with traditional methods. Previous 

market researches about the future of video recorder, telefax, micro-wave oven, mobile 

phone and the Walkman were all negative. It is impossible to survey a market that does 
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not exist. Disruptive innovation often comes from entrepreneurs who develop their 

product or business model based on their own vision rather than using market research. 

Incumbents rely on the opinions of key customers who generally express sustaining 

renewal demands in relation to a product; this way a new technology appearing on the 

market does not seem important (Christensen et al., 2018). 

3.11.4.3 Management changes 

Innovation projects related to basic products often have results after 10-15 years. During 

this period company directors can be replaced even several times that may result in loss 

of corporate commitment towards innovation. 

3.11.4.4 Mismanagement of the innovation process 

According to Stringer’s research (Stringer, 2000) the largest barrier for innovation to 

succeed is mismanagement of the innovation process. 

3.11.5 Group five - infrastructural barrier 

Decades can pass between the appearance of a ground-breaking innovation and the 

establishment of the infrastructure to use and exploit the innovation. For example, the 

technology of data transfer between computers already existed in the 70s, but it became 

widespread only after the expansion of high-speed networks. 

Paradoxically, widespread introduction of disruptive innovation often requires supporting 

opposing incumbents who provide the infrastructure necessary for spreading the 

innovation (Markman and Waldron, 2014). For example, for the widespread usage of Set 

Top Boxes using online data transfer and providing extra services compared to traditional 

televisions, it was necessary to cooperate with the incumbent cable TV companies that 

owned the network infrastructure (Altgeld and John, 2006; Ansari et al., 2016). 

3.11.6 Prediction difficulties 

According to the above, Assink (2006) split the problems of identifying disruptive 

innovation and developing the appropriate response into five categories. These are the 

adaptation barriers, the mindset barriers, the risk-taking barriers, the barriers of novelties, 

and the infrastructural barriers. 
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It is advisable to amend this list with the thought that in the early stages it is extremely 

difficult to decide whether the disruptive innovation concerned will be successful or will 

lead to a dead-end. The lesser quality of a product, the product being cheaper than the 

market leading products and it containing radically new functions – i.e. if it fits 

Christensen’s definition of disruptive innovation – do not guarantee that the product will 

also be successful (Tellis, 2006). 

For example, in the early 2010s, TV manufacturers introduced three dimensional (3D) 

television sets one after the other. Several analysts saw the beginning of the new era of 

television in the new technology which provided a realistic image. In spite of this, by 

2020 3D televisions have essentially disappeared from the selection. In hindsight, the 

reasons behind it are obvious (for example, it was uncomfortable for viewers to watch 

films in special glasses at home), however, this was not evident in 2010. 

In addition to the identification problems listed by Assink (2006), the conscious – but 

wrong – decision of the company may also be a reason why a company fails to react to 

innovation (Yu and Hang, 2011; Bergek et al., 2013). 

The story of the web browser Alta Vista is a good example for this. In 1998, when Alta 

Vista was one of the market-leading web browser, Larry Page and Sergei Brinn, two 

Stanford students offered their startup company which used a revolutionary new search 

engine (Varian, 2006) for sale to Alta Vista for one million dollars (Derrick, 2016). Alta 

Vista rejected the offer since they thoughts that the new search engine would not have a 

significant effect on the market. After the unsuccessful sale attempt Page and Brinn 

patented the new search engine as their own intellectual property, which became the main 

product of their company called Google. A few years later the market role of Alta Vista 

decreased significantly, and in 2003 it was acquired by Yahoo, while the product of 

Google became the most commonly used web browser of the world (Robison, 2008). 

3.12 Potential responses of incumbent companies to disruptive innovation 

If an incumbent company can overcome difficulties described in chapter 3.11, that 

undermine the ability to identify disruptive innovation and recognise the need for an 

adequate response, it needs to elaborate an appropriate reaction. However, elaborating 

and implementing the appropriate response strategy is a complex task. The fast reaction 
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skills, high level of innovative and risk-taking capabilities are important to develop the 

adequate response (Mészáros, 2017). 

Incumbent companies are generally aware of the threats imposed by disruptive innovation 

(Utterback, 1994), but they often do not take specific threats seriously until mainstream 

customers are affected. On the other hand, according to Christensen companies that 

successfully operate on the market do not need to give up their profitable business to soon 

to transfer to a new technology (Christensen et al., 2015). 

Practice shows that disruptive innovation do not necessarily squeeze incumbent 

companies out of the market (Osiyevskyy and Dewald, 2015; Christensen et al., 2016). If 

the financial and management resources required are available, incumbent companies can 

be capable of adapting the new technological solutions (Christensen and Bower, 1996). 

For example, the appearance of the Internet can be considered as a disruptive innovation, 

but market leader companies like Microsoft or IBM managed to integrate the new 

technology into their portfolio and keep the leading role in the market (Rothaermel, 2001). 

Incumbents must react to the challenge posed by disruptive innovation but not necessarily 

by applying it. (Markides, 2006). Simply copying the business model of a competitor 

based on disruptive innovation results nearly always in failure (Markides and Oyon, 

2010). 

Charitou and Markides identified the following five methods incumbent companies use 

to react to disruptive innovation (Charitou and Markides, 2003). These methods are as 

follows: (1) Focusing on and investing in the traditional business, (2) Ignoring innovation, 

(3) Counterattack – disrupting disruption (4) Adapting innovation while keeping the 

traditional solutions, and (5) Adoption of the entire innovation.  

3.12.1 Focusing on and investing in traditional business 

In most cases, disruptive innovation cannot conquer the entire market, only a part of it 

(Christensen et al., 2016). For this reason, additional investments and further 

development of the products based on market positions in the traditional business areas 

and using existing resources is a potential response. Incumbents can apply sustaining 

innovation more successfully than new entrants, so this response involves a vantage point 

for them (Christensen, 1997). Development of traditional products may slow down and 
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delay the expansion and the effect of disruptive innovation in the market (Adner and 

Kapoor, 2016). 

The example of Charitou and Markides (2003) shows that low-cost airlines could conquer 

20% of the market between 1995 and 2002, the rest is still dominated by traditional 

airlines. (It should be noted that in the meantime traditional airlines substantially 

transformed their business models just like low-cost ones, and as a result, there is 

convergence between their value proposition (Azadian and Vasigh, 2019).) 

Besides focusing on the traditional business, incumbents can also take active steps to 

block the expansion of disruptive innovation. For example, traditional transporters took 

legal action and applied work stoppage against the expansion of Uber passenger transport 

in many countries (Elbanna and Newman, 2016). With this action, traditional taxi 

companies rendered impossible the expansion of Uber in many countries - for example 

in Hungary (Tóth, 2016). 

3.12.2 Ignoring innovation 

A common cause of ignoring innovation is that it is or seems to be outside the company’s 

business area (O’Reilly III and Tushman, 2016). Innovation that affects a specific 

industry where a company operates does not necessarily affect its market. Disruptive 

innovation can create a new market that does not always overlap with the existing market 

of the company. Therefore, not entering a new market and remaining in the traditional 

business area can be an appropriate strategy for a company.  

Hartford Life for example, an insurance company focusing on the upper 5% per cent of 

the American population decided not to sell their products online and via telephone 

because their customers require personal contact and are willing to pay extra prices for 

this (Charitou and Markides, 2003). 

3.12.3 Counterattack – disrupting disruption 

Instead of resisting to innovation or copying the innovation incumbents can present their 

own innovation. Therefore, the question is not about selecting the old or the new, there is 

third option, their own solution.  
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Apple’s response to the threat of cheap products is a good example for this. In its response 

strategy Apple did not decrease its prices, and it emphasised the advantages of not only 

its existing products but focused on the renewed, unique design as well (Ferriss, 2018). 

Through this Apple managed to increase the number of committed customers, who were 

willing to pay premium price from the products. 

3.12.4 Adopting innovation while keeping the traditional solutions 

Adapting innovation while parallelly keeping the traditional solutions is a potential 

response. Using innovation, the company can develop new solutions while continuing the 

traditional business (Rothaermel, 2001). This response can be characterised by the 

expression “playing both games at once” (as described by Charitou and Markides)  

(Charitou and Markides, 2003, p.60)). 68 of the 98 companies examined by the authors 

above used this parallel business solution. 

A number of personal transport companies provide a good example for this, by offering 

booking and payment options similar to the application of Uber, while they kept the 

traditional options for ordering and paying for a taxi. Among others, Főtaxi and 6x6 Taxi 

offer such service in Hungary (Főtaxi, 2019; 6x6Taxi, 2019). 

Another example of this, when Nestlé established its Nespresso division offering the 

possibility to consume high-quality coffee at home in a simple way, while keeping its 

traditional businesses, to react to the appearance of the Starbucks coffee shop network. 

Similarly, British Airways and Continental Airlines established new low-cost airlines, Go 

Fly and Continental Lite to react to the disruptive innovation generated by the appearance 

of low-cost competitors (Markides and Oyon, 2010). 

However, the adaptation of innovation with keeping the traditional solutions is not a well-

functioning option in all cases. The different business model and organisational structure 

of incumbents may hinder the implementation of the invention. For example, the business 

model of Airbnb had a disruptive effect on the hotel industry when it appeared in the 

market with the renting of private residences built not specifically for the purpose of 

accommodation. As a response, some traditional hotel chains started to provide a similar 

service. However, from the four hotel chains analysed by a research, only one was able 

to operate the new business model successfully (Zach et al., 2020). 
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Innovation may be adapted successfully while keeping the traditional business if the 

senior management is willing and able to protect and continuously support the uncertain 

new initiative which has low profits in the initial period. For example, both Nokia and 

Kodak attempted to adapt disruptive innovation which jeopardised the survival of the 

company, however, the traditional business branches eventually made such initiative 

impossible and forced them out (O’Reilly and Binns, 2019). The failure to adapt the 

disruptive innovation proved to be fatal for both companies in the end; most of Nokia was 

acquired (Drath, 2016), while Kodak filed for protection against bankruptcy (Lucas Jr 

and Goh, 2009). 

Adapting innovation while keeping the traditional solutions means the implementation of 

ambidexterity, that ensures maintaining profit making capability in the traditional 

business area and at the same time a reaction to innovation (Alpkan and Gemici, 2016). 

In the examples listed above, Nestlé, British Airways and Continental Airlines applied 

structural separation to create ambidexterity by establishing a new division or company. 

3.12.5 Complete adoption of the innovation, and upscaling it 

The company may give up its traditional branch of business, adopt the innovation as a 

whole and bring it to the market successfully (Christensen et al., 2018). Two components 

are required for successful innovation: (1) a new technological, strategic or product idea 

and (2) bringing it to the market. These two abilities are not necessarily present within 

the same company. As incumbents have the experience and the conditions to launch 

products in the market (“scale-up”), they can become leaders of a market trend based on 

disruptive innovation and shape it to their own success. 

Complementary assets like a well-established commercial and maintenance organisation 

or reseller network help launch the new innovative product on the market (Pisano, 2015; 

Suarez et al., 2018). 

In the 90s, when internet browsers as disruptive innovation appeared, Netscape achieved 

a market leading role endangering the traditional business of Microsoft. Microsoft 

adopted the innovation, fought back by developing Internet Explorer and squeezed 

Netscape out of the market within a few years (Ansari et al., 2016).  
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3.12.6 Potential responses of incumbent companies to disruptive innovation – summary 

The responses to be given to disruptive innovation are summarised in Table 7. 

 

Table 7 - Potential responses to disruptive innovation 

Source: personal collection based on Charitou and Markides (2003) 

Among others, the position and competence of the company and the nature and maturity 

of the disruptive innovation determine which of the five reactions is the optimal for a 

specific company (Charitou and Markides, 2003). Senior executives of the company have 

a key role in selecting and implementing the potential response (Danneels, 2004; 

Henderson, 2006; Kaplan and Tripsas, 2008). Management awareness (Osiyevskyy and 

Dewald, 2015) and motivation (Eggers and Kaul, 2018) have an important role in 

developing the reaction of the company. It may lead to incorrect responses if the market 

environment and customer needs are misperceived by senior executives (Vecchiato, 

2017). 

Based on a systematic interpretation of professional literature Eggers and Park identified 

ten factors that influence the correct response. These factors are the followings: (1) size 

and (2) experience of a company, (3) complementary assets of the company, (4) 

commitment and inclination to cannibalisation, (5) awareness and corporate identity, (6) 

character of senior management, (7) organisational structure, (8) structure of the 

ownership and significant outsider stakeholders, (9) ecosystem and environment (10) 
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mobility of the employees (Eggers and Park, 2018). Corporate management can elaborate 

the correct response based on a complex analysis of these factors. 

Birkinshaw et al. underline that reacting appropriately to disruptive innovation is not only 

about perception and elaboration of the response; awareness and commitment during the 

implementation of the response strategy developed are also required in order to be 

successful (Birkinshaw et al., 2016). 

The realisation of the response strategy developed is facilitated by corporate 

ambidexterity and the dynamic capabilities (O’Reilly III and Tushman, 2008), the 

literature of which was presented in Chapters 2.6 and 2.7. If the realisation of the response 

strategy requires strategic renewal, then several models may be used for that purpose 

(Volberda et al., 2001), as it was presented by the author in Chapter 2.5. The analysis of 

all these through practical examples is part of my research; the research gap and the 

research questions are detailed in Chapters 4 and 5. 

3.13 The hybrid approach 

Adopting disruptive innovation in some way for an established firm – fully embracing it, 

playing both games at once, or disrupting the disruption – requires significant investment. 

Investment can happen in several ways: it can be financial investment into R&D, the 

establishment of a new organizational unit or reorganization of the company, additional 

training and marketing costs, acquisitions, etc. Either way, it requires reallocation of the 

firm’s resources, which can be a difficult and high-risk decision. Due to the disruptive 

nature of the innovation, it is usually difficult to forecast the future revenue that will be 

generated by the new products. The lack of revenue forecast makes the decision even 

more difficult and increases the risk. 

To lower the risk of moving to an unknown territory while utilizing existing knowledge 

and assets, firms can use “bridges” during the technology transition (Cohen and Tripsas, 

2018). Cohen and Tripsas identify three types of integrational bridges at different levels 

of analysis: (1) inventor bridge, where inventors of the old technology work on 

development of the new technology, (2) technology bridge, where inventions are built by 

using knowledge from the old technology, and (3) hybrid product bridge, where the firm 

develops a product using both old and new technology. The ‘inventor bridge’ uses 

professionals as a link between the old and the new technology, while the ‘technology 
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bridge’ uses the corporate knowledge, and the ‘hybrid product bridge’ uses the products 

of the company. 

Cohen and Tripsas’ (2018) research shows that due to inertia, inventor and technology 

bridges on average lead to a lower performance for the new generation product. However, 

for incumbents with strong R&D capability, technology and hybrid bridges were 

associated with higher inventive performance. Other research results suggest that creating 

a high-performing hybrid product helps incumbents to produce better-performing next-

generation products (Furr and Snow, 2014). 

As Furr and Snow defined, “Hybrids combine elements from a potentially disruptive 

technology with the current technology to create a new product, service, or business 

model that sits between competing innovation generations.” (Furr and Snow, 2015, , 

p:104) Edison’s electric lightbulb is a good example of bridging hybrid product concepts. 

When Edison introduced his invention to the market, incumbent gas lighting firms 

borrowed his filament technology to improve their traditional products. Edison and his 

electric bulb prevailed in the end, but the introduction of the hybrid product by the 

incumbents nearly led Edison’s venture to bankruptcy. 

A more recent example of a bridging hybrid product is the Toyota Prius. Toyota 

introduced the Prius in 1977 as the world’s first mass-produced petrol-electric hybrid 

vehicle, when the future of electric cars was more uncertain than it is today. Instead of 

developing a full electric vehicle (EV), the Prius, which uses both an electric and 

combustion engine (Høyer, 2008), was a lower risk step towards the new disruptive 

technology (Furr and Snow, 2015). 

Hybrid products can be considered as an implementation of Markides’ “playing both 

games at once” response strategy. Inter-generational hybrids can be viewed as 

sophisticated learning mechanisms that allow companies to test the new market and gain 

more time to learn the new reality and adjust to it. 

On the other hand, hybrid products can lead to a trap as well. By producing a hybrid 

product, incumbents may get the false illusion that they are responding to a disruptive 

threat, while in reality, they are not. Hybrid products can tie incumbents to old 

technology, which may become a liability (Suarez et al., 2018). Moreover, while 

incumbents are focusing on the hybrid solution, new entrants can use this time to grow 

and expand. For example, while Toyota and other traditional car manufacturers were 
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testing the EV car market with hybrid solutions, Tesla built its quick-charging network 

across the USA. As a result, despite the fact that Toyota was the first company to mass-

produce a petrol-electric hybrid vehicle, in the first three months of 2019, Tesla had 

50.7% market share in newly-sold EV cars in the US, while Toyota Prius only had 6.7% 

(insideevs.com, 2019). 
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4 Summary – Strategic renewal and disruptive innovation 

Phases of evolution and revolution follow each other during the progress of companies. 

Evolution and revolution can be triggered by internal tensions arising from the growth of 

the company or changes in the external environment (economic, sociocultural, 

technological, political, legal, natural, global). The dissertation examines the changes 

triggered by the external environment – and within that, by the disruptive innovation 

development of technology – and the possible strategic renewal responses to them. 

The professional literature on strategic renewal was outlined in the previous chapter. 

Researches about strategic renewal can be categorised in three main areas: (1) 

prerequisites of renewal (the framework of ambidexterity and dynamic capabilities), (2) 

process of renewal (initiated and managed by senior management or employees working 

at lower levels) and (3) the result of renewal (adapting to or transforming the external 

environment) (Schmitt et al., 2018). 

The approach of ambidexterity is especially useful to understand responses given to 

radical changes as it deals with the question “how”: how the company organised its 

responses to the new opportunities while it continued to exploit its existing markets? It 

complements well the perspective of dynamic capabilities as it illustrates the advantages 

and disadvantages of various organisational solutions during perception, seize and 

reconfiguration (Birkinshaw et al., 2016). 

What often lies behind strategic renewal is a rapid and profound change of the external 

environment. In the past decades one of the main driving force behind this change was 

the technological development with disruptive effect, such as the cloud services 

described. 

While companies are generally able to react to slow market changes with their own 

innovative processes, radical environmental changes may endanger their existence and 

operation. The outline of the professional literature included the presentation of 

Christensen’s high-impact theory (Christensen, 1997) including its expansion, the 

barriers of identifying radical changes of the external environment (Assink, 2006), and 

potential responses to disruptive innovation (Charitou and Markides, 2003). 

Disruptive innovation may force organisations to respond. Charitou and Markides (2003) 

identified five possible corporate responses, which are summarised in Table 7. Two these 
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responses (Focus on and Invest in the Traditional Business and Ignore the Innovation) do 

not require strategic renewal, since these responses focus on the continuation of the 

traditional activity. The three other responses (Attack Back, Adopt the Innovation by 

Playing Both Games at Once and Embrace the Innovation Completely) may be require 

transformations so significant for which strategic renewal will be necessary. Such 

significant transformation may be the renewal of the product portfolio, the reorganisation 

of the R+D activity, looking for new market or the organisational transformation affecting 

the entire company. 

Strategic renewal and organisational ambidexterity mutually affect each other. During 

strategic renewal the company has to continue its exploitation activity in order to sustain 

the short-term and the medium-term operation, while in the interest of medium-term and 

long-term success the company shall put the emphasis on exploration (O’Reilly and 

Binns, 2019). That is, realisation of organisational ambidexterity is necessary in course 

of the strategic renewal. 

Strategic renewal concerns the entire company and affects all organisational levels 

(Schmitt et al., 2018). During strategic renewal the organisational units carry out changed 

activities and use changed processes, i.e. the exploration becomes more prevalent than 

exploitation. Therefore, in course of the strategic renewal the balance of the two activities 

of organisational ambidexterity shifts to the side of exploration. 

Volberda et al. (2001) defined four idealised renewal models for the realisation of 

strategic renewal. These are the following: emergent, directed, facilitated and 

transformational renewal. 

4.1 Volberda’s renewal model and responses to disruptive innovation 

Charitou and Markides (2003) recommend the five potential responses described in 

chapter 3.12 for incumbents to handle disruptive innovation, but they do not deal with 

how implementation and the renewal of the company is achieved. The model does not 

deal with key issues of researches related to strategic renewal: where does the initiative 

come from, what is the role of senior and middle management, what is the relationship of 

the company with environmental changes, what is the proportion of exploitation and 

exploration during the change? 
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The strategic renewal model of Volberda et al. (2001) described in chapter 2.5 focuses on 

these issues. Combining the models of Charitou and Markides and that of Volberda, the 

renewal method that fits best can be connected to the response given to disruptive 

innovation. The recommended combined model is presented in Figure 5. 

 

Figure 5 - Relationship between responses to disruptive innovation and strategic renewal – Proposition 

Source: personal collection 

Considering the potential responses to disruptive innovation, “focusing on traditional 

business and investment” and “ignoring the innovation” do not require strategic renewal 

as the company continues its activities concentrating on its traditional business.  

When “adapting innovation”, the company does not try to influence market trends it rather 

adopts innovation in parallel with the traditional business. According to the model of 

Volberda et al., in such cases renewal can stem from the lower level of the hierarchy by 

following the market (“emergent” renewal) or based on the vision of the senior 

management, hierarchically, using a top-down approach (“directed” renewal). In case the 

market changes that had already happened are followed, there are less uncertainty than 

during the transformation of the market. At the same time, following the market changes 

too late may harm the competition position of the company. 
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When “Counterattack – disrupting disruption” is chosen as a response, “facilitated” or 

“transformational” renewals are recommended. The company not only reacts to market 

changes but also tries to influence it actively with a counterattack. According to the 

definition of the model, ‘facilitated’ renewal and ‘transformational’ renewal are suitable 

in that case. The significant difference between the two renewal method lies in the role 

of senior management: during the facilitated renewal, the senior management acts as a 

facilitator and not as an initiator. Middle management has a key role in both renewal 

journeys. 

When choosing “adoption of the entire innovation” as a response the company gives up 

its traditional business and is entirely transformed to take advantage of disruptive 

innovation. The entire corporate structure is affected by this transformation and 

accordingly, transformational renewal is the recommended method. Both senior and 

middle management takes part in the transformational process actively. 

4.2 The research gap 

When reviewing the professional literature of strategic renewal and disruptive innovation, 

the author has found that there is only a limited overlap and connection between the 

results of the two research areas. Researches dealing with disruptive innovation examine 

innovation as a phenomenon (Danneels, 2004; Yu and Hang, 2010; Gobble, 2016; 

Christensen et al., 2018), its appearance and expansion (Paap and Katz, 2004; Markides, 

2006; Schmidt and Druehl, 2008; Markides, 2012), develop prediction models to the 

expected effects of innovation (Schmidt and Druehl, 2008; Nagy et al., 2016) and make 

recommendations to companies how to respond (Charitou and Markides, 2003; 

Govindarajan and Kopalle, 2006). On the other hand, professional literature dealing with 

disruptive innovation does not deal with issues regarding actions, processes, capabilities 

and structures that allow successful renewal once the need for a response is recognised. 

Researches dealing with strategic renewal seek answers to the questions listed based on 

the frameworks of ambidexterity and dynamic capabilities as well as the attention based 

view (ABV) (March, 1991; Teece et al., 1997; Ocasio, 1997; Birkinshaw and Gibson, 

2004; Jansen et al., 2005b; Raisch and Birkinshaw, 2008; Junni et al., 2013; O'Reilly and 

Tushman, 2013; Teece, 2014; Vuori and Huy, 2016; Volberda, 2017; Teece, 2017a; 

Joseph and Wilson, 2018). However, in these researches the need for strategic renewal as 
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a response to disruptive innovation is a fundamental requirement, they do not examine 

the potential responses and their conditions. 

In view of this, based on a systematic review of the professional literature, the author 

drew the conclusion that the research results available provide limited guidance for the 

issues arising in the intersection of the research areas dealing with strategic renewal and 

disruptive innovation. 

Issues such as what specific dynamic capabilities are required for the successful 

implementation of the responses listed by Charitou and Markides (2003) are not covered 

by professional literature. As dynamic capabilities are not universal, they rather depend 

on the given environment, structure and situation (Birkinshaw et al., 2016), different 

dynamic capabilities may be required if the response is “adapting innovation while 

keeping traditional solutions” or “counterattack – disrupting disruption”. Similarly, the 

professional literature available does not provide an overall framework regarding how 

various implementation forms of ambidexterity (sequential, structural, contextual) fit in 

various forms of disruptive innovation and what responses can be given to them. Further 

questions arise: where does the initiative come from within the organisation, what is the 

role of senior and middle management, is it a co-evolutionary change or one that co-

creates the environment, and how ambidexterity is implemented during the execution of 

the specific responses? 

The questions listed above point out that there is a research gap in the intersection of 

strategic renewal and disruptive innovation. 

 

Figure 6 – Definition of the research area 

Source: personal collection 
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5 Research questions 

The dissertation is drawn up in the intersection of the two research areas, strategic renewal 

and disruptive innovation with the aim of reducing the research gap described in chapter 

4. During the exploratory research, the author seeks answer to the question what the 

relationship between the process of strategic renewal and various responses to disruptive 

innovation is. 

According to Schmitt and his research partners (Schmitt et al., 2018), the process of 

strategic renewal should be examined in three main areas: from the antecedents 

(ambidexterity, dynamic capabilities), the processes and the outcomes. (This was 

explained in detail in chapter 2.4.) 

Charitou and Markides identified five different methods with which incumbent 

companies may react to disruptive innovation (Charitou and Markides, 2003). These are 

the following: focusing on and investing in the traditional business, ignoring the 

innovation, counterattack – disruption of the disruption, adoption of the innovation while 

keeping the traditional solutions, and the complete adoption of the innovation. (The 

methods were presented in chapter 3.1.2.) From among the five possible methods the 

author concentrates on the ‘complete adoption of the innovation’ response strategy in his 

thesis. 

Within the topic of the connection between strategic renewal and the responses to be 

given to disruptive innovation the author researches specifically that process of the 

strategic renewal which can ensure the realisation of the response strategy that constitutes 

the ‘complete adoption of innovation’. 

The author examines this process through the three main areas of strategic renewal 

(antecedents, processes, outcomes). 

Based on the above the following three research questions are raised: 

RQ1: Which combination of organisational ambidexterity and dynamic capabilities 

allows the implementation of the response strategy “complete adoption of innovation” 

during a strategic renewal process triggered by disruptive innovation? 

RQ2: What is the attitude of the company towards the external environment during a 

successful renewal? 
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RQ2: What is the role of senior management and lower levels of the hierarchy? 

5.1 Propositions 

The author forms the following three propositions with regard to the research questions: 

H1 – In course of the realisation of the response strategy that constitutes the 

‘complete adoption of the innovation’, a combination of the key characteristics of 

the strategic renewal can be identified, which combination can ensure the success 

of the response strategy. 

The three research questions formed analyse the realisation of the response strategy that 

constitutes the complete adoption of the innovation in the three key areas of research of 

strategic renewal. According to the first proposition, such a combination of antecedents, 

processes, and outcomes can be identified with which the response strategy can be 

successful. 

H2 – A company can not only follow the technological development and the 

market changes induced by the disruptive innovation but can also actively shape 

the external environment 

The second research question is aimed at the relationship between the company and the 

external environment. According to the renewal model of Volberda et al. (2001), during 

the strategic renewal the senior management may follow the market changes passively 

(emergent and facilitated renewal), but it may also strive to actively influence those 

(directed and transformational renewal). The second proposition is that the complete 

adoption of the innovation response strategy may mean not only the adaptation to the 

external environment but the company may also actively shape the external environment 

when it adopts the innovation. 

H3 – In a rapidly changing competition environment success requires the active 

role of both the senior management and the lower levels of the hierarchy, since in 

this way the identification of the fast changes of the external environment can be 

ensured. 

According to the renewal model of Volberda et al. (2001), the facilitated and the 

transformational renewal methods can be used in a rapidly changing competition 
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environment. Both renewal methods assume the active role of the middle management. 

According to my third proposition, in a rapidly changing competition environment the 

realisation of the response method of complete adoption of the innovation – in line with 

the model of Volberda et al. – requires the active, strategy-forming role of the middle 

management. 
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6 Research methodology 

The author attempts to answer the research questions above by performing a longitudinal 

examination of a global IT company. The company at the heart of the research performed 

a strategic renewal between 2010 and 2018 as a result of a disruptive innovation that 

changed the external environment. 

The research questions are answered by exploring the strategic renewal of the company, 

using a single case study based research that provides an understanding of how strategic 

changes are performed and what specific actions affected them (Johnson et al., 2003; 

Jarzabkowski et al., 2007). 

As the goal is a profound exploration of strategic renewal, the research relies on 

qualitative methodology. In the first phase of the author explores the history and strategic 

renewal of the company, based on publicly available articles, statements and press 

releases between 2002 and 2018. The strategic renewal took place between 2010 and 

2018, however, knowing the preceding period is also necessary to understand the renewal. 

For this reason the author starts the processing of the sources in 2002, in the post-‘dotcom’ 

crisis period, which was relatively calm for the company. 

In this phase he discovers what happened during the researched time interval. In the 

second phase, he explores how the strategic renewal happened within the firm, based on 

personal interviews. 

The objective of the author is to – through answering the research questions - present the 

example of the company analysed as a progressive leadership practice, which example 

may be followed by other companies, regardless of the industry. 

6.1 The researched company 

The researched company was founded in the 1970s in the United States. The key product 

of the portfolio was a database management software developed for companies and 

institutions. Thanks to its dynamic growth the company went public in the 80s and its 

shares were included in the index of Standard&Poor’s comprising 500 companies. During 

the 90s, besides the database management software, the portfolio was extended with 

business applications, like ERP, human resource management (HR), and customer 

relationship management (CRM). Product development was supported by innovative 
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solutions with the aim of creating complete, easy-to-use tools for users. The growth in the 

American market was followed by an international expansion and by the end of the 90s 

the company became a global multinational firm. Large enterprises provide the key 

market for the company: banks, telecommunication, manufacturing and commercial 

enterprises as well as the education, health and public sector. Small and medium-sized 

enterprises (Sme) also belong to the target market of the company, but a substantial part 

of its revenues is generated by large corporations. 

During its more than forty-year history, the company underwent several transformations. 

One of the most significant one took place in second half of the first decade of the 2000s, 

when the company reacted to the disruptive innovation generated by cloud services with 

strategic renewal. 

6.2 Data collection 

6.2.1 First phase – exploration of the history of strategic renewal 

In the first phase of the data collection process, systematic data collection was performed 

using the following resources: 

• EBSCO research databases: Business Source Complete, Academic Search 

Complete, Regional Business News, Newswires 

• Corporate websites: press releases, financial results, product catalogues 

The EBSCO research databases (EBSCO, 2020) were selected instead of other research 

databases (e.g. SCOPUS, Web of Science) because the EBSCO contains a wider range of 

business and corporate news, articles and data, which were necessary in the first phase of 

the data collection. 

Searching for the name of the company in EBSCO databases between 2002 and 2018, an 

exceptional number of hits, that is 36,548, were found. This list was narrowed to English 

entries for which the entire article (full-text) was available. During the search other filters 

(Publication Type, Document Type, Number of Pages etc.) were untouched, the basic 

settings of EBSCO were used. In order to find relevant articles for the research, another 

expression referring to strategic renewal was added to the company name for the search. 

Two search fields were used on the host website of EBSCO with an ’AND’ option in a 
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Boolean/Phrase search mode (EBSCOhost, 2019). This way search results listed only 

articles containing both expressions. 

The company name was inserted in one of the search fields, while the other contained one 

of the followings: 

• “strategy”, “cloud”, “acquisition” – expressions relevant for corporate strategy, 

cloud services and acquisitions. 

• The product name of the new integrated business application (about which 

further details are provided in the following chapters) – is a key element of 

transforming and renewing the product portfolio. 

• The surname of the chief executive officers and presidents of the company 

during the research period between 2002 and 2018, four names altogether. 

Presentation, conference lectures and interviews made with the top executives 

are good sources to understand the strategy of the company (Thro, 2009). 

Combined search (using the company name in one field and one of the eight expressions 

listed in the other) resulted in 9,666 hits for the research period; 569 hits per year. 

The next step was to review the hits and exclude the ones that are irrelevant from the 

perspective of strategic renewal. Such hits include detailed technical product descriptions, 

or articles dealing the private life or other business activities of senior executives not 

relating to the company. (It cannot be excluded that the private life of the senior 

executives and their economic activity not affecting the company had indirect influence 

on some of the senior management decisions concerning the company analysed. 

However, since the objective of the author’s research is not the analysis of the senior 

management decision-making mechanisms but the exploration of the history of the 

strategic renewal of the company, the activity of the senior executives outside of the 

company was not a relevant information with regards to the research.) 

There was a considerable overlap between the remaining relevant hits. For example, a 

number articles dealt with the speech of the chief executive officer held at annual 

conferences of the company. Similarly, dozens of articles were published about the 

acquisition of relevant companies using the same content. The articles with the highest 

priority at the EBSCO list were selected from the articles with similar content. 
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As a result of this systematic process, 320 articles were selected, read in details and 

research notes were made. The results found were compared and complemented with the 

information published on the website of the company to create an overview of the history 

of the company’s strategic transformation. 

6.2.2 Second phase – exploration of the internal implementation of renewal 

In the first phase of the data collection, the author revealed the history of the company’s 

strategic renewal, in other words “what happened”. However, in order to answer the 

research questions, it needs to be examined “how all this happened”. This required further 

data collection. 

This chapter deals with data collection and data processing and according to the GT 

method, this was performed during the research in an iterative and cyclical manner rather 

than sequentially and separated from each other (Glaser and Strauss, 2017). GP method 

is characterised by theoretical sampling during which sampling is continuously changing 

and transforming along with the progress of the theory. Data collection was concluded 

according to the above guaranteeing the required flexibility to understand and describe 

the theory evolving during the research process. 

GT is suitable for identifying various phenomena and processes by systematically 

processing the research data, thus developing a theory (Charmaz and Belgrave, 2015; Cho 

and Lee, 2014) and establishing a practicable business concept (Gligor et al., 2016). GT 

is an appropriate tool to analyse unstructured and semi-structured interview data (Turner, 

1981) and data coming from secondary data sources (Andrews et al., 2012; Whiteside et 

al., 2012). 

General data collection methods of case studies are processing interviews, questionnaires, 

observations and archives (Eisenhardt, 1989). Based on this, the primary sources of data 

collection were personal interviews while the secondary sources were presentations of 

top executives and the official written communication of the company (e.g. annual 

reports, press releases). These resources ensure that relevant data was collected from each 

level of the hierarchy to understand the renewal of the company. 
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The interviews made with the employees provide an opportunity to understand how 

internal observers and active participants at different management levels of the company 

experienced and implemented the renewal process. 

As it was not be possible to make interviews with the top executives (president, chief 

executive officer), data was be collected about this level from secondary sources. 

Analysing the presentations of top executives available in the form of videos and the 

official written communication expressing their viewpoints present the opinion of the 

company management about strategic questions, their background and the key elements 

of change that top executives considered important to communicate to the outside world. 

In course of the data collection the author took into consideration that the senior 

management statements not necessarily reflect the personal opinion of the executive 

concerned, and in addition to (or instead of ) the communication of the facts, shaping the 

external reputation of the company or influencing the market may also be the purposes of 

an announcement. For instance, upon the presentation of the plans of the company a 

senior executive may emphasise the expected positive effects for marketing reasons, 

while he/she will share less of his/her possible doubts or the dangers. The danger of such 

distortion is reduced by that the shares of the company examined are traded in the stock 

exchange. The senior executives of listed companies are criminally responsible for 

informing the investors about the plans, the assumptions and the expected advantages and 

dangers honestly and transparently. 

The author compared the senior management statements with the formal communication 

of the company (e.g. annual financial reports) in order to decrease the possible distortion 

even further. 

6.2.2.1 Interviews 

The main source of data collection for the research was provided by personal interviews. 

The aim of the interviews was to collect the data required to answer the research 

questions. The data received are interpreted by the Grounded Theory research method to 

draw conclusions based on which research questions can be answered. 

Interviewees were selected from the East and Central Europe, Middle East and Africa 

(ECEMEA) region of the company. This region comprises 103 countries where the 

company has more than 30,000 employees and thousands of customers. This region is 
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large enough to give an insight into the strategic change of the company and ensure that 

the research is not distorted by certain features of specific countries (for example a 

political crisis in a country). The company uses standardised sub-systems (e.g. marketing 

planning and implementation, financial incentives, internal communication, 

organisational structures) in this region that partly differ from the methods used in other 

regions. The change of these sub-systems during the renewal process can be tracked and 

understood focusing on the ECEMEA region. 

Countries of the region differ widely regarding IT advancement: Central and Eastern 

European countries (e.g. Poland, Hungary, Czech Republic) and Middle East countries 

(e.g. United Arab Emirates, Saudi Arabia, Qatar) are the developed countries of the region 

while the level of development in African countries is lower. This diversity is an 

advantage regarding the answers given to the questions, as global companies typically 

operate in markets where the stages of development are diversified. 

6.2.2.2 Selecting interviewees 

Interviewees are selected based on purposive sampling (Seidman, 2013). When selecting 

interviewees, the aim is to reflect the heterogeneous nature of the organisation regarding 

opinions and experiences and find typical and atypical (or even extreme) views. Another 

aspect for selection is that employees should have relevant knowledge to answer the 

questions, to collect high quality and intensive data. 

I selected the interviewees from multiple branches of business, from the following areas: 

sales, business development, industry experts, finance and consulting. All of them have 

frequent interaction with the clients, business partners, their colleagues and the 

management of their own areas of operation. 

As corporate renewal is perceived differently at various levels of the corporate hierarchy, 

interviews are conducted in several hierarchical levels. According to the code of ethics 

and business conduct, in addition to the chairman of the board of directors and the general 

directors (with whom the author was unable to conduct interviews), the author categorised 

senior vice president as senior executives. The author categorised the vice presidents, the 

directors, the managers and the frontline sales account managers as middle management 

executives. 
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The number of interviews conducted in the various levels for the data collection is shown 

in Table 8. 

Position 

Number of 

Informants 

Senior Vice President 2 

Vice President 4 

Sales Director and Manager 3 

Sales Account Manager 4 

Sales Development Manager and 

Expert 4 

Consulting Director  1 

CFO  1 

Table 8 - Number of interviews conducted 

 

The interviews were semi-structured and lasted 90 minutes on average. We conducted 

one interview with each informant. All interviews were recorded (Seidman, 2013). The 

collected data was coded and analysed with Grounded Theory (GT) method, continuously 

with the progress of interviewing (Glaser, 1978). GT analysis was supported by NVivo12 

computer-aided text-analysis software. 

6.2.2.3 Semi-structured interview method 

Semi-structured interview method was used to explore the renewal process that gave 

opportunity to get a detailed insight and understanding of the specific topics (Harrell and 

Bradley, 2009). This research method helped interviewees to express their opinion about 

all the relevant topics of the research within the time interval allocated to the interview. 

The average length of the interviews was one hour, and that usually was not exceeded 

due to the tight time schedule of the interviewees (businessmen). Due to its informal 

nature, the unstructured interview method would have not ensured that the interviewees 

expressed their opinion about all the relevant topics within the time interval allocated to 
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the interview. On the other hand, the limitations of the structured interview method would 

have not allowed exploration of correlations. 

During the semi-structured interviews conducted with the interviewees of the company, 

the author asked questions that provided a basis to reveal environmental changes and the 

reaction of the company given to them as well as details about the company’s renewal. A 

question list with open questions (included in Annex 1) was prepared for the interviews, 

and were complemented based on the information received during the interview 

(DiCicco‐Bloom and Crabtree, 2006) and as a result of the theory evolving with the GT 

method. Audio recording was made during the interviews and later the content was 

transcripted. 

6.2.2.4 Conducting interviews in an international environment 

As the researched company is a multinational organisation, it is common and necessary 

in daily operation that colleagues working in different countries - or continents - 

communicate with each other via phone or e-mail. Employees of the company often 

participate in phone or video conferences so using these techniques comfortably. Data 

collection for the research was partly made via personal meetings and also with phone 

and video conference interviews. Personal meetings were preferred during data collection 

as there were more opportunities to observe body language and gestures during these 

meetings, although interviewees are comfortable with using remote communication 

devices (Deakin and Wakefield, 2014). 

English is the language of corporate communication although the native language of 

majority of the employees in the researched region is not English. Interviewees and the 

author himself speak English fluently but not at the level of a native speaker, that needed 

to be considered in communication especially during remote communication. In order to 

avoid misunderstandings, special emphasis was placed on asking clear questions and if 

the answer was not entirely understandable, further questions were asked for clarification. 

6.2.2.5 Secondary resources 

The secondary resources were the articles, statements and financial reports that were 

reviewed to learn about the history of the company. (see chapter Error! Reference 

source not found..) These resources were used to validate the responses received at the 

interviews using the method of triangulation. 
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6.2.3 Data processing, analysis 

In the second phase of data collection, as interviews progressed, the collected data was 

continuously coded and analysed with the Grounded theory (GT) method. NVivo v12 

software was used to support GT analysis. 

Three coding methods were used during the GT analysis: open, axial and selective (Mitev, 

2012). The data collected during open coding was broken down and categorised with the 

identification of the key words and expressions. A large number of codes were created 

during open coding, which was reduced in the second coding stage, using the axial coding 

method. During axial coding, categories created with open coding were grouped and 

higher-level codes were generated. The third step was the creation of basic categories 

with selective coding serving as a basis for the evolving theory. 

It was important to understand the connection between the codes during the coding 

process. In order to achieve this, comparison was made continuously to identify patterns 

and topics and the relationship between them. 

Data recording, analysis and coding was continued until relevant, new information was 

found. The process was completed when the codes created did not add new aspects to the 

research, which means that the theoretical saturation level was reached (Bowen, 2008; 

O’Reilly et al., 2012). 

The aim of using the GT method was to reveal deeper connection and processes within 

the case study by raising the data to a conceptual level and avoid stopping at trivial results. 

This was followed by the comparison of processes revealed from the case study with the 

GT method with the theoretical models described in the dissertation to examine to what 

extent the company examined in the case study followed or deviated from them. 

6.3 Validity 

The author payed particular attention to authenticity and validity and to avoid validity 

threats. Aspects relevant for authenticity and validity and the steps taken to avoid validity 

threats are listed below. 
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6.3.1 Objectivity 

Objectivity is guaranteed by neutrality and the detection of non-conscious researcher 

distortions. 

Over the years spent at the company the author has developed his own opinion regarding 

the topics about which information is collected from the interviewees. To ensure 

objectivity of the research, it was important to avoid the possibility of influencing the 

opinion of the interviewees with the author’s viewpoint and record the content of the 

interview objectively without the potentially biased screening of the author. 

During the interviews the author strived to act as a non-participant to avoid his opinion 

becoming predominant. Colleagues were not observed during their daily work (that the 

author can potentially be part of), they were interviewed outside daily work. Semi-

structured interview method was more suitable to minimize the impact of the author’s 

own opinion than an unstructured interview. Due to the informal nature of unstructured 

interview, it would have been more difficult to exclude the author’s subjectivity and his 

questions may have been directed the interviewee to answers that the author considered 

correct. 

6.3.1.1 Research log 

To exclude the possibility of researcher bias, the author used a research log. Before 

starting data collection, the author recorded his own answers to the interview questions, 

and during the process of data collection the author’s own answers were compared with 

the answers received. On one hand, with this method areas that needed more attention 

during the interviews could be identified (e.g. by including new questions), on the other 

hand, it also helped the author critically analyse his own viewpoint looking for 

contractions and deviations systematically or even reactions that may disprove his own 

opinion. 

6.3.1.2 Leakage of confidential corporate data 

During the interviews, interviewees shared internal information that may not have been 

disclosed to external parties in line with the corporate policy (for example a quarterly 

revenue forecast for a country), but they thought that it is acceptable to share such 

information with the author. In such cases the author drew the interviewee’s attention that 

the responses may be published so if he or she wished, the confidential information could 
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be deleted. Such corrections did not substantially affect the content and the authenticity 

of the research. 

6.3.1.3 Advantages of personal involvement 

Access to corporate information – during his work the author had access to information 

that was relevant for the research. Part of this information was publicly available but for 

an outsider researcher would have been more difficult to find in the official 

communication of the company. The other part of the information was not publicly 

available (internal information) which was only used in the research with extreme caution. 

Selecting interviewees - being familiar with the organisational structure of the company 

helped to identify the interviewees that had relevant information for the research. 

Getting in touch with the interviewees – contacting employees was more efficient using 

the corporate communication channels (company e-mail list, telephone directory) than 

for an outsider researcher. 

Accepting the invitation for the interview – the fact that the interviewees knew the author 

improved willingness to take part in the interview. 

Being familiar with the company jargon – during communication organisations generally 

use abbreviations or expressions not obvious for outsiders. An interview about the 

strategy of the company can often include such expressions. In such cases the questions 

often asked by the interviewer can interrupt or slow down the interviews. Knowing the 

company jargon helped me interpret the expressions used thus supporting precise 

understanding of the content without interrupting the interview. 

6.3.2 Reliability 

From the perspective of the research, results are considered reliable if the research 

conducted with the use of the same circumstances leads to the same result.  

Considering the transformation of the company, the timing of data collection is an 

important factor to ensure reliability. Longitudinal examination was the best method to 

understand the renewal process by collecting data from 2010 (start of the renewal), 

however, this was only partly feasible subsequently. Written documents or videos were 

useful as they have not changed and present the original state. However, it must be 
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considered during the interviews that answers to the questions are provided 

retrospectively several years later. Certain interviewees may have changed their opinion 

during the process and they look at the events differently later than earlier. 

The effect of hindsight bias also needs to be considered. Interviewees may remember an 

event (in our case the expansion of cloud services) that it was predictable (Arkes et al., 

1988). Subsequent distortion was partly eliminated by interpreting the recorded 

statements of senior executives and the official communication available in the form of 

videos or written documents. The large number of interviewees (the risk of distortion is 

reduced if there are more interviewees) was another tool to minimize such distortion. 

In qualitative research, data processing is part of the requirement for reliability, whether 

another researcher would receive the same results using the data and the same method 

(GT method). For this reason, the author prepared reminders (as part of the research log) 

during the GT coding process that made the process transparent and allowed subsequent 

verification. During the coding process of the data recording performed according to the 

GT method, the author continuously evaluated the codes created with the help of the 

reminder and compared them with the previously generated codes to ensure reliability.  

6.3.3 Internal generalisation 

Internal generalisation means the possibility to extend the research results within the 

organisation examined in the case study. An important requirement regarding the research 

result is that it needs to be extended to and valid for the entire organisation specified in 

the research, despite the fact that not all the employees are involved in the interviews and 

not all the documents available are processed. Sample selection has a key role in 

guaranteeing internal generalisation. 

Extensive data collection was performed to ensure internal generalisation based on 

purposive sampling. The author strived to present potentially extreme opinions as well. 

Interviewees were selected from various countries of the region, different hierarchical 

levels and past experience at the company to present diverse opinions. 
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6.3.4 External generalisation 

External generalisation means the possibility to extend the research results to other 

organisations outside the organisation examined in the case study. Due to the nature of 

the single case study, the issue of external generalisation is even more relevant compared 

to the case when several, similar cases are interpreted (Yin, 2013). 

The limit of generalisation of research based on one case lies in that the results of the 

research may be influenced by numerous particularities which are characteristic to the 

situation concerned and which do not appear in other situations. However, a strength of a 

theory developed based on the processing of one case may be the novelty and the ability 

to test it, since the formation of the theory and the empirical analysis are interconnected 

(Eisenhardt, 1989). 

Just as learning about one drop of water may contribute to knowing the sea, the theory 

developed based on the detailed analysis of one case may provide opportunity to learn 

about the wider environment. ‘As one moves closer to the unique characteristics of a 

person or a place, one discovers the universal.’ (Lawrence-Lightfoot, 2005, p.12). 

However, generalisation does not mean an abstraction independent from the context and 

the situation. Upon the generalisation of the morals of case the particularity and context 

related to the case shall be taken into consideration. Paradoxically, the more we learn 

about and understand the particularity and the context characteristic for the case analysed, 

the more we may be able to generalise (Simons, 2015). 

Regarding external generalisation the aim of the study was to present one potential 

response to the research questions. Based on the analysis of the company examined the 

author presented (1) the combination of dynamic capabilities and ambidexterity that the 

company applied, (2) involvement of the senior management and the lower hierarchical 

levels in the renewal process, (3) the outcomes of strategic renewal on the environment 

and (4) the renewal model applied. By presenting the history, culture and the internal 

functioning of the company and the industry environment the author identified those 

particularities and context which shall be taken into consideration according to Simons’ 

(2015) suggestion. The method used by the company is an option rather than an exclusive 

solution that other companies – with similar company culture - can also use to 

successfully manage renewal in a similar market environment characterised by disruptive 

innovation - regardless of the industry segment. Furthermore, companies with different 
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corporate cultures may use the case as a template and may strive for developing a similar 

internal functioning, which makes them capable of strategic renewal as described in the 

case. 

The result of this exploratory research may serve as a basis for a research conducted with 

a wider sample that can test and refine the research results and can lead to defining new 

renewal methods. 
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7 Research findings 

7.1 Strategic renewal of the researched company 

Based on the literature used in the first phase of data collection, it can be stated that the 

source of company development was organic growth based on the company’s own 

software for decades. During the period between the foundation of the company and 2003, 

the value of the biggest external acquisition was less than USD 150 million. To 

complement organic growth, in 2003 the company announced an acquisition amounting 

to five billion dollars in the field of business applications that represented an order of a 

magnitude in value. It was followed by 24 further acquisitions between 2004 and 2006 

and the total amount of acquisitions exceeded 50 billion dollars during this period. The 

chief executive officer drew a parallel between the company and General Electric 

comparing their role in consolidating the industry. 

Most of the acquisitions increased revenues deriving from business applications and had 

a significant impact on them. While the increase of organic revenues deriving from 

business applications was 23,4% and 11,8% in the financial years 2006 and 2007, along 

with the acquisitions revenues increased by 66% and 31,7% per cent during the period. 

However, there was an overlap between the functionalities of business applications 

deriving from the acquired companies. For example, the functionality provided by ERP 

was included in 2 other software besides the company’s own business application. 

Similarly, there were three solutions for human resources management (HR), and two 

overlapping solutions for customer relationship management (CRM) in the company. 

This situation caused uncertainty among the customers, it was not obvious for them which 

solutions remain in the portfolio and what are the ones that would be removed from the 

market. 

This presented a new challenge for the company. The chief executive officer argued 

earlier that the best option for users is to purchase an integrated system from one supplier 

thus reducing problems arising out of the cooperation between various software 

developed by different companies. The solutions that became part of the portfolio as a 

result of the acquisitions were not integrated as they were developed by the development 

departments of various companies. In the new situation, the chief executive officer 
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emphasised that he considers integrated solutions as the optimal ones, but - as he said - it 

needs to be accepted that we live in a heterogeneous world. 

7.1.1 Development of a new integrated business application 

The long-term solution, however, was to develop a new business application combining 

the best functions of the company’s own and acquired products. The integration project 

was announced in 2005. Developing a completely new, complex and integrated business 

application package was a huge task. The pressure on the company was increased by the 

fact that in parallel with the development of the new software package, the company 

further developed the existing products in the portfolio having parallel functions as 

maintaining product continuity was important to keep customers and acquire new ones. 

The chief executive officer acknowledged that it was a complex task but he argued that 

the company would be capable of completing the job thanks to its more than 50 thousand 

employees and an annual R&D budget of 2 billion dollars. 

Some customers were concerned that the company would force them to change to the new 

software package. Nevertheless, company executives highlighted that customers would 

have a freedom to decide, and if they wish to use the existing software they would receive 

support, moreover, new versions of them would also be launched. During their 

communication they alleged that the new software would be complete and integrated 

based on a state-of-the-art technology, with open market standards and they would 

combine the best elements of the products included in the portfolio so customers would 

request transition to the new system themselves. 

The new products were planned to be presented in 2007 but development was more 

complex and time-consuming than expected. During the time-consuming development 

process, in their public presentations, company executives often expressed their 

commitment to perform a successful development. After several postponements the new 

integrated business application appeared on the market and became generally available to 

customers in 2011. The appearance of the product was an important milestone for the 

company as it provided a more advanced solution for customers than competitors did. 

However, during the period between the announcement of the new product development 

(2005) and the appearance of the product on the market (2011) there were significant 

transformations in the market as a result of the appearance of cloud services. Attention 
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was shifted from traditional on-premise solutions to cloud-based solutions as a new and 

modern option. 

7.1.2 Reaction of the company to cloud services 

At first the reaction of the company to cloud services was not clear. The product portfolio 

of the company included elements already in the 90s that provided an option for 

customers to access remote and shared systems without using their own servers. The chief 

executive officers argued several years before the appearance of cloud services that there 

is a need for IT solutions where the physical location of the servers is irrelevant, similarly 

to cloud services. In addition, instead of a one-time investment, the company also offered 

a software leasing solution to its customers, as in case of constructions used in cloud 

services. 

When cloud services became popular and began to spread in the early 2000s, the chief 

executive officer pointed out that they do not have significant novelties as they are based 

on elements already applied by the company for years. He declared that “cloud services 

only represent a trend and it’s crazy to think that we should sell something else than so 

far” What we have launched on the market, is the cloud itself.” 

However, from 2009 the company placed increased emphasis on highlighting cloud 

services and the related communication also changed. In 2011, widespread PaaS and SaaS 

public cloud services were announced, then in 2012 the chief executive officer positioned 

the company at a conference “as the one that offers the most exhaustive cloud services 

available on the planet”. From 2012, cloud services became the central message of the 

company, senior executives pointed out several times that the strategic goal for the 

company is to become a global market leader in the SaaS segment, and achieve a 

dominant market position in the field of IaaS and PaaS services. According to a press 

release, in 2015 95% of the company’s products was available as a cloud service. One of 

the senior executives anticipated that all the customers would shift to cloud service from 

the traditional applications. “It's not a question of if, but a question of when” as he said. 

In accordance with this, the company launched promotion programmes allowing 

customers to replace their on-premise software licenses to cloud services at discounted 

prices. 
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The growing importance of cloud products was visible on the annal report. In the ‘Form 

10-K’ annual report, the weighted percentage of the word ‘cloud(s)’ grew from 0% (0 

mentions) in FY10 to 0.2% (112 mentions) in FY11. After FY11, it grew continuously 

year-on-year, except in FY15, to 0.93% (505 mentions) in FY17 (see Figure 1). In FY17, 

the word ‘cloud(s)’ was mentioned nearly as many times in the annual report as 

‘software’, which was the broader core business of the company. 

 

Figure 7 - Weighted Percentage of the Word 'Cloud(s)'in the Annual Reports 

Source: personal collection based on the annual reports 

The top management of the company also communicated int the annual report, that they 

are aware on the risk associated with the strategy shift. Before the strategy change, the 

annual report referred to potential risk factors, such as global recession, change of 

exchange rates to negative direction, changes in currency exchange rates, strikes, 

embargoes and wars. With the strategy change, cloud-related risks appeared on the annual 

report. For example, the risk associated with the transition into cloud business was in 26th 

position of the 29 ‘risk’ items in the company’s FY11 annual report, as: “Our Cloud 

Services offerings … may not be successful”. In the FY12 Annual Report, this risk had 

moved up to 18th place (out of 29) and year-on-year became more important, requiring 

greater consideration. In the FY16 annual report, it was the number one threat, and 

remained so in FY17. At that point, the risk was defined in the annual report as “our cloud 

strategy … may adversely affect our revenues and profitability”. 
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Figure 8 - Position of 'Cloud related' risks on the 'Risk Factors' list in the Annual Report 

Source: personal collection based on the annual reports 

The company no longer considered traditional on-premise software companies (e.g. SAP, 

IBM) as its competitors, the new rivals were cloud service providers (e.g. Salesforce.com, 

Amazon Web Services, Microsoft Azure). 

The company accelerated its expansion in the cloud service market with acquisitions. It 

announced the acquisition of a cloud service provider amounting to 1.5 billion dollars in 

2011, and during the coming years it was followed by a number of similar acquisitions of 

considerable value. 

As the company’s strategy shifted towards the cloud, the acquisition become cloud 

focused as well. While in 2010, the company concluded ten acquisitions, none of which 

was cloud related, this changed to eight out of the nine acquisitions in 2012. That trend 

continued, and on-premises acquisition investments gradually stopped. 

Acquired 

companies 
2010 2011 2012 2013 2014 2015 2016 2017 

On premise focus 10 6 1 5 2 0 0 0 

Cloud focus 0 1 8 5 5 3 9 3 

Table 9 - The company’s acquisitions between 2010 and 2017 

Source: personal collection based on the annual reports and press releases 
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7.1.3 Financial results 

From financial year 2002, partly supported by acquisitions, revenues of the company 

deriving from on-premise software licenses increased considerably, by 150% until 2011. 

After 2011, company revenues deriving from cloud services continuously increased. In 

2011 (when the company first published its revenues deriving from cloud services 

separately) revenues from cloud services were only 2% of the revenues deriving from on-

premise services. This rate increased to 71% to 2017. After 2017 the company changed 

its financial reporting policy and since then it has not published separate reports for cloud 

service and on-premises license revenues.  

However, the was no significant increase in combined revenues deriving from on-premise 

license sales and cloud services between 2012 and 2017. In relation to this, the chief 

executive officer of the company pointed out that cloud service revenues are more 

favourable in the long run, than on-premise revenues. In his example, he stated that while 

the company collects USD 3 million software support fee after a software license order 

of 1 million dollars over the years, a cloud service order of the same amount (USD 1 

million) is accompanied by a similar amount of renewals for an expected period of ten 

years, so the total revenue of the company amounts to 10 million dollars. “This is much 

better for us” – as the chief executive officer summarised. 
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Figure 9 - Financial results of the company between 2002 and 2017 

Source: personal collection based on the annual reports 

7.1.4 Effect of cloud services - hybrid products 

The strategic renewal of the company by shifting from on-premise systems to cloud 

services had a significant influence on the new, integrated business application package. 

The product, the development of which was started during the on-premise period, became 

the key element of the cloud portfolio after the strategic renewal. During the first years 

of the development, advantages, like the integrated and complete solution, open standards 

and widespread functionality were emphasised in the new product. When the product 

development was announced, cloud services were not included in product features and 

options (Yin, 2013). 

The advantage that the product is optionally available in SaaS (cloud) model, appeared in 

the communication after 2009. This option was enabled by the facts that (1) the company 

used open standards and the most advanced technological solutions during the 

development of the application package and (2) the elements of the cloud solution were 

traditionally part of the products offered by the company. Later on, the SaaS option 
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became more and more dominant in positioning the product. In 2012, one of the senior 

executives of the company described the product as the SaaS solution providing the 

widest range of services available on the market. In 2015, the chief executive officer 

pointed out that cloud services had always been a key element of the new product 

development. By 2017, more than 5000 customers of the company used the new SaaS 

product including leading global financial and telecommunication companies. 

During its strategic renewal between 2009 and 2012, the company placed increasing 

emphasis on cloud services while keeping the traditional on-premise products in its 

portfolio. This solution – adapting innovation in parallel with keeping the traditional 

solutions - is one of the responses recommended by Charitou and Markides to disruptive 

innovation (Charitou and Markides, 2003). 

The integrated application package had a key role in strategic renewal. When the product 

was launched, it was available to customers both as an on-premise license and a cloud-

service, or using the term of Cohen and Tripsas (Cohen and Tripsas, 2018), it was a hybrid 

product. This hybrid product enabled the company to be present both in the traditional 

on-premise market and in the cloud service market, that is, “play both games at once” by 

using the results of a product development already in progress.  

According to Suarez et al., the threat of hybrid products is that they create an illusion of 

response, while they conserve the usage of the existing technology (Suarez et al., 2018). 

This pitfall was avoided by changing the positioning of the hybrid product that completely 

shifted the focus to the new, innovative technology. The company continuously allocated 

considerable resources to the development of the new cloud service product. It could rely 

on its robust R&D organisation having innovative traditions that had a key role in the 

transition to the new technology (Cohen and Tripsas, 2018). The R&D organisation using 

innovative and modern technology enabled the company to react to disruptive innovation 

by incorporating new options into an ongoing product development. 

Besides developing a hybrid product and launching other cloud services on the market, 

strategic renewal was complemented with acquisitions after 2011, that can help respond 

to disruptive innovation (Sandström et al., 2009). Based on the experience of the 

acquisition period between 2003 and 2007, the company could choose a method already 

known, using well-practiced routines during acquisition and integration. 
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After 2012 corporate strategy was characterised by the adoption of the entire innovation 

(Charitou and Markides, 2003). As a result of inertia, revenues deriving from on-premise 

systems continued to come, but they started to decrease considerably. Cloud strategy was 

obviously the dominating element in corporate communication, R&D investments and 

company acquisitions. 

7.1.5 Summary of the strategic renewal of the company 

In the first phase of the data collection the author carried out systematic data collection 

from the EBSCO research databases and from the external communication of the 

company in order to explore the process of strategic renewal. Based on the sources 

processed, the company reacted to the challenge of disruptive innovation with strategic 

renewal, and a profound transformation of the product portfolio.  

In the first phase of the strategic renewal, it focused on the traditional line of business and 

concentrated its resources on this area, questioning the disruptive nature of innovation 

(cloud computing) that can transform the market. The second phase was about adapting 

the innovation, in parallel with continuing the traditional lines of business. One of the 

most important responses of the company to disruptive innovation was the development 

of a hybrid product that could fulfil the market needs for the traditional and the new 

technology as well. During the third phase the company adopted innovation entirely with 

strategic product development, acquisitions and communication that supported the new 

technology. 
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Figure 10 - Strategic renewal timeline of the researched company 

Source: personal collection 

7.2 Exploration of the company’s strategic renewal 

In addition to the review of the history of strategic renewal, answering the research 

questions also required the exploration of the internal details of the renewal. Information 

for this was provided by the interviews conducted in the second phase of the data 

collection and processed with the Grounded Theory method. 

Taking into account the interviews processed, in the next chapters the author analyses and 

present the strategic renewal of the company based on the aspects necessary to answer 

the research questions. 

7.2.1 The shift of the organizational attention towards exploration 

The revenue from the explorative cloud sales started from a very low level in 2012, and 

the goal of the top management was to increase the cloud revenue as fast as possible. To 

achieve this goal, the focus of attention of the salesforce had to be shifted to cloud sales 

from the on-premise products which were well known by the sales people and the 

customers. 
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The top management’s goal was to significantly increase the cloud revenues, but the 

employees ware not well equipped to sell the unproven technology which they did not 

know well. 

The strategic renewal from on-premise to cloud was a major change within the company. 

As one interviewee remembered the “almost every function had been impacted. All the 

governance around it, processes, financial results of the company, etc. It turned the 

company upside down”. Internally it was difficult to follow the top-down changes: “The 

guy on the ground took a few months to understand what on earth is happening.” 

The management did not communicate what is the desired balance between the 

exploitative on-premise and explorative cloud sales. The communicated goal was to grow 

cloud sales as fast as possible. 

The interviews rvealed that the company used several tools to focus the attention of sales 

managers and sales account managers to the explorative (cloud) direction. Based on GT 

analysis of the interviews, the key tools used by the company were the following: 

• Providing personal benefits for explorative activity 

• Strong and coherent managerial communication towards the new strategic 

direction 

• Training 

• Modified internal processes and support systems 

7.2.1.1 Personal benefits 

Personal benefits appeared as an important tool to gain the attention of the employees. 

Amongst personal benefits, financial motivation was the most frequently mentioned tool. 

The company changed the compensation plan for sales managers, sales account managers 

and for sales support functions to make it more attractive to sell cloud solutions than on-

premise. As one of the interviewees remembered: “The new schema (for compensation 

payment) helped to understand the priorities and the advantage of cloud”. On-premise 

sales were still compensated but at a lower rate than cloud sales. This change had a major 

impact and moved the attention to cloud sales. One interviewee said: “I often realize, hard 

to find a better motivation tool than money”. However, despite the financial benefits, 

some employees find that it takes more effort to position cloud – mainly because the 

market was not ready for the new solution – so they kept focusing on-premise solutions. 
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As one of the account managers said: “If you sell cloud because you get more bonus and 

not because the customer needs it, you’re compromising your long-term success and 

relationship for short-term financial benefit”. Another interviewee’s opinion was that “I 

don't believe compensation should be the key driver. If you don’t concur the mind and the 

heart of the people, they become mercenaries.” 

The use of financial benefits was in-line with the ‘conventional wisdom’ of salesforce 

motivation (Khusainova et al., 2018). However, while B2B firms usually implement a 

long-term reward system for radically new products to lower the financial risk for 

salespeople (Wei and Atuahene-Gima, 2009), the study company installed a short-term 

reward system. 

There were other personal benefits than financial compensation. The new strategy 

provided a carrier path for employees who become role models and champions of the new 

direction. Enthusiastic support of the cloud business become a path to promotion to higher 

positions. As one interviewee put it: “If you want to be rich and famous, cloud is the way 

to go. No lip-service only, no playing game. ‘Believe’ is a tool to have a carrier”. The 

carrier opportunity gained the attention of agile employees with high carrier aspirations, 

and they become internal change agents of the new strategy. 

Higher job satisfaction by doing interesting and innovative tasks and working with new 

technology was also a factor which gained attention. The company being a leading IT 

firm, a large part of the employees was ‘tech-savvy’, new technologies were an area of 

interest for them. As one of them said “Innovative, dynamic people want excitement. 

Nobody wants to sell the old stuff”. 

‘Change’ itself was a factor which gained the attention of employees. The company has 

a dynamic culture, it went through several organizational changes during the past years. 

“The only constant in our company is change” as one of the interviewees said. Many 

employees focused their attention to the cloud because they find it interesting and 

motivating to be part of the changes. The company’s change gave new challenges for 

employees and provided an opportunity for learning. The interviews confirmed the 

importance of those factors: “I'm like the quicksand: if I don’t have pressure I’m not 

motivated”, “I actually like learning. The intellectual aspect of learning cloud and selling 

something different is brilliant. Zero problems with that.” 



122  

 

As an opposite to gain personal benefits, fear of losing existing benefits - including the 

job – had an impact on employee’s attention as well. Not every employee agreed with the 

direction of the changes and not everyone could cope with the changes. Some of them 

left voluntarily; some were asked to leave. They were “casualties of the change”. 

Employees realized that there are and will be casualties, and that helped to focus their 

attention to the new strategy. 

To replace the employees who left the company (“casualties of the change”) and for the 

new incremental positions, the company preferred hiring young people with an open 

mindset, or experienced people with cloud background. During the selection and hiring 

process, it was clear for the new candidates that the company’s focus is the cloud market, 

and on-premise is secondary. When those new employees joined the company, their focus 

of attention was on the new cloud products. 

7.2.1.2 Managerial communication 

Managerial communication, including top and middle managers, was an important tool 

to focus employees’ attention on the new strategy. The company extensively focused on 

communicating the new strategic directions externally and internally. Cloud became the 

key topic of external communication, the content of interviews, conference speeches, 

written communication (website, newsletter, magazines), marketing events, paid 

advertisements were focused on the cloud. 

The company’s 10-K Annual Report showed an imbalance of explorative (cloud) and 

exploitative (on-premise) communication. In FY17, the word ‘cloud’ (exploration 

related) was mentioned in the annual report 505 times, while ‘on-premise’ (exploitation 

related) only 155 times. The 77%-23% balance between ‘cloud’ and ‘on-premise’ words 

is not proportional to the balance of the actual revenue, which was 15%-85% in favor of 

the exploitative on-premise business. 

The external communication had an impact on the employee’s attention; it helped them 

to realize the importance of the new strategy. 

Similarly to the external communication, the company’s internal communication’s focus 

became the cloud as well. Internal newsletters, blogs, product updates, competitive 

information sharing were concentrated on the cloud message. Employee awards were 

given based almost only for cloud achievements. Even the physical appearance of the 
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company’s offices has changed; meeting rooms were decorated with large cloud posters. 

The posters showed pictures of ‘real’ clouds in the sky, but the association was obvious 

with the company’s cloud strategy. The clear communication of the new direction from 

the top management down the hierarchy was an important tool to gain the attention of the 

employees. 

7.2.1.3 Training 

Extensive training was mandatory for employees to learn the cloud strategy and products. 

Some of the training were in-person, some on-line. The company significantly invested 

in the training; sales account managers were traveling to centralized locations to attend 

those multi-day training. Usually, the training was opened by an executive, who delivered 

the key messages in his opening speech. The on-line training was professionally 

organized, and the employees were required to make an exam at the and record and upload 

a video how they would present the company’s cloud strategy to customers. 

7.2.1.4 Internal processes and support systems 

Besides personal benefits and clearly communicated messages, strong and coherent 

execution of the new strategy was an important factor which convinced the employees 

that they should focus their attention on the cloud. New processes were introduced to 

support the new business. New business development and sales support positions were 

created to support the sales team, with a dedicated focus on cloud. Administrative 

measures were introduced to support the new strategy. For example, the sale of a specific 

on-premise product was highly discouraged, it required special approval to sell it. As one 

of the interviewees remembered “To get approval to sell that (on-premise) product for a 

small project, I had to send an approval request to one level below the CEO. I started to 

feel that I’m doing something punishable. This process had a message: ‘haven’t you 

realized that this is not what you should do?’” KPIs were changed, normative 

expectations were set for the salesforce to promote cloud sales. The internal reporting 

systems modified to show cloud figures first; it required an extra step to see the on-

premise figures. A sales account manager said that they were mandated to run five live 

product demonstrations per week for customers, and they had to report back to the 

management the name of the customers and the outcome of the meeting. Newly generated 

sales pipeline for cloud was closely monitored, while on-premise was not. “The sales VP 

doesn’t ask what on-premise deals we have in the pipeline. He doesn’t ask what is 
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happening with a $3m on-premise deal for customer XYZ, instead, he wants to know the 

status of the $20-$40k cloud deals. That means something. If he is not interested in large 

on-premise deals, but in a large number of smaller cloud deals, this is what we’re going 

to focus on.” 

The execution was well-coordinated from the top, and it was convincing for the 

employees that it has strategic importance. ”There were no mistakes made, no surprises. 

All it was planned. The company's management was able to go through major change 

rapidly and not falling into chaos. There was strong governance.” 

7.2.2 Impact of the external environment on the organizational attention  

The strategic renewal process of the company was driven by the top management team, 

anticipating the changes in the market. The aim was to mobilize the company’s resources 

to develop and sell radically new products before the company falls into the exploitation 

trap, as for example, Nokia did (Vuori and Huy, 2016). The revenue from the explorative 

activity (traditional on-premise software sales) was still growing when the strategic 

renewal began, the company has not experienced decreasing sales or profit. 

At the company analysed the salespersons had decision-making positions, since they were 

the ones who decided on the products they traded and the suggestions they would make 

to the clients. According to the ABV, the activity of decision-makers depends on where 

the focus os their attention is: and the focus of their attention depends on the context or 

situation they find themselves in (Ocasio, 1997). 

However, when the senior management already foresaw the changes to be expected on 

the market, the salesforce did not sense the major shift in customer demands for radically 

new cloud products; the supply of these demand had not met with market demand yet. 

When the strategic renewal of the company started, the market and the customers were 

not fully ready for the general use of cloud services. In this situation the focus of the 

attention of the salespersons – who had the decision-making roles – did not turn to the 

new products. 

Bottom-up information processing enables individuals to recognize market changes 

outside of their knowledge structure, therefore suitable to sense radical market changes 

(Shepherd et al., 2017; Joseph and Wilson, 2018). However, sensemaking of those 
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changes can be different at level levels of the hierarchy. At lower levels of the hierarchy, 

the managers and frontline employees (in this case: the salesforce) are focused on daily 

activities: therefore they often do not sense the signs that imply future changes in the 

market (Vuori and Huy, 2016; Huy et al., 2014). In the sales organisation of the company 

analysed, this ‘short-sightedness’ put the sale of the traditional products in the forefront, 

instead of the radically new products. 

Since at the time the company renews its strategy the demand for the radically new 

product was not (yet) strong on the market, therefore bottom-up information processing 

was not suitable to drive the focus of attention of the salesforce to the explorative activity. 

The top management realized the situation and introduced several tools to make the 

salesforce understand the importance of focusing on the new product portfolio by making 

use of the existing knowledge system of the salespersons and through top-down 

information processing. In the absence of unambiguous signals arriving from the external 

environment, they achieved through internal incentives (change of the personal benefits, 

the coherent managerial communication, training, and the modified internal processes 

and support systems) that the attention of the salesforce turned to the new products. In the 

absence of external stimuli, the senior management had to create the context and the 

situation in which the attention of the salespersons was concentrated on the radically new 

products. 

There are cases when the salesforce abandons the sale of traditional products and focuses 

entirely on the sale of the radically new products. Van der Borgh et al. mentions cases at 

companies similar to the study company (High-tech, B2B sales) where the focus of the 

salesforce and the customers shifted to the explorative products quickly (van der Borgh 

et al., 2017). The main difference is the articulated customer demand. If the customers 

demand radically new products, the salesforce will move their focus of attention on 

selling the radically new products. 

However – as it was pointed out by Christensen – the need for radically new products 

usually appears in the lower segment of the market and it reaches the mainstream 

customer only later (Christensen, 1997). Those companies which do not sense the 

disruptive market changes in time may risk even their survival. (See the examples of 

Nokia and Polraoid already mentioned.) If the senior management senses the expected 

change, but the lower levels of hierarchy do not sense it yet, then the means used by the 
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company analysed in the author’s thesis may enable the turning the dynamic of the 

corporate organisation towards the new strategy. 

7.2.3 Exploring and exploiting new target segment: SME customers 

The company traditionally was dominating the high-end of the market, focusing on large 

customers. With the growth of the cloud business, the mid and small size customers also 

become large potential segment for the company. Cloud solutions bring several benefits 

for SMEs, such as reduced opportunity cost, reduction of in-house ITC sunk cost, and 

scalability which improves business agility. Due to lack of their own IT staff and free 

cash available for CAPEX investment, SME customers have a large demand for cloud 

solutions (Ross and Blumenstein, 2015). 

The company made a decision to build a large sales team, focusing only on SME 

customers across Europe, Middle East, and African territory. It announced to hire 1400 

new sales representatives to address the SME segment. 

According to Christensen, disruptive technologies start penetrating the market at the low-

end (Christensen, 2013). Therefore, the company’s decision to focus on the low-end of 

the market with the new cloud product was in-line with the theory. 

The traditional sales force – working mainly with high-end large customers – was a field-

based sales force: sales representatives were located across the territory to be able to 

regularly meet customers and interact with them. The field sales model is effective for 

large customers and large deals, but expensive. This model won’t work effectively for 

SMEs.  

The company decided to adopt a different model for the sales unit targeting SMEs: created 

a couple of telesales centers across EMEA. In each of those centers, there are several 

hundred sales representatives working with SME customers using modern ways of remote 

communication (telephone, email, chat, video calls, social media), supported by the latest 

technology. The sales reps in those centers are able to deliver live demos to customers 

and present proposals from thousand kilometers away. 

The profile of the sales reps in the telesales centers is different to that of field sales. In 

field sales, reps have several years of experience (sometimes 10+ years); in the telesales 

centers, many of the reps are new graduates from university. Young and dynamic telesales 
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reps don’t have a problem with mindset change from on-premise to the cloud – most of 

them started to work in the cloud world. 

As the 14th interviewee said, “we build a new-generation sales organization with hiring 

young freshly graduated people, who can act as digital marketing campaign agents”, and 

the 15th interviewee confirm the trend of the changing ways of communication: “in 2014, 

only 30% of communication with customers took place by phone, in 2016 it’s 80% and in 

the future it could be 100%”. 

7.2.4 The development of organisational ambidexterity 

During the period preceding the strategic renewal (phase 0), the organisational units 

examined concentrated on the exploitation of the traditional business branch, therefore 

the organisation was not ambidextrous. This does not mean that the company did not 

carry out any innovative activity at all, since it had been constantly developing its on-

premise products and it expanded its portfolio through acquisitions. However, the 

purposes of these development were the increasing of the efficiency, the realisation and 

implementation of the known strategy, as well as the fine-tuning of the organisation, 

which activities are characteristic for exploitation (March, 1991). 

The characteristics of the activities necessary for the development and marketing of cloud 

products were radical innovation, risk-taking and flexibility, which are key elements of 

the exploration (March, 1991). In the first phase of strategic renewal the senior 

management made it the task of the existing commercial organisation to expand the sales 

portfolio with the sale of the newly developed and purchased cloud products, in addition 

to the traditional products. Through this, a contextually ambidextrous organisation was 

created. 

The danger that lies in the contextual realisation of ambidexterity is that when the 

exploration requires radically new knowledge, skills or processes, then the realisation of 

those within one organisation may face difficulties (Chen, 2017). This problem occurred 

in case of the company analysed as well. There were employees who did not want or were 

unable to learn the new knowledge and processes, and left the company. 

The management of the company recognised that the in order to make the strategic 

renewal successful, it has to achieve in the contextually ambidextrous organisation that 
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attention is turned to the exploration activity despite the inertia. Several means were 

deployed to this end, as the author explained in detail in chapter 7.2.1. 

The senior management aimed at further rapid growth in the market of cloud services, 

and it targeted a market segment (SMEs) which had not been in the focus of the company 

before. Therefore, in the second phase of the transformation, the company created a 

separate commercial organisation which dealt exclusively with the sale of the cloud 

services – i.e. with exploration – in order to cover the SME area. Thus, the structural 

realisation of ambidexterity also appeared within the company. 

It should be noted that the contextually ambidextrous organisation which was established 

in the first phase and which covers the large clients and the structurally separated SME 

branch which was established in the second phase both functioned continuously 

throughout the period analysed. Namely, the company used the contextual and the 

structural solution simultaneously for the realisation of ambidexterity. This corresponds 

with the approach suggested by Ossenbrink et al., according to which whenever seizing 

the numerous uncertain opportunities which appear in the market environment requires 

novel organisational culture and skills, then it is advisable to realise both forms of 

ambidexterity, i.e. hybrid ambidexterity (Ossenbrink et al., 2019). 

7.2.5 The role of middle managers in the renewal 

The company’s renewal journey from the focused business towards the ambidextrous 

organisation was a wilful, top-down initiative. One the member of the senior management 

said that: 

“It is a choice of a model of transformation. No consensus, top-down. And it can work” 

The role of employees who had direct contact with the client and of the middle managers 

was limited in course of the implementation of the strategy. One middle manager 

responder said that: 

“…it started as a violent mandate. People didn’t have a choice. We were told ‘this is your 

number for the cloud, just do it’. All sayings ‘let me talk to my customer, let me see what 

is in my pipeline’ were completely ignored, and people were told ‘just do it’. That was 

harsh, because it removed any discussion on whether this is correct to do or not.” 
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It was obvious that the middle managers did not participate actively in the development 

of the strategy and they had a passive role only. One of the middle managers commented 

that there was no attempt made to decentralise the decision-making: 

“The strategy is defined at headquarter and rolled out to be executed. This is 

clear…There are certain decisions that are really made only at the CEO level and maybe 

one level down. I don’t think that there was a lot of debate below that level in the company. 

We may or may not like it, but that’s the way it is. And on balance, it works pretty well.” 

Despite the limited information and the lack of discussion, the employees working at 

lower levels – including the middle managers – accepted their passive role and that they 

had little effect on the development of the direction of the strategy. The opinion of the 

senior executives was dominant, and the majority agreed that “we should go with the 

flow”. The employees concentrated on the fulfilment of their own tasks and on achieving 

the objectives applicable to them. The middle manager responders noted that when they 

faced any obstacle (e.g. the risk of not reaching the objective), they felt that they had to 

solve the problem on their own. 

Other responders confirmed that while the strategy was developed from the top, the 

middle managers had freedom in the implementation thereof: 

“There is a whole range of different strategic activities … that do go down all levels. 

Nobody is telling me precisely how to go to the market in my territory. Nobody is telling 

me how to inspire my team and how to take the solutions to the market.…. There is a lot 

of empowerment in the company regarding the execution of the strategy, but at the same 

time it is very clear that some fundamental decisions are not taken democratically.” 

The centralised controlling and the executive information systems helped the senior 

management with accurate information regarding all important events that happened at 

the company. This way the senior management was able to implement the new strategy 

with minimal organisational inertia and resistance. The modern corporate IT system 

allowed the senior management to bypass the middle managers. For instance, in order to 

enhance the motivation related to the sale of the cloud, the senior management – without 

active middle management participation – changed the compensation system of the sales 

employees. The global execution of this change took place very fast, and after the senior 

management decision, the calculation of the commission changed in a matter of days for 

all (several tens of thousands) sales employees. As one of the middle managers explained: 
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“This is not the company that values shared responsibility or very widespread 

participation. We all have unambiguous objectives and very unambiguous tasks, and we 

have a very unambiguous evaluation system. The good thing is that the entire thing is 

very unambiguous.” 

The senior management team could follow the effect the new compensation system had 

on the sales channels even in the short term. Whenever intervention was necessary, the 

senior management introduced financial incentives. The implementation of the changes 

was fast and smoot again, and it took place without organisation-wide discussion or 

without involving the middle managers in the decision-making. 

When – in the interest of bossing the cloud sales – a decision was made to hire large 

numbers of salespersons with new profiles, through the HR system the senior 

management was able to follow the development of the entire workforce hiring process 

and the start of working of the employees. The objective was to hire new employees fast, 

therefore the senior management set monthly objectives for the development of the 

number of new hires in the various geographical areas. The senior management were able 

to follow the number of applicant in the different stages of the hiring process, and thereby 

the senior management was able to keep the middle managers of the organisation under 

pressure in order to achieve the hiring objective. 

Another example of the top-down approach is the introduction of changes in the area of 

product marketing. Both the cloud-based product and the new target audience – the SMEs 

– required messages and communication different from the traditional. The new 

marketing messages and activities were determined at the highest levels and were kept 

under close monitoring. The local organisation had very little influence on these 

messages. The impact of the new marketing messages was measured based on the new 

business opportunities generated in the sales channel, which appeared in the internal 

‘Sales Intelligence’ system. This real-time intelligence allowed the senior management to 

intervene whenever necessary. For example, the senior managers were able to monitor 

the reception the new marketing messages received from the clients, and if necessary, 

they could modify the messages based on the results shown by the system. 

The cloud was a new market for the company; therefore the pricing of the new cloud-

based products was a novelty. The senior manager followed the ratio of businesses gained 

and lost in the various regions, as well as the reason behind them through the sales 
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intelligence system. Based on the data provided by the system, the senior managers 

modified the prices of the cloud services in a flexible manner. Whenever they deemed it 

necessary, they granted extra discounts for limited period in order to make the products 

more competitive in the market. The modified prices and the extra discounts appeared in 

the global price list immediately, and this did not require the active contribution of the 

middle managers. 

7.2.6 The role of dynamic capabilities in the renewal of the company 

As elaborated in chapter 2.7, dynamic capabilities can categorised in three fundamental 

groups: sensing, seizing and shaping (Teece, 2007). Through the continuous and 

simultaneous use of the capabilities belonging to the three groups the company may 

sustain its competitiveness, for which the company analysed was a good example.  

Dynamic capabilities are not universal but depend on the situation (Zimmermann and 

Birkinshaw, 2016). The same as in the case of exploration and exploitation, sensing and 

seizing require different capabilities, thinking and processes as well (Raisch and 

Zimmermann, 2017). 

The senior management of the company analysed sensed the market change brought about 

by the appearance of cloud services in the early stages thereof, and then it deployed the 

resources of the company in order to seize the opportunity and it launched a significant 

transformation. The seizing of the opportunity manifested in the announcement of the 

new strategy which constituted of the complete adoption of the disruptive innovation. In 

the concept of ambidexterity this process may be considered as the company put the 

emphasis on the exploration activity instead of exploitation, and for this it used its specific 

dynamic capabilities available.  

However, the information necessary for sensing the change in the external environment 

was given to the senior management primarily not by the impulsions arriving from the 

lower levels of the company. None of the interviewees said that significant pressure for 

strategy changes had arrived from the lower levels of the hierarchy. At the time of the 

strategy change, the traditional on-premise branch revenues had not decreased yet, 

moreover, such revenues had been constantly increasing according to the plans. The 

products of the company complied with the expectations of the important customers. The 

sources processed did not give information on the precise process that led to the sensing 
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and thereby to the strategy change decision of the senior management, as there was no 

bottom-up pressure (e.g. involvement of external consultants, the visionary foresight of 

some senior managers). 

Based on the sources processed there is also no information on how and in course of what 

process the decision on seizing following the sensing was made. It was not explored 

whether there were disputes about this in the senior management and which were the 

important points of the decision process. However, it can be established that the company 

was capable of deliberate strategic decision-making, which is a dynamic capability 

(Eisenhardt and Martin, 2000) that was important in the situation concerned (Birkinshaw 

et al., 2016). 

According to Tecee (2007), companies often get the seizing wrong, since they are afraid 

of cannibalising their revenues. The senior management of the company analysed was 

willing to cannibalise the revenues of the traditional product line and to offer cloud 

services to the existing clients to the detriment of the on-premise sales, despite the fact 

that this resulted in revenue loss in the short-term. (On-premise products are purchased 

by the clients in their full value, usually in one sum, while client pay for the cloud services 

continuously.) 

The interviews highlighted that the realisation of the seizing and the transformation was 

enabled and facilitated by the internal culture of the company in which employees got 

used to changes. The process of the transformation was facilitated by the dynamic 

capabilities of the company, such as the institutionalisation of the integration of learning 

and knowledge, the organising of cooperation and the renewal of the value offer (Tuzovic 

et al., 2018). The ability to develop radically new products which are necessary for the 

adoption of the disruptive innovation was an especially important dynamic capability in 

course of the transformation. 

The company complemented the organic growth of the cloud services with acquisitions, 

in order to expedite the market expansion. The company had already carried out 

significant company acquisitions previously, therefore it had substantial experience in 

acquisitions and integration. This specific experience can be considered as a dynamic 

capability (Eisenhardt and Martin, 2000) which facilitated the exploration activity. 
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7.2.6.1 IT-aided data collection, decision-making support and implementation as 

dynamic capabilities  

Previous studies had already pointed out that the ‘Big Data’ systems integrated properly 

in corporate processes may be sourced of dynamic capabilities (Rialti et al., 2019). It 

corresponds with this approach that the centralised systems of the company analysed (e.g. 

centralised decision on the developments, marketing product pricing, salesforce incentive 

system) facilitated the realisation of the strategy change within the company, thereby 

minimising the resistance against the change. Therefore special attention should be given 

to that ability of the company through which the internal business intelligence systems 

provide the senior managers with up-to-date market information arriving automatically 

from the lower levels, and thereby the senior managers become able to make fast and 

well-founded decisions. This ability couples with that through the centralised systems, 

the senior management decision can be implemented in the entirety of the organisation 

with minimal organisational resistance and unambiguously. 

Business intelligence systems represent value not in themselves but if aligned to the 

corporate processes and integrated into those (Mikalef et al., 2019). This took place in 

case of the company analysed; the business IT system became an integral part of the day-

to-day operation of the company, the decision-making preparations, the decision-making 

and the execution of the decision. 

According to the author’s suggestion, the information collection, decision-making and 

execution support aided by IT systems can be considered as dynamic capabilities. These 

dynamic capabilities – if used in the appropriate corporate culture – may ensure 

competitive advantage. These specific dynamic capabilities had a crucial role in the 

success of the renewal of the company. 

In summation, in course of the strategic renewal the company made use of its specific 

dynamic capabilities available in order to establish an ambidextrous operation in which 

exploration is dominant. The specific dynamic capabilities played a role in the process: 

the information collection, decision-making and execution support aided by IT systems. 
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7.2.7 The strategic renewal model chosen 

The renewal model of Volberda et al. (2001) presented in chapter 2.5. recommends four 

possible renewal ‘journeys’ based on the role of the senior and the middle managers, the 

competition environment and the relationship of the company with the market 

environment. These are the following: (1) emergent, (2) directed, (3) facilitated and (4) 

transformational renewal. 

Volberda et al. (2001) recommend the emergent renewal in case of steady competition 

environment and predictable market changes. The middle management supplies 

information to the senior managers about the relatively slow changes of the external 

environment, and then the senior managers decide on the development directions based 

on such information. In this was the company develops together with the market in a co-

evolutionary manner. However, the company analysed did not operate in a steady 

competition environment but in a turbulent and hyper-competitive market, where changes 

happen extremely fast. In addition, the senior management did not aim at co-evolutionary 

development with the external environment, but it strived for influencing the market trend 

and the dominant technologies by making use of the size and the resources of the 

company. Consequently, the renewal of the company does not fit the ‘emergent renewal’ 

category of Volberda et al. 

During the directed renewal the senior management strives for influencing the industry 

in a steady and predictable external environment. The slow changes allow for the 

centralised collection of the environmental information, the sensing and interpreting of 

the changes, as well as the development of the corresponding responses at the senior 

management level. The middle management has a role only in the implementation and in 

the development of the strategy so defined. 

According to Volberda et al. (2001), the directed renewal method is not suitable for 

rapidly changing environments, since the senior managers are unable to sense the rapid 

environmental changes and follow those with centralised decision-making, at the same 

time, the middle managers are not authorised to do so. However – as it was elaborated in 

the previous paragraph in connection with the emergent renewal – the company analysed 

carried out the strategic renewal not in a steady and predictable environment but in rapidly 

changing, hyper-competitive market. For this reason, the renewal of the company cannot 

be considered as a method of directed renewal described by Volberda et al. 



135  

 

According to the model, during the third renewal method, during the facilitated renewal 

the senior managers authorise the middle managers who have direct market information 

to actively develop the strategy and to make the decisions altering the strategy. In course 

of the renewal the senior managers act as coordinators and facilitators. This method can 

be used well in rapidly changing environments, since it is able to react in a flexible manner 

to the changes of the market with direct, local decisions and to develop the strategy. 

However, in case of the company analysed the middle managers were evidently not 

authorised to alter the strategy and their decisions powers were strongly limited. For this 

reason, the renewal of the company analysed cannot be considered as facilitated renewal. 

Transformational renewal – which is the fourth renewal method defined by Volberda et 

al. (2001) – is recommended in case of profound transformation which affects the entire 

company, often as a response to a disruptive innovation, with the intention to alter the 

market environment and the industry. These correspond with the transformation 

circumstances of the company analysed. However, a characteristic of transformational 

renewal is that the entire company participates on the development of the transformation, 

and the strategy is developed actively by both the senior and the middle managements. In 

the case analysed this did not take place in this way, in addition to the passive role of the 

middle management, the senior manager had the control. 

In summation, the renewal of the company was directed by the senior management, with 

the intention to influence the rapidly changing, turbulent and hyper-competitive external 

environment, while the middle management was given a passive, executor role in the 

development of the strategy. It was not the intention of the senior management to involve 

the employees who are in direct contact with the clients and the middle managers in the 

development of the response to be given to the disruptive innovation. The middle 

managers did not participate actively in the development of the new strategic line of the 

company. This solution also differs from the trend of involving the employees (Bácsi, 

2017). For this reason, the transformation of the organisation does not fit into the series 

of idealised renewal processes defined by Volberda et al. (2001). 

7.3 Summary of the research results 

In order to summarise the research results, the author forms the answers given to the 

research questions and verifies whether the propositions were proven or not. 
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7.3.1 Answers given to the research questions 

The author formulated three research questions for his research: 

RQ1: What combination of organisational ambidexterity and dynamic capabilities 

allows the realisation of the response strategy constituting the ‘complete adoption 

of innovation’ in the course of strategic renewal carried out as a response to 

disruptive innovation? 

RQ2: What relationship does the company have with the external renewal during 

the successful renewal? 

RQ3: What roles do the senior management and the lower levels of the hierarchy 

have in the process? 

Having summarised the research results presented, the following answers can be given to 

the research questions: 

RQ1 – The transformation of the corporate strategy started during a period when the 

market transformation caused by disruptive innovation had not had its effect on the 

corporate results yet. In this situation, the senior management was able to sense the 

danger, seize the opportunity and transform the strategy and the operation of the company. 

This process was enabled by dynamic capabilities - which were especially important in 

the given situation – such as strategic decision-making, the development and marketing 

of radically new products and the integration of acquired companies. In addition to these, 

the corporate culture built on frequent changes created dynamic capabilities such as the 

institutionalisation of the integration of learning and knowledge, the fast organisation of 

the cooperation, and the renewal of the value offer within a short period of time. 

The company chose a novel renewal model, in which the centralised IT systems of the 

company replaced the active participation of the middle managers in the development of 

the strategy. This was facilitated by special dynamic capabilities: IT-aided data collection, 

decision-making and implementation, which aligned with the corporate culture. These 

dynamic capabilities were especially important in the given situation because the majority 

of the middle management did not sense the impending market changes; therefore they 

did not consider it necessary to realise the response strategy which constituted the 

complete adoption of the innovation. Without the dynamic capabilities of IT-aided data 

collection, decision-making and implementation, the senior manager would have had to 
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rely on the active support of the middle management, and without those dynamic 

capabilities, the strategic transformation could have become unsuccessful. 

Having made use of the dynamic capabilities, the company aimed at realising 

ambidexterity, with special emphasis on exploration. To this end, the company first 

established a contextually ambidextrous organisation, and then it used structural 

separation as well simultaneously. 

In summation, the realisation of the response strategy constituting the complete adoption 

of the innovation was made possible by the combination of the dynamic capabilities listed 

above and the two kinds of realisation (contextual and structural) of ambidexterity. 

RQ2 – during the strategic renewal, the company definitively strived for influencing the 

external environment. 

The renewal was triggered by a disruptive innovation appearing in the external 

environment, the appearance of cloud services. However, the disruptive innovation had 

not had a significant effect on the market yet when the senior management of the company 

foresaw the future and started the renewal of the company. By making a determined stand 

for cloud services and the often forced marketing of the cloud services, the company not 

only followed the changes but also expedited them itself. Therefore, the company evolved 

together with the environment not in a co-evolutionary manner but affected the 

development of the industry and the market proactively through ‘co-creation’. 

RQ3 – The strategic renewal process was initiated, managed and controlled by the senior 

management. The middle management was given the executor role in the implementation 

of the changes. This was allowed by the special dynamic capabilities and the corporate 

culture of the company. 

Taking into consideration that the company carried out the strategic renewal in a rapidly 

changing and hyper-competitive environment, due to the passive role of the middle 

management the renewal model chosen does not fit into the series of idealised renewal 

processes defined by Volberda et al. (2001). 

7.3.2 Verification of the propositions 

The author formulated three propositions at the start of his research: 
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H1 – In the course of the realisation of the response strategy that constitutes the 

‘complete adoption of the innovation’, a combination of the key characteristics of 

the strategic renewal can be identified, which combination can ensure the success 

of the response strategy 

H2 – A company can not only follow the technological development and the 

market changes induced by disruptive innovation but can also actively shape the 

external environment 

H3 - In a rapidly changing competitive environment success requires the active 

role of both the senior management and the lower levels of the hierarchy, since in 

this way the identification of the fast changes of the external environment can be 

ensured 

 

H1 – this proposition was successfully verified by answering the three research questions. 

The three research questions covered the three main areas of strategic renewal 

(antecedents, processes and outcomes). All three research questions could be answered 

based on the research data collection, therefore the combination of antecedents, processes 

and desired outcomes which ensured the success of the response strategy in case of the 

company analysed could be identified. 

However, in accordance with the statements of chapter 6.3.4, the results of research built 

on one case do not mean unlimited and automatic external generalisation. The 

combination of the main characteristics of strategic renewal can enable the successful 

renewal of other companies as well, but only if the particularities characteristic for the 

company concerned are taken into consideration. 

H2 – the answer given to research question RQ2 verified this proposition. 

During the strategic renewal, the company not only followed innovation but proactively 

facilitated the spread thereof, thereby altering the external environment. 

H3 – the author was unable to verify this proposition, the case study proves the opposite 

of this. 
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As it was pointed out by the answer given to research questions RQ3, in addition to the 

active strategy creating role of the senior management, the lower levels of the hierarchy 

were given passive, executor roles. 

7.3.3 The controlled renewal method 

The most important novelty of the research is the answer given to research question RQ3 

and in accordance therewith, the rebuttal of proposition H3. 

The renewal of the company was directed by the senior management, with the intention 

to influence the rapidly changing, turbulent and hyper-competitive external environment, 

while the middle management was given a passive, executor role in the development of 

the strategy. It was not the intention of the senior management to involve the employees 

who are in direct contact with the clients and the middle managers in the development of 

the new strategic lines of the company. 

Based on this, the company analysed does not fit any of the four renewal methods 

described by Volberda et al. (2001), but it can be defined as a new approach. 

The renewal method used by the company combines the elements of the directed and the 

transformational renewal methods described by Volberda et al. (2001). The senior 

management which intends to actively influence the environment and which makes 

centralised decisions, as well as the middle management passive in the development of 

the strategy are characteristics of the directed renewal. The transformation affecting the 

entire company as a response to a radical market change, with the ability to react fast to 

the changes of the external environment is characteristic for the transformational renewal. 

The method used by the company analysed, the combination of the directed and the 

transformational renewals can also be defined as a novel, ‘controlled’ renewal method. 

During the controlled renewal, the objective of the senior management is the fast and 

deliberate transformation of the corporate strategy, for example, as a response to a 

disruptive innovation. The senior managers intend to influence the industry and the 

market environment actively. The development and direction of the strategy are managed 

by the senior management, while the middle managers are given a passive, executor role 

in them. The renewal affects the entire company, and it is carried out by the senior 

management through the harmonisation of internal processes and the transformation of 
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the sub-systems so that they facilitate the new strategy. The focus is on the exploration 

activity. This renewal method can be used well in rapidly changing, turbulent, hyper-

competitive environments, since during the transformation closely commanded by the 

senior management, the company is able to react and make adjustments fast. 

In the case of controlled renewal, the change in direction is commanded by a small 

strategic core, even in case of a company consisting of multiple units and having several 

tens of thousands of employees. The main advantage of this type of renewal is that the 

organisation leverages the highly centralised planning and direction completely, while it 

remains flexible. This could mean a new competitive advantage for the company. 

The controlled renewal method recommended can be added to the model of Volberda et 

al. (2001). The extended model is presented in Table 10. 

 

Table 10 - The extension of the renewal model of Volberda et al. 

Source: own edition, based on Volberda et al. (2001) 

(the extension is marked in Italics) 

With regard to the controlled renewal model it is an important question how the senior 

management which keeps a firm hand on the transformation can sense the rapidly 

changing, turbulent environment, and in the absence of decision-making powers vested 

in the middle management, how can the company react and make adjustments fast. 

The research showed that the widespread use of the modern and sophisticated business 

intelligence systems, which cover the entire company had an essential role in this. The 

data-centred and automated IT systems rendered the senior management able to learn fast 

from the feedbacks, so that it required less effort to coordinate the activities and execute 

the modifications. The business intelligence systems provided accurate, real-time 
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information to the decision-makers, while the other centralised internal systems of the 

company (financial. human resources, individual compensation systems, marketing 

planning) enabled the fast execution of the decisions made. Therefore, the IT systems and 

the centralised processes facilitated by them gave specific dynamic capabilities to the 

company, thereby replacing the necessity of active middle management participation in 

the transformation process. 

Simultaneously with the use of the business intelligence system, a carefully planned 

organisational communication took place, which identified as driving force of the 

strategic renewal as an external constraint. The senior management used the external 

coercion situation for reducing the participation and for increasing the importance of 

centralised decision-making. 

The corporate internal support and incentive systems were also transformed, in line with 

the strategy. As a result of these steps, as a collective reaction to the changes the middle 

management accepted the direction by the senior management, and it did not challenge 

the legitimacy of the new strategy. 

In summation, during the controlled strategic renewal method the middle managers not 

only accept but also facilitate the implementation of the new strategy in course of the their 

day-to-day work, and it is advisable to have the middle management have financial 

incentive in the success of the new strategy. The active use of the corporate internal 

business intelligence system constantly provides detailed market data to the senior 

managers. Once the senior managers have up-to-date information, they will be able to 

fine-tune the new strategy and to realise the modifications through the centralised 

systems, with low levels of organisational resistance. This process allows for the success 

of the controlled strategic renewal method.  



142  

 

8 Summary 

In the author’s thesis, he analysed why certain companies are able and why other 

companies are unable to survive and develop further in a changing external environment. 

Numerous previously successful, well-managed companies go bankrupt or are acquired, 

while other companies are capable of renewal. 

Companies are usually able to follow the slow, constant change of the external 

environment through their innovation activity; however, they are able to do so less in case 

of rapid, radical environmental changes. The radical change of the environment is often 

caused by sharp technological development or disruptive innovation. Disruptive 

innovation usually results in new products or services which are inferior in terms of 

quality and the key parameters of the currently market-leading products, but which 

provide radically new functions to the users. 

Incumbent companies often fail to sense the challenge posed by disruptive innovation in 

time, since the disruptive innovation does not constitute a direct threat in their markets 

initially, sue to the lower quality and the weaker key parameter. However, over time the 

products created with disruptive invocation become acceptable to the mainstream users 

as well, and they threaten the market of the incumbent companies. Forecasting the 

expected market success of disruptive innovation is not ambiguous, the failure of the 

necessary reaction may also be caused by underestimating the expected market impact. 

If a company senses the disruptive innovation, it may choose from several possible 

responses. According to Charitou and Markides (2003), these responses may be the 

following: focusing on and investing in the traditional business, ignoring innovation, 

counterattack – disrupting disruption, adoption of the innovation while keeping the 

traditional solutions, and the adoption of the entire innovation. 

The company usually required significant transformation and strategic renewal in order 

to execute the appropriate response successfully. The strategic renewal may affect and 

renew the organisational structure of the company, its internal processes and systems, as 

well as the portfolio, suppliers, markets and the partner relationship of the company. 

Volberda et al. (2001) recommended four idealised strategic renewal methods, depending 

on who has the reins during the renewal process (senior or middle management), the 

market environment (steady or rapidly changing) and how the company reacts to 
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environmental changes (adapts or tries to change it). The renewal methods defined by 

them are the emergent, the directed, the facilitated and the transformational renewals. 

During the strategic renewal, the company requires capabilities which enable the 

transformation, the development, the learning and the acceptance of the new knowledge. 

These capabilities may be examined with two complementary approaches. 

According to one of the approaches, in addition to the exploitation of the existing 

processes and activities, the exploration of new areas is also necessary. The possibility of 

pursuing exploitation and exploration activities simultaneously is analysed by the theory 

of ambidexterity (March, 1991). 

According to the other approach - the theory of dynamic capabilities – in addition to its 

basic capabilities (which more or less facilitate the day-to-day routine operation), the 

company shall also have capabilities which enable reorganisation and the renewal of the 

company. These are the dynamic capabilities (Teece et al., 1997). 

In his thesis, through a corporate case study the author researched the process of strategic 

renewal, which can ensure the realisation of the response which constitutes the ‘complete 

adoption of innovation’. 

The company analysed was a global IT company with its headquarters in the USA, the 

market of which was radically transformed by the cloud services representing disruptive 

innovation. When sensing the disruptive innovation and foreseeing the impact thereof, 

the management of the company initiated and executed strategic renewal in order to adopt 

the innovation completely. 

The topicality of the author’s research was provided by the widespread appearance of 

cloud services. Although cloud services may have a significant effect on the digital 

business strategies of the users (Bharadwaj et al., 2013), the analysis of that was not the 

purpose of the author’s thesis. The author’s research area was the strategic renewal 

executed as a response to disruptive innovation (in this case, the cloud services), within 

which the author examined that process of the strategic renewal which can ensure the 

realisation of the response strategy constituting the ‘complete adoption of innovation’. In 

order to understand this, the author formulated three research questions, through which 

the author sought the answer to the following issues: (1) What combination of 

organisational ambidexterity and dynamic capabilities enabled the realisation of the 
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response strategy constituting the ‘complete adoption of innovation’ in case of the 

company analysed? (2) What relationship did the company have with the external renewal 

during the renewal? and (3) What roles did the senior management and the lower levels 

of the hierarchy have in the process? 

During the author’s research, in the first phase of the data collection, based on the publicly 

available sources (newspaper articles, executive statements and conference lectures, 

financial reports, corporate website) the author explored the history of the strategic 

renewal of the company, i.e. what had happened. In the second phase of the data 

collection, through personal interviews, the author collected data in order to understand 

how the renewal had happened. The author processed the data collected in the interviews 

with the Grounded Theory research method. 

The author’s research results showed that in the course of its strategic renewal, the 

company used the structural and the contextual realisations of ambidexterity 

simultaneously. The strategic renewal was facilitated by dynamic capabilities such as 

strategic decision-making, the ability to develop radically new products and introduce 

them to the market, the integration of the companies acquired, the institutionalisation of 

the integration of learning and knowledge, and the fast organising of cooperation. 

As a novelty of the author’s research, he identified specific dynamic capabilities which 

facilitated the strategic renewal: information collection, decision-making and execution 

support aided by IT systems. If used in the appropriate corporate culture, these two 

dynamic capabilities could be sources of long-term competitive advantage.  

During the renewal, the company had an impact on its external environment. The 

company not only adopted the innovation but facilitated the fast spread of the innovation 

by emphasising the advantages of cloud services, convincing the clients and motivating 

the corporate organisation. 

During the strategic renewal, the initiative and the direction were concentrated 

exclusively at the senior management. The middle managers had only passive, executor 

roles in the process. 

This surprising research result suggests the necessity to extend the model of Volberda et 

al. 2001). During the strategic renewal which was striving for the alteration of the 

environment and took place in a rapidly changing environment, the passive role of the 
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middle managers does not fit any of the four renewal models described by them. The 

author’s suggestion is extending their model by a fifth, ‘controlled renewal’ method. 

The ‘controlled renewal’ is commanded by a small circle of the senior managers, who try 

to influence the industry and the market environment actively in a rapidly changing, 

hyper-competitive environment. The middle managers are given passive, executor roles 

in the transformation. The renewal affects the entire company, which is achieved by the 

senior management through consistent communication, the harmonisation of internal 

processes and the transformation of the sub-systems so that they facilitate the new 

strategy. The controlled renewal method is enabled by sophisticated business IT systems 

which align with the corporate structure and facilitate the company-wide information 

collection, decision-making and implementation. 

 

The main limitation of the present research is that it is built on one case study, therefore 

the external generalisation of the results is limited. Further research is required to 

generally understand the market, organisational, cultural and environmental conditions 

subject to which the ‘controlled’ renewal method used by the company can ensure the 

strategic renewal which constitutes the complete adoption of the innovation. A possible 

direction of continuing the research is the analysis of whether other companies have 

already implemented ‘controlled’ renewal with a similar method. In addition, once the 

strategic renewals using similar methods are analysed, the description of the method can 

be refined even more, and the conditions of applicability can be understood better. 

The author trusts that based on the success of the case described, the controlled renewal 

method – which was recommended as a novelty – can serve as a model for other 

companies as well in the future, therefore through his research, the author will contribute 

to the success of strategic renewal of companies. 
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9 Annexes 

Annex 1 - Questions of the interviews made with corporate employees 

What do you think of cloud services, the new trends of IT usage? 

How has the external environment changed over the past years? 

What are the main economic, social and technological trends? 

What are the main characteristics of market competition? 

How did the company react to the appearance of cloud services? 

What are the main strategic guidelines at the company? 

How did you perceive the strategic change and renewal of the company? 

How have organisational structure and subsystems changed? 

  



147  

 

10 References 

6X6TAXI. 2019. Taxirendelés applikáción keresztül [Online]. Available: 

http://new.6x6taxi.hu/taxirendeles (Accessed October 20. 2019). 

ADNER, R. & KAPOOR, R. 2016. Innovation ecosystems and the pace of substitution: Re‐examining 

technology S‐curves. Strategic management journal, Vol. 37, No. 4, pp.625-648.  

AGARWAL, R. & HELFAT, C. E. 2009. Strategic renewal of organizations. Organization science, Vol. 

20, No. 2, pp.281-293.  

AGHION, P. & TIROLE, J. 1997. Formal and real authority in organizations. Journal of political economy, 

Vol. 105, No. 1, pp.1-29.  

AHLSTROM, D. 2015. Innovation and growth in emerging economies. Austrian Council for Research and 

Technology Development (Ed.). Designing the future: Economic, societal, and political 

dimensions of innovation, Vol., No., pp.353-387.  

ALPKAN, L. & GEMICI, E. 2016. Disruption and Ambidexterity: How innovation strategies evolve? 

Procedia-Social and Behavioral Sciences, Vol. 235, No., pp.782-787.  

ALTGELD, J. & JOHN, D. 2006. The IPTV/VoD Challenge: Upcoming business models. Achieving the 

triple play: Technologies and business models for success, Vol., No., pp.3-15.  

AMIT, R. & ZOTT, C. 2012. Creating value through business model innovation. MIT Sloan Management 

Review, Vol. SPECIAL COLLECTION “TOP 10 LESSONS ON STRATEGY”, No., pp.36-44.  

ANDREWS, L., HIGGINS, A., ANDREWS, M. W. & LALOR, J. G. 2012. Classic grounded theory to 

analyse secondary data: Reality and reflections. The Grounded Theory Review, Vol. 11, No. 1, 

pp.12-26.  

ANGYAL, Á. 2015. AZ INNOVÁCIÓ TÁRSADALMI FELELŐSSÉGE. Social responsibility of 

innovation., Vol. 46, No. 7, pp.15-75.  

ANSARI, S., GARUD, R. & KUMARASWAMY, A. 2016. The disruptor's dilemma: TiVo and the US 

television ecosystem. Strategic Management Journal, Vol. 37, No. 9, pp.1829-1853.  

ARGOTE, L. 2012. Organizational learning: Creating, retaining and transferring knowledge, New York, 

Springer Science & Business Media. 10.1007/978-1-4614-5251-5 

ARKES, H. R., FAUST, D., GUILMETTE, T. J. & HART, K. 1988. Eliminating the hindsight bias. Journal 

of applied psychology, Vol. 73, No. 2, pp.305.  

ARMBRUST, M., FOX, A., GRIFFITH, R., JOSEPH, A. D., KATZ, R., KONWINSKI, A., LEE, G., 

PATTERSON, D., RABKIN, A. & STOICA, I. 2010. A view of cloud computing. 

Communications of the ACM, Vol. 53, No. 4, pp.50-58.  

ASSANTE, D., CASTRO, M., HAMBURG, I. & MARTIN, S. 2016. The Use of Cloud Computing in 

SMEs. Procedia Computer Science, Vol. 83, No., pp.1207-1212. 

https://doi.org/10.1016/j.procs.2016.04.250 

ASSINK, M. 2006. Inhibitors of disruptive innovation capability: a conceptual model. European Journal 

of Innovation Management, Vol. 9, No. 2, pp.215-233.  

AZADIAN, F. & VASIGH, B. 2019. The blaring lines between full-service network carriers and low-cost 

carriers: A financial perspective on business model convergence. Transport Policy, Vol. 75, No., 

pp.19-26.  

http://new.6x6taxi.hu/taxirendeles
https://doi.org/10.1016/j.procs.2016.04.250


148  

 

BÁCSI, K. 2017. Miért és mikor jó a bevonás?–érvek munkáltatói és munkavállalói oldalon. 

Vezetéstudomány-Budapest Management Review, Vol. 48, No. 8-9, pp.13-21.  

BADEN-FULLER, C. & VOLBERDA, H. W. 1997. Strategic renewal: How large complex organizations 

prepare for the future. International Studies of Management & Organization, Vol. 27, No. 2, 

pp.95-120.  

BALATON, K., HORTOVÁNYI, L., INCZE, E., LACZKÓ, M., SZABÓ, Z. R. & TARI, E. 2010. 

Stratégiai menedzsment, Budapest, Hungary, Aula Kiadó.  

BALIGA, B. R. & JAEGER, A. M. 1984. Multinational corporations: Control systems and delegation 

issues. Journal of International Business Studies, Vol. 15, No. 2, pp.25-40.  

BALOGUN, J. & JOHNSON, G. 2004. Organizational restructuring and middle manager sensemaking. 

Academy of management journal, Vol. 47, No. 4, pp.523-549.  

BAMBROUGH, B. 2020. Donald Trump Is Creating Twitter And Facebook’s Worst Nightmare. Forbes, 

June 1. Available: https://www.forbes.com/sites/billybambrough/2020/06/01/donald-trump-is-

creating-twitter-and-facebooks-worst-nightmare/#29eee2f75e09 (Accessed June 21, 2020) 

BAREGHEH, A., ROWLEY, J. & SAMBROOK, S. 2009. Towards a multidisciplinary definition of 

innovation. Management decision, Vol. 47, No. 8, pp.1323-1339. 

https://doi.org/10.1108/00251740910984578 

BARNETT, M. L. 2008. An attention-based view of real options reasoning. Academy of Management 

Review, Vol. 33, No. 3, pp.606-628.  

BARNEY, J. 1991. Firm resources and sustained competitive advantage. Journal of management, Vol. 17, 

No. 1, pp.99-120.  

BARNEY, J. B. 1997. On flipping coins and making technology choices: Luck as an explanation of 

technological foresight and oversight, Cambridge University Press: Cambridge, UK. 

https://doi.org/10.1017/cbo9780511896613.004  

BARON, D. P. 2003. Business and its environment, Prentice Hall Upper Saddle River, NJ, USA.  

BARSH, J., CAPOZZI, M. & DAVIDSON, J. 2008. Leadership and innovation. The McKinsey Quarterly, 

Vol., No. 1, pp.37-47.  

BEER, M. & NOHRIA, N. 2000. Cracking the code of change. Harvard Business Review, Vol. HBR’s 10 

MustReads on Change, No. May-June, pp.88-95.  

BEN-MENAHEM, S. M., KWEE, Z., VOLBERDA, H. W. & VAN DEN BOSCH, F. A. 2013. Strategic 

renewal over time: the enabling role of potential absorptive capacity in aligning internal and 

external rates of change. Long Range Planning, Vol. 46, No. 3, pp.216-235.  

BERGEK, A., BERGGREN, C., MAGNUSSON, T. & HOBDAY, M. 2013. Technological discontinuities 

and the challenge for incumbent firms: Destruction, disruption or creative accumulation? Research 

Policy, Vol. 42, No. 6-7, pp.1210-1224.  

BHARADWAJ, A., EL SAWY, O. A., PAVLOU, P. A. & VENKATRAMAN, N. V. 2013. Digital business 

strategy: toward a next generation of insights. MIS Quarterly, Vol. 37, No. 2, pp.471-482.  

BIRKINSHAW, J. & GIBSON, C. 2004. Building Ambidexterity Into an Organization. MIT Sloan 

Management Review, Vol. 45, No. 4, pp.47-55.  

BIRKINSHAW, J., VISNJIC, I. & BEST, S. 2018. Responding to a potentially disruptive technology: How 

big pharma embraced biotechnology. California Management Review, Vol. 60, No. 4, pp.74-100.  

https://www.forbes.com/sites/billybambrough/2020/06/01/donald-trump-is-creating-twitter-and-facebooks-worst-nightmare/#29eee2f75e09
https://www.forbes.com/sites/billybambrough/2020/06/01/donald-trump-is-creating-twitter-and-facebooks-worst-nightmare/#29eee2f75e09
https://doi.org/10.1108/00251740910984578
https://doi.org/10.1017/cbo9780511896613.004


149  

 

BIRKINSHAW, J., ZIMMERMANN, A. & RAISCH, S. 2016. How do firms adapt to discontinuous 

change? Bridging the dynamic capabilities and ambidexterity perspectives. California 

Management Review, Vol. 58, No. 4, pp.36-58.  

BŐGEL, G. Competing in a smart world. Management, Leadership and Strategy for SMEs' 

Competitiveness, 2015 Gödöllő, Hungary. Szent István University Publishing House, p.8-12. 

10.17626/dBEM.ICoM.P00.2015 

BOLAND JR, R. J., LYYTINEN, K. & YOO, Y. 2007. Wakes of innovation in project networks: The case 

of digital 3-D representations in architecture, engineering, and construction. Organization science, 

Vol. 18, No. 4, pp.631-647.  

BOLMAN, L. G. & DEAL, T. E. 2017. Reframing organizations: Artistry, choice, and leadership, 

Hoboken, New Jersey, USA, John Wiley & Sons.  

BOUMGARDEN, P., NICKERSON, J. & ZENGER, T. R. 2012. Sailing into the wind: Exploring the 

relationships among ambidexterity, vacillation, and organizational performance. Strategic 

Management Journal, Vol. 33, No. 6, pp.587-610.  

BOWEN, G. A. 2008. Naturalistic inquiry and the saturation concept: a research note. Qualitative research, 

Vol. 8, No. 1, pp.137-152.  

BROWN, S. P. 2008. Business Processes and Business Functions: a new way of looking at employment. 

Monthly Lab. Rev., Vol. 131, No., pp.51.  

BRYNJOLFSSON, E. & MCAFEE, A. 2014. The second machine age: Work, progress, and prosperity in 

a time of brilliant technologies, New York, NY, USA, WW Norton & Company.  

BURGELMAN, R. A., FLOYD, S. W., LAAMANEN, T., MANTERE, S., VAARA, E. & 

WHITTINGTON, R. 2018. Strategy processes and practices: Dialogues and intersections. 

Strategic management journal, Vol. 39, No. 3, pp.531-558.  

BURGERS, J. H., JANSEN, J. J., VAN DEN BOSCH, F. A. & VOLBERDA, H. W. 2009. Structural 

differentiation and corporate venturing: The moderating role of formal and informal integration 

mechanisms. Journal of business venturing, Vol. 24, No. 3, pp.206-220.  

BURKE, W. W. 2018. Organization change: Theory and practice, London, UK, Sage Publications.  

CALDARELLI, A., FERRI, L. & MAFFEI, M. 2017. Expected benefits and perceived risks of cloud 

computing: an investigation within an Italian setting. Technology Analysis & Strategic 

Management, Vol. 29, No. 2, pp.167-180. https://doi.org/10.1080/09537325.2016.1210786 

CAPGEMINI. 2016. What is the ROI for CRM in the Cloud with Salesforce? [Online]. Company website. 

Available: https://www.capgemini.com/2016/06/what-is-the-roi-for-crm-in-the-cloud-with-

salesforce/# (Accessed October 3. 2018.). 

CARLO, J. L., GASKIN, J., LYYTINEN, K. & ROSE, G. M. 2014. Early vs. late adoption of radical 

information technology innovations across software development organizations: an extension of 

the disruptive information technology innovation model. Information Systems Journal, Vol. 24, 

No. 6, pp.537-569. https://doi.org/10.1111/isj.12039 

CARLO, J. L., LYYTINEN, K. & ROSE, G. M. 2011. Internet computing as a disruptive information 

technology innovation: the role of strong order effects. Information systems journal, Vol. 21, No. 

1, pp.91-122. https://doi.org/10.1111/j.1365-2575.2009.00345.x 

CARR, N. G. 2003. IT doesn't matter. Harvard Business Review, Vol. 38, No. May, pp.5-12.  

CHANDLER, A. D. 1962. Strategy and Structure: Chapters in the History of the Industrial Enterprise, 

Cambridge, MA, USA, MIT Press.  

https://doi.org/10.1080/09537325.2016.1210786
https://www.capgemini.com/2016/06/what-is-the-roi-for-crm-in-the-cloud-with-salesforce/
https://www.capgemini.com/2016/06/what-is-the-roi-for-crm-in-the-cloud-with-salesforce/
https://doi.org/10.1111/isj.12039
https://doi.org/10.1111/j.1365-2575.2009.00345.x


150  

 

CHANDLER, A. D., HIKINO, T. & CHANDLER, A. D. 2009. Scale and scope: The dynamics of industrial 

capitalism, Cambridge, MA, USA, Harvard University Press.  

CHANG, V., WALTERS, R. J. & WILLS, G. 2013. The development that leads to the Cloud Computing 

Business Framework. International Journal of Information Management, Vol. 33, No. 3, pp.524-

538. https://doi.org/10.1016/j.ijinfomgt.2013.01.005  

CHAO, R. O. & KAVADIAS, S. 2008. A theoretical framework for managing the new product 

development portfolio: When and how to use strategic buckets. Management Science, Vol. 54, 

No. 5, pp.907-921.  

CHARITOU, C. D. & MARKIDES, C. C. 2003. Responses to disruptive strategic innovation. MIT Sloan 

Management Review, Vol. 44, No. 2, pp.55-64.  

CHARMAZ, K. & BELGRAVE, L. L. 2015. Grounded theory. The Blackwell encyclopedia of Sociology, 

Vol., No. https://doi.org/10.1002/9781405165518.wbeosg070.pub2 

CHEBBI, H., YAHIAOUI, D., VRONTIS, D. & THRASSOU, A. 2015. Building multiunit ambidextrous 

organizations—A transformative framework. Human Resource Management, Vol. 54, No. S1, 

pp.155-177.  

CHEN, B., WAN, J., SHU, L., LI, P., MUKHERJEE, M. & YIN, B. 2017. Smart factory of industry 4.0: 

Key technologies, application case, and challenges. IEEE Access, Vol. 6, No., pp.6505-6519.  

CHEN, C.-S., LIANG, W.-Y. & HSU, H.-Y. 2015. A cloud computing platform for ERP applications. 

Applied Soft Computing, Vol. 27, No., pp.127-136.  

CHEN, J., MILLER, D. & CHEN, M.-J. 2019. Top management team time horizon blending and 

organizational ambidexterity. Strategic Organization, Vol., No., pp.1-24. 

https://doi.org/10.1177/1476127019883669 

CHEN, P.-L. & HE, J. Who Shall Leave? The Experience of Departing Executives and Firm Discontinuous 

Strategic Renewal. Academy of Management Proceedings, 2020. Academy of Management, 

Briarcliff Manor, NY 10510.  

CHEN, Y. 2017. Dynamic ambidexterity: How innovators manage exploration and exploitation. Business 

Horizons, Vol. 60, No. 3, pp.385-394. https://doi.org/10.1016/j.bushor.2017.01.001 

CHERMACK, T. J., BODWELL, W. & GLICK, M. 2010. Two strategies for leveraging teams toward 

organizational effectiveness: Scenario planning and organizational ambidexterity. Advances in 

Developing Human Resources, Vol. 12, No. 1, pp.137-156.  

CHO, J. Y. & LEE, E.-H. 2014. Reducing confusion about grounded theory and qualitative content analysis: 

Similarities and differences. The qualitative report, Vol. 19, No. 32, pp.1.  

CHRISTENSEN, C., ALTON, R., RISING, C. & WALSWCK, A. 2011. The New M&A Playbook: Why 

you should pay top dollar for a" killed deal"-and other new rules for making acquisitions. Harvard 

Business Review, Vol. 89, No. 3, pp.48-57.  

CHRISTENSEN, C. & RAYNOR, M. E. 2003. The Innovator's Solution: Creating and Sustaining 

Successful Growth, Boston, MA, USA, Harvard Business School Press.  

CHRISTENSEN, C. M. 1997. The Innovator's Dilemma: When New Technologies Cause Great Firms to 

Fail, Boston, Massachusetts, Harvard Business School Press.  

CHRISTENSEN, C. M. 2013. The innovator's dilemma: when new technologies cause great firms to fail, 

Boston, MA, USA, Harvard Business Review Press.  

https://doi.org/10.1016/j.ijinfomgt.2013.01.005
https://doi.org/10.1002/9781405165518.wbeosg070.pub2
https://doi.org/10.1177/1476127019883669
https://doi.org/10.1016/j.bushor.2017.01.001


151  

 

CHRISTENSEN, C. M., ANTHONY, S. D. & ROTH, E. A. 2004. Seeing what's next: Using the theories 

of innovation to predict industry change, Boston, MA, USA, Harvard Business Press.  

CHRISTENSEN, C. M. & BOWER, J. L. 1996. Customer power, strategic investment, and the failure of 

leading firms. Strategic management journal, Vol., No., pp.197-218.  

CHRISTENSEN, C. M., KAUFMAN, S. P. & SHIH, W. C. 2008. Innovation killers. Harvard business 

review, Vol. 86, No. 1, pp.98-105.  

CHRISTENSEN, C. M., MCDONALD, R., ALTMAN, E. J. & PALMER, J. 2016. Disruptive innovation: 

Intellectual history and future paths, Cambridge, MA, USA, Harvard Business School.  

CHRISTENSEN, C. M., MCDONALD, R., ALTMAN, E. J. & PALMER, J. E. 2018. Disruptive 

innovation: An intellectual history and directions for future research. Journal of Management 

Studies, Vol. 55, No. 7, pp.1043-1078.  

CHRISTENSEN, C. M. & OVERDORF, M. 2000. Meeting the challenge of disruptive change. Harvard 

business review, Vol. 78, No. 2, pp.66-77.  

CHRISTENSEN, C. M., RAYNOR, M. & MCDONALD, R. 2015. WHAT IS DISRUPTIVE 

INNOVATION? Harvard Business Review, Vol. 93, No. 12, pp.44-53.  

COHEN, S. L. & TRIPSAS, M. 2018. Managing Technological Transitions by Building Bridges. Academy 

of Management Journal, Vol. 61, No. 6, pp.2319-2342. 10.5465/amj.2015.0690 

COLOMBO, M. G. & DELMASTRO, M. 2004. Delegation of authority in business organizations: an 

empirical test. The Journal of Industrial Economics, Vol. 52, No. 1, pp.53-80.  

CORPORATEINFORMATION. 2020. These are the top 100 companies ranked by Current Market 

Capitalization (U.S.$ millions) [Online]. Available: https://www.corporateinformation.com/Top-

100.aspx?topcase=b (Accessed August 17. 2020). 

COVIN, J. G. & MILES, M. P. 1999. Corporate entrepreneurship and the pursuit of competitive advantage. 

Entrepreneurship theory and practice, Vol. 23, No. 3, pp.47-63.  

CROSSAN, M. M. & BERDROW, I. 2003. Organizational learning and strategic renewal. Strategic 

management journal, Vol. 24, No. 11, pp.1087-1105.  

CROSSAN, M. M. & HURST, D. K. 2006. Strategic renewal as improvisation: Reconciling the tension 

between exploration and exploitation. Advances in Strategic Management, Vol. 23, No., pp.273-

298. https://doi.org/10.1016/S0742-3322(06)23009-2 

CROSSAN, M. M., LANE, H. W. & WHITE, R. E. 1999. An organizational learning framework: From 

intuition to institution. Academy of management review, Vol. 24, No. 3, pp.522-537.  

DANNEELS, E. 2004. Disruptive technology reconsidered: A critique and research agenda. Journal of 

product innovation management, Vol. 21, No. 4, pp.246-258.  

DASILVA, C. M., TRKMAN, P., DESOUZA, K. & LINDIČ, J. 2013. Disruptive technologies: a business 

model perspective on cloud computing. Technology Analysis & Strategic Management, Vol. 25, 

No. 10, pp.1161-1173. https://doi.org/10.1080/09537325.2013.843661 

DEAKIN, H. & WAKEFIELD, K. 2014. Skype interviewing: Reflections of two PhD researchers. 

Qualitative research, Vol. 14, No. 5, pp.603-616.  

DELOITTE. 2018. Cloud HR - Enabling HR Service Delivery [Online]. Company website. Available: 

https://www2.deloitte.com/global/en/pages/human-capital/articles/cloud-hr.html (Accessed 

October 3. 2018.). 

https://www.corporateinformation.com/Top-100.aspx?topcase=b
https://www.corporateinformation.com/Top-100.aspx?topcase=b
https://doi.org/10.1016/S0742-3322(06)23009-2
https://doi.org/10.1080/09537325.2013.843661
https://www2.deloitte.com/global/en/pages/human-capital/articles/cloud-hr.html


152  

 

DELOITTE_RESEARCH. 2004. Mastering innovation: exploiting ideas for profitable growth. Deloitte 

Research – Mastering Innovation. Available: 

https://www.researchgate.net/publication/257936190_Mastering_Innovation_Exploiting_Ideas_f

or_Profitable_Growth (Accessed May 24, 2020.) 

DENNING, S. 2005. Why the best and brightest approaches don't solve the innovation dilemma. Strategy 

& Leadership, Vol. 33, No. 1, pp.4-11.  

DERRICK, J. 2016. Remember When Yahoo Turned Down $1 Million To Buy Google? Yahoo Finance. 

Available: https://finance.yahoo.com/news/remember-yahoo-turned-down-1-

132805083.html?guce_referrer_us=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_c

s=6pRD8XaddVeJ7AuuG359cQ&guccounter=2&guce_referrer_us=aHR0cHM6Ly9maW5hbm

NlLnlhaG9vLmNvbS9uZXdzL3JlbWVtYmVyLXlhaG9vLXR1cm5lZC1kb3duLTEtMTMyOD

A1MDgzLmh0bWw&guce_referrer_cs=3p_RnTGoIwC36eMVAyWqCA (Accessed 15 August, 

2020) 

DICICCO‐BLOOM, B. & CRABTREE, B. F. 2006. The qualitative research interview. Medical education, 

Vol. 40, No. 4, pp.314-321.  

DIESEL, R. & SCHEEPERS, C. B. 2019. Innovation climate mediating complexity leadership and 

ambidexterity. Personnel Review, Vol. 48, No. 7, pp.1782-1808. https://doi.org/10.1108/PR-11-

2018-0445 

DOBÁK, M., HORTOVÁNYI, L. & SZABÓ, Z. R. 2013. Hatásos üzleti stratégiák a különböző vállalati 

fejlődési szakaszokban = Effective business strategies in different development stages of 

corporations [Online]. Hungary, Europe. Available: 

http://search.ebscohost.com/login.aspx?direct=true&db=edsbas&AN=edsbas.ftmtak.oai.real.mta

k.hu.12124&site=eds-live (Accessed August 30. 2020). 

DRATH, K. 2016. Nokia CEO at Press Conference 'We didn’t do anything wrong, but somehow, we lost' 

[Online]. http://www.leadership-choices.com. Available: http://www.leadership-

choices.com/de/thinkabout/article/we-didnt-do-anything-wrong-but-somehow-we-lost.html 

(Accessed May 19. 2017). 

DRÓTOS, G. 2001. Az információrendszerek perspektívái. Doktori (PhD) értekezés. PhD 

Értekezés/disszertáció. 

DRÓTOS, G. & MÓRICZ, P. 2012. A vállalati informatika szerepe a versenyképesség alakításában a 

pénzügyi és gazdasági válság időszakában (Corporate IT in shaping the competitiveness of the 

Hungarian enterprises in the financial and economic crisis), Corvinus University of Budapest, 

School of Management.  

DUNCAN, R. B. 1976. The ambidextrous organization: Designing dual structures for innovation. The 

management of organization, Vol. 1, No., pp.167-188.  

EBSCO. 2020. Ebsco Research Databases [Online]. Available: https://www.ebsco.com/products/research-

databases (Accessed June 16. 2020). 

EBSCOHOST. 2019. Ebsco Support - Booleans [Online]. Available: 

http://support.ebsco.com/help/?int=ehost&ver=live&lang=en&feature_id=Booleans (Accessed 

April 29 2019). 

EGGERS, J. & KAUL, A. 2018. Motivation and ability? A behavioral perspective on the pursuit of radical 

invention in multi-technology incumbents. Academy of Management Journal, Vol. 61, No. 1, 

pp.67-93.  

EGGERS, J. & PARK, K. F. 2018. Incumbent adaptation to technological change: The past, present, and 

future of research on heterogeneous incumbent response. Academy of Management Annals, Vol. 

12, No. 1, pp.357-389.  

https://www.researchgate.net/publication/257936190_Mastering_Innovation_Exploiting_Ideas_for_Profitable_Growth
https://www.researchgate.net/publication/257936190_Mastering_Innovation_Exploiting_Ideas_for_Profitable_Growth
https://finance.yahoo.com/news/remember-yahoo-turned-down-1-132805083.html?guce_referrer_us=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_cs=6pRD8XaddVeJ7AuuG359cQ&guccounter=2&guce_referrer_us=aHR0cHM6Ly9maW5hbmNlLnlhaG9vLmNvbS9uZXdzL3JlbWVtYmVyLXlhaG9vLXR1cm5lZC1kb3duLTEtMTMyODA1MDgzLmh0bWw&guce_referrer_cs=3p_RnTGoIwC36eMVAyWqCA
https://finance.yahoo.com/news/remember-yahoo-turned-down-1-132805083.html?guce_referrer_us=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_cs=6pRD8XaddVeJ7AuuG359cQ&guccounter=2&guce_referrer_us=aHR0cHM6Ly9maW5hbmNlLnlhaG9vLmNvbS9uZXdzL3JlbWVtYmVyLXlhaG9vLXR1cm5lZC1kb3duLTEtMTMyODA1MDgzLmh0bWw&guce_referrer_cs=3p_RnTGoIwC36eMVAyWqCA
https://finance.yahoo.com/news/remember-yahoo-turned-down-1-132805083.html?guce_referrer_us=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_cs=6pRD8XaddVeJ7AuuG359cQ&guccounter=2&guce_referrer_us=aHR0cHM6Ly9maW5hbmNlLnlhaG9vLmNvbS9uZXdzL3JlbWVtYmVyLXlhaG9vLXR1cm5lZC1kb3duLTEtMTMyODA1MDgzLmh0bWw&guce_referrer_cs=3p_RnTGoIwC36eMVAyWqCA
https://finance.yahoo.com/news/remember-yahoo-turned-down-1-132805083.html?guce_referrer_us=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_cs=6pRD8XaddVeJ7AuuG359cQ&guccounter=2&guce_referrer_us=aHR0cHM6Ly9maW5hbmNlLnlhaG9vLmNvbS9uZXdzL3JlbWVtYmVyLXlhaG9vLXR1cm5lZC1kb3duLTEtMTMyODA1MDgzLmh0bWw&guce_referrer_cs=3p_RnTGoIwC36eMVAyWqCA
https://finance.yahoo.com/news/remember-yahoo-turned-down-1-132805083.html?guce_referrer_us=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_cs=6pRD8XaddVeJ7AuuG359cQ&guccounter=2&guce_referrer_us=aHR0cHM6Ly9maW5hbmNlLnlhaG9vLmNvbS9uZXdzL3JlbWVtYmVyLXlhaG9vLXR1cm5lZC1kb3duLTEtMTMyODA1MDgzLmh0bWw&guce_referrer_cs=3p_RnTGoIwC36eMVAyWqCA
https://doi.org/10.1108/PR-11-2018-0445
https://doi.org/10.1108/PR-11-2018-0445
http://search.ebscohost.com/login.aspx?direct=true&db=edsbas&AN=edsbas.ftmtak.oai.real.mtak.hu.12124&site=eds-live
http://search.ebscohost.com/login.aspx?direct=true&db=edsbas&AN=edsbas.ftmtak.oai.real.mtak.hu.12124&site=eds-live
http://www.leadership-choices.com/
http://www.leadership-choices.com/de/thinkabout/article/we-didnt-do-anything-wrong-but-somehow-we-lost.html
http://www.leadership-choices.com/de/thinkabout/article/we-didnt-do-anything-wrong-but-somehow-we-lost.html
https://www.ebsco.com/products/research-databases
https://www.ebsco.com/products/research-databases
http://support.ebsco.com/help/?int=ehost&ver=live&lang=en&feature_id=Booleans


153  

 

EGGERS, J. P. & KAPLAN, S. 2009. Cognition and renewal: Comparing CEO and organizational effects 

on incumbent adaptation to technical change. Organization Science, Vol. 20, No. 2, pp.461-477.  

EISENHARDT, K. M. 1989. Building theories from case study research. Academy of management review, 

Vol. 14, No. 4, pp.532-550.  

EISENHARDT, K. M. & MARTIN, J. A. 2000. Dynamic capabilities: what are they? Strategic 

management journal, Vol. 21, No. 10‐11, pp.1105-1121.  

ELBANNA, A. & NEWMAN, M. Disrupt the Disruptor: Rethinking 'Disruption' in Digital Innovation. 

Mediterranean Conference on Information Systems (MCIS), 2016 Paphos, Cyprus. UNIVERSITY 

OF NICOSIA, P.O.Box 24005, 1700 ΛΕΥΚΩΣΙΑ, p.58.  

ELRAGAL, A. & HADDARA, M. 2012. The Future of ERP Systems: look backward before moving 

forward. Procedia Technology, Vol. 5, No., pp.21-30. 

https://doi.org/10.1016/j.protcy.2012.09.003 

ERNST, E., MEROLA, R. & SAMAAN, D. 2019. Economics of Artificial Intelligence: Implications for 

the Future of Work. IZA Journal of Labor Policy, Vol. 9, No. 1.  

EUROPEAN UNION. 2018. The EU General Data Protection Regulation (GDPR) [Online]. Available: 

https://www.eugdpr.org/eugdpr.org.html (Accessed May 5. 2018). 

FAINSHMIDT, S., WENGER, L., PEZESHKAN, A. & MALLON, M. R. 2019. When do dynamic 

capabilities lead to competitive advantage? The importance of strategic fit. Journal of 

Management Studies, Vol. 56, No. 4, pp.758-787.  

FERRISS, S. E. 2018. Apple “Porn”: Design Videos as Seduction and Exploitation. Class, Race and 

Corporate Power, Vol. 6, No. 1, pp.1.  

FLIER, B., VAN DEN BOSCH, F. & VOLBERDA, H. 2003. Co-evolution in the strategic renewal 

behaviour of British, Dutch and French financial established organizations: interaction of 

environmental selection, institutional effects and managerial intentionality. Journal of 

Management Studies, Vol. 40, No. 8, pp.2163-2187.  

FLOYD, S. W. & LANE, P. J. 2000. Strategizing throughout the organization: Managing role conflict in 

strategic renewal. Academy of management review, Vol. 25, No. 1, pp.154-177.  

FLOYD, S. W. & WOOLDRIDGE, B. 1997. Middle management’s strategic influence and organizational 

performance. Journal of Management studies, Vol. 34, No. 3, pp.465-485.  

FŐTAXI. 2019. Főtaxi Taxirendelő alkalmazás [Online]. Available: http://fotaxi.hu/taxirendelo-

applikacio/# (Accessed October 20. 2019). 

FOURNÉ, S. P., ROSENBUSCH, N., HEYDEN, M. L. & JANSEN, J. J. 2019. Structural and contextual 

approaches to ambidexterity: A meta-analysis of organizational and environmental contingencies. 

European Management Journal, Vol. 37, No. October, pp.564-576. 

https://doi.org/10.1016/j.emj.2019.04.002 

FRENCH, A. M., SHIM, J., RISIUS, M. & JAIN, H. The 4th Industrial Revolution Powered by the 

Integration of 5G, AI, and Blockchain. Americas Conference on Information Systems (AMCIS), 

2019 Cancún, Mexico.  

FRIEDMAN, T. L. 2005. The world is flat: A brief history of the twenty-first century, United States, Farrar 

Straus Giroux.  

FURHT, B. & ESCALANTE, A. 2010. Handbook of cloud computing, Boston, MA, USA, Springer. 

https://doi.org/10.1007/978-1-4419-6524-0 

https://doi.org/10.1016/j.protcy.2012.09.003
https://www.eugdpr.org/eugdpr.org.html
http://fotaxi.hu/taxirendelo-applikacio/
http://fotaxi.hu/taxirendelo-applikacio/
https://doi.org/10.1016/j.emj.2019.04.002
https://doi.org/10.1007/978-1-4419-6524-0


154  

 

FURR, N. & SNOW, D. 2015. The Prius Approach. Harvard Business Review, Vol. 93, No. 11, pp.102-7.  

FURR, N. R. & SNOW, D. C. 2014. Intergenerational hybrids: Spillbacks, spillforwards, and adapting to 

technology discontinuities. Organization Science, Vol. 26, No. 2, pp.475-493. 

https://doi.org/10.1287/orsc.2014.0930 

FÜZES, P. 2019. Bomlasztó innováció-e a felhőalapú szolgáltatás? Vezetéstudomány-Budapest 

Management Review, Vol. 50, No. 2, pp.2-13. https://doi.org/10.14267/VEZTUD.2019.02.01 

FÜZES, P., SZABÓ ZS, R. & GÓDOR, Z. 2018. Szabadulás a kiaknázási csapdából a digitális jővő 

alakításával. VEZETÉSTUDOMÁNY / BUDAPEST MANAGEMENT REVIEW, Vol. 49, No. 1, 

pp.54-64. https://doi.org/10.14267/VEZTUD.2018.01.06 

GARTNER. 2018. Size of the public cloud computing services market from 2009 to 2021 (in billion U.S. 

dollars) [Online]. Available: https://www.statista.com/statistics/273818/global-revenue-

generated-with-cloud-computing-since-2009/. (Accessed May 5. 2018). 

GARTNER. 2020. CloudScores: Solution Scorecard Comparison [Online]. www.gartner.com. Available: 

https://www.gartner.com/en/cloud-decisions/cloud-scores (Accessed Spetember 3. 2020). 

GILBERT, C. G. 2005. Unbundling the structure of inertia: Resource versus routine rigidity. Academy of 

management journal, Vol. 48, No. 5, pp.741-763.  

GLASER, B. G. 1978. Theoretical Sensitivity: Advances in the Methodology of Grounded Theory, USA, 

The Sociology Press.  

GLASER, B. G. & STRAUSS, A. L. 2017. Discovery of grounded theory: Strategies for qualitative 

research, London, UK, Routledge.  

GLIGOR, D. M., ESMARK, C. L. & GÖLGECI, I. 2016. Building international business theory: A 

grounded theory approach. Journal of International Business Studies, Vol. 47, No. 1, pp.93-111.  

GOBBLE, M. M. 2016. Defining Disruptive Innovation. Research-Technology Management, Vol. 59, No. 

4, pp.66-71. https://doi.org/10.1080/08956308.2016.1185347 

GOVINDARAJAN, V. & KOPALLE, P. K. 2006. The usefulness of measuring disruptiveness of 

innovations ex post in making ex ante predictions. Journal of product innovation management, 

Vol. 23, No. 1, pp.12-18. https://doi.org/10.1111/j.1540-5885.2005.00176.x  

GRANT, R. 2002. Corporate Strategy: Managing Scope and Strategy Content. En (Pettigrew, A., Thomas, 

H. y Whittington, R. editores). Handbook of Strategy and Management (p. 139-164). Thousand 

Oaks, California: Sage Publications.  

GREINER, L. E. 1972. Evolution and revolution as organizations grow. Harvard Business Review, Vol. 

50, No. 4, pp.37.  

GREINER, L. E. 1998. Evolution and revolution as organizations grow - Revolution Is Still Inevitable. 

Harward Business Review, Vol. 76, No. 3, pp.55+.  

GUPTA, P., SEETHARAMAN, A. & RAJ, J. R. 2013. The usage and adoption of cloud computing by 

small and medium businesses. International Journal of Information Management, Vol. 33, No. 5, 

pp.861-874. https://doi.org/10.1016/j.ijinfomgt.2013.07.001  

HARRELL, M. C. & BRADLEY, M. A. 2009. Data collection methods. Semi-structured interviews and 

focus groups. Santa Monica, CA, USA: Rand National Defense Research Institute  

HENDERSON, R. 2006. The innovator's dilemma as a problem of organizational competence. Journal of 

Product Innovation Management, Vol. 23, No. 1, pp.5-11.  

https://doi.org/10.1287/orsc.2014.0930
https://doi.org/10.14267/VEZTUD.2019.02.01
https://doi.org/10.14267/VEZTUD.2018.01.06
https://www.statista.com/statistics/273818/global-revenue-generated-with-cloud-computing-since-2009/
https://www.statista.com/statistics/273818/global-revenue-generated-with-cloud-computing-since-2009/
file:///C:/Users/fuzes/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/TZWDJA5Q/www.gartner.com
https://www.gartner.com/en/cloud-decisions/cloud-scores
https://doi.org/10.1080/08956308.2016.1185347
https://doi.org/10.1111/j.1540-5885.2005.00176.x
https://doi.org/10.1016/j.ijinfomgt.2013.07.001


155  

 

HEYDEN, M. L., FOURNÉ, S. P., KOENE, B. A., WERKMAN, R. & ANSARI, S. 2017. Rethinking ‘top‐

down’and ‘bottom‐up’roles of top and middle managers in organizational change: Implications 

for employee support. Journal of Management Studies, Vol. 54, No. 7, pp.961-985.  

HININGS, B., GEGENHUBER, T. & GREENWOOD, R. 2018. Digital innovation and transformation: An 

institutional perspective. Information and Organization, Vol. 28, No. 1, pp.52-61.  

HOFFER, I. & IVÁNYI, A. S. 2008. Gondolatok az innováció működési mechanizmusáról. 

Vezetéstudomány-Budapest Management Review, Vol. 39, No. 4, pp.51-55.  

HOGAN, J. 2005. Being successfully disruptive. Medical Device Technology, Vol. 16(5), No., pp.21-23.  

HOMPEL, M. T., REHOF, J. & WOLF, O. 2015. Cloud computing for logistics, Switzerland, Springer, 

Cham. https://doi.org/10.1007/978-3-319-13404-8 

HON, A. H. & LUI, S. S. 2016. Employee creativity and innovation in organizations: Review, integration, 

and future directions for hospitality research. International Journal of Contemporary Hospitality 

Management, Vol. 28, No. 5, pp.862-885.  

HOPP, C., ANTONS, D., KAMINSKI, J. & OLIVER SALGE, T. 2018. Disruptive innovation: Conceptual 

foundations, empirical evidence, and research opportunities in the digital age. Journal of Product 

Innovation Management, Vol. 35, No. 3, pp.446-457.  

HORTOVÁNYI, L. 2010. VÁLALKOZÓ VEZETÉS MAGYARORSZÁGON. Vezetéstudomány / 

Budapest Management Review, Vol. 41, No. 4, pp.21-31.  

HORTOVÁNYI, L. 2016. The dynamic nature of competitive advantage of the firm. Advances in 

Economics and Business, Vol. 4, No. 11, pp.624–629.  

HORTOVÁNYI, L. & FERINCZ, A. 2015. The impact of ICT on learning on-the-job. The Learning 

Organization, Vol. 22, No. 1, pp.2-13.  

HØYER, K. G. 2008. The history of alternative fuels in transportation: The case of electric and hybrid cars. 

Utilities Policy, Vol. 16, No. 2, pp.63-71.  

HUGHES, M. 2011. Do 70 per cent of all organizational change initiatives really fail? Journal of Change 

Management, Vol. 11, No. 4, pp.451-464.  

HUY, Q. N. 2011. How middle managers' group‐focus emotions and social identities influence strategy 

implementation. Strategic Management Journal, Vol. 32, No. 13, pp.1387-1410.  

HUY, Q. N., CORLEY, K. G. & KRAATZ, M. S. 2014. From support to mutiny: Shifting legitimacy 

judgments and emotional reactions impacting the implementation of radical change. Academy of 

Management Journal, Vol. 57, No. 6, pp.1650-1680.  

IDC. 2016a. The Business Value of Dropbox Business in Supporting Collaboration [Online]. Company 

website. Available: https://lp.dropboxbusiness.com/rs/077-zjt-

858/images/idc_the_business_value_of_dropbox_collaboration_2016.pdf?_tk=blog&_camp=ne

ws&_ad=roi2&_net=roi-calc (Accessed October 3. 2018.). 

IDC. 2016b. The Fusion of Business and Technology in the Age of Digital Transformation [Online]. Online. 

Available: https://www.oracle.com/webfolder/s/delivery_production/docs/FY16h1/doc34/FB-

Technology-Age-DigTrans.pdf (Accessed March 5. 2018). 

IDC. 2017. Critical Application And  Business KPIs For Successful Cloud Migration [Online]. Company 

website. Available: https://cloud.kapostcontent.net/pub/f0124c8b-037e-448a-a888-

179f2a1e3ee8/idc-critical-application-and-business-kpis-for-successful-cloud-migration.pdf 

(Accessed May 14. 2019). 

https://doi.org/10.1007/978-3-319-13404-8
https://lp.dropboxbusiness.com/rs/077-zjt-858/images/idc_the_business_value_of_dropbox_collaboration_2016.pdf?_tk=blog&_camp=news&_ad=roi2&_net=roi-calc
https://lp.dropboxbusiness.com/rs/077-zjt-858/images/idc_the_business_value_of_dropbox_collaboration_2016.pdf?_tk=blog&_camp=news&_ad=roi2&_net=roi-calc
https://lp.dropboxbusiness.com/rs/077-zjt-858/images/idc_the_business_value_of_dropbox_collaboration_2016.pdf?_tk=blog&_camp=news&_ad=roi2&_net=roi-calc
https://www.oracle.com/webfolder/s/delivery_production/docs/FY16h1/doc34/FB-Technology-Age-DigTrans.pdf
https://www.oracle.com/webfolder/s/delivery_production/docs/FY16h1/doc34/FB-Technology-Age-DigTrans.pdf
https://cloud.kapostcontent.net/pub/f0124c8b-037e-448a-a888-179f2a1e3ee8/idc-critical-application-and-business-kpis-for-successful-cloud-migration.pdf
https://cloud.kapostcontent.net/pub/f0124c8b-037e-448a-a888-179f2a1e3ee8/idc-critical-application-and-business-kpis-for-successful-cloud-migration.pdf


156  

 

INSIDEEVS.COM. 2019. New Updates: Monthly Plug-In EV Sales Scorecard: April 2019 [Online]. 

Available: https://insideevs.com/news/347358/ev-sales-scorecard-april-2019/ (Accessed May 8 

2019). 

JANSEN, J. J., SIMSEK, Z. & CAO, Q. 2012. Ambidexterity and performance in multiunit contexts: Cross‐

level moderating effects of structural and resource attributes. Strategic Management Journal, Vol. 

33, No. 11, pp.1286-1303.  

JANSEN, J. J., VAN DEN BOSCH, F. A. & VOLBERDA, H. W. 2005a. Managing potential and realized 

absorptive capacity: how do organizational antecedents matter? Academy of management journal, 

Vol. 48, No. 6, pp.999-1015.  

JANSEN, J. J., VOLBERDA, H. W. & VAN DEN BOSCH, F. A. 2005b. Exploratory innovation, 

exploitative innovation, and ambidexterity: The impact of environmental and organizational 

antecedents. Schmalenbach Business Review, Vol. 57, No. 4, pp.351-363.  

JÄRVI, K. & KHOREVA, V. 2020. The role of talent management in strategic renewal. Employee 

Relations: The International Journal, Vol. 42, No. 1, pp.75-89. https://doi.org/10.1108/ER-02-

2018-0064 

JARZABKOWSKI, P., BALOGUN, J. & SEIDL, D. 2007. Strategizing: The challenges of a practice 

perspective. Human relations, Vol. 60, No. 1, pp.5-27.  

JÖHNK, J. 2020. Managing Digital Transformation: Challenges and Choices in Organizational Design 

and Decision-Making - PhD Thesis. Universität Bayreuth. 

JOHNSON, G., MELIN, L. & WHITTINGTON, R. 2003. Micro strategy and strategizing: towards an 

activity‐based view. Journal of management studies, Vol. 40, No. 1, pp.3-22.  

JOSEPH, J. & WILSON, A. J. 2018. The growth of the firm: An attention‐based view. Strategic 

Management Journal, Vol. 39, No. 6, pp.1779-1800.  

JUN, C. & WEI, M. Y. 2011. The research of supply chain information collaboration based on cloud 

computing. Procedia Environmental Sciences, Vol. 10, No., pp.875-880. 

https://doi.org/10.1016/j.proenv.2011.09.140  

JUNNI, P., SARALA, R. M., TARAS, V. & TARBA, S. Y. 2013. Organizational ambidexterity and 

performance: A meta-analysis. The Academy of Management Perspectives, Vol. 27, No. 4, pp.299-

312.  

KAMOLSOOK, A., BADIR, Y. F. & FRANK, B. 2019. Consumers' switching to disruptive technology 

products: The roles of comparative economic value and technology type. Technological 

Forecasting and Social Change, Vol. 140, No., pp.328-340.  

KAPÁS, J. 1999. EGY ÚJ VÁLLALATELMÉLET: ERŐFORRÁSALAPÚ MEGKÖZELÍTÉS. 

Vezetéstudomány XXX. Évf, Vol. 2, No., pp.35-43.  

KAPLAN, S. & TRIPSAS, M. 2008. Thinking about technology: Applying a cognitive lens to technical 

change. Research Policy, Vol. 37, No. 5, pp.790-805.  

KAPOOR, R. & KLUETER, T. 2015. Decoding the adaptability–rigidity puzzle: Evidence from 

pharmaceutical incumbents’ pursuit of gene therapy and monoclonal antibodies. Academy of 

Management Journal, Vol. 58, No. 4, pp.1180-1207.  

KASEMSAP, K. 2015. The role of cloud computing in global supply chain. Enterprise management 

strategies in the era of cloud computing. Hershey, PA, USA: IGI Global. 

https://doi.org/10.4018/978-1-4666-9466-8.ch069  

https://insideevs.com/news/347358/ev-sales-scorecard-april-2019/
https://doi.org/10.1108/ER-02-2018-0064
https://doi.org/10.1108/ER-02-2018-0064
https://doi.org/10.1016/j.proenv.2011.09.140
https://doi.org/10.4018/978-1-4666-9466-8.ch069


157  

 

KAUPPILA, O.-P. 2010. Creating ambidexterity by integrating and balancing structurally separate 

interorganizational partnerships. Strategic organization, Vol. 8, No. 4, pp.283-312.  

KAVADIAS, S., LADAS, K. & LOCH, C. 2016. The transformative business model. Harvard business 

review, Vol. 94, No. 10, pp.91-98.  

KHUSAINOVA, R., DE JONG, A., LEE, N., MARSHALL, G. W. & RUDD, J. M. 2018. (Re) defining 

salesperson motivation: current status, main challenges, and research directions. Journal of 

Personal Selling & Sales Management, Vol. 38, No. 1, pp.2-29.  

KING, A. A. & BAATARTOGTOKH, B. 2015. How useful is the theory of disruptive innovation? MIT 

Sloan Management Review, Vol. 57, No. 1, pp.77.  

KOCZISZKY, G., VERESNÉ SOMOSI, M. & BALATON, K. 2017. A társadalmi innováció vizsgálatának 

tapasztalatai és fejlesztési lehetőségei. Vezetéstudomány-Budapest Management Review, Vol. 48, 

No. 6-7, pp.15-19. https://doi.org/10.14267/VEZTUD.2017.06.02 

KORTMANN, S. 2015. The mediating role of strategic orientations on the relationship between 

ambidexterity‐oriented decisions and innovative ambidexterity. Journal of Product Innovation 

Management, Vol. 32, No. 5, pp.666-684.  

KOSZTYÁN, Z. T., SEBREK, S. S. & NOVÁK, Z. 2018. A szoftverfejlesztési folyamat átfogó 

észszerűsítése a vállalati dinamikus képességek lencséjén keresztül. Vezetéstudomány-Budapest 

Management Review, Vol. 49, No. 4, pp.44-57. https://doi.org/10.14267/VEZTUD.2018.04.05 

KOTTER, J. P. 1995. Leading change: Why transformation efforts fail. Harward Business Review, Vol. 

73, No. March-April, pp.59-67.  

KOVÁCS, A., MARULLO, C., VERHOEVEN, D., DI MININ, A. & VAN LOOY, B. Radical, Disruptive, 

Discontinuous and Breakthrough Innovation: More or the same? Academy of Management 

Annual Meeting, 2019 Boston, MA, USA. https://doi.org/10.5465/AMBPP.2019.272 

KUNISCH, S., MENZ, M. & AMBOS, B. 2015. Changes at corporate headquarters: Review, integration 

and future research. International Journal of Management Reviews, Vol. 17, No. 3, pp.356-381.  

KUPRENAS, J. A. 2003. Implementation and performance of a matrix organization structure. International 

Journal of Project Management, Vol. 21, No. 1, pp.51-62.  

KWEE, Z., VAN DEN BOSCH, F. A. & VOLBERDA, H. W. 2011. The influence of top management 

team's corporate governance orientation on strategic renewal trajectories: a longitudinal analysis 

of Royal Dutch Shell plc, 1907–2004. Journal of Management Studies, Vol. 48, No. 5, pp.984-

1014.  

LAVIE, D., STETTNER, U. & TUSHMAN, M. L. 2010. Exploration and exploitation within and across 

organizations. Academy of Management annals, Vol. 4, No. 1, pp.109-155.  

LAWRENCE-LIGHTFOOT, S. 2005. Reflections on portraiture: A dialogue between art and science. 

Qualitative inquiry, Vol. 11, No. 1, pp.3-15.  

LEE, J., LEE, J. & LEE, H. 2003. Exploration and exploitation in the presence of network externalities. 

Management Science, Vol. 49, No. 4, pp.553-570.  

LEPORE, J. 2014. The disruption machine. The New Yorker, Vol. 23, No., pp.30-6.  

LEVITAS, E. & NDOFOR, H. A. 2006. What to do with the resource-based view: A few suggestions for 

what ails the RBV that supporters and opponents might accept. Journal of Management Inquiry, 

Vol. 15, No. 2, pp.135-144.  

https://doi.org/10.14267/VEZTUD.2017.06.02
https://doi.org/10.14267/VEZTUD.2018.04.05
https://doi.org/10.5465/AMBPP.2019.272


158  

 

LEWIS, G. A. Role of Standards in Cloud-Computing Interoperability. 46th Hawaii International 

Conference on System Sciences, 2013 Wailea, Maui, HI, USA. p.1652-1661. 

https://doi.org/10.1109/HICSS.2013.470 

LIU, F., TONG, J., MAO, J., BOHN, R., MESSINA, J., BADGER, L. & LEAF, D. 2011. NIST cloud 

computing reference architecture. NIST special publication, Vol. 500, No. 2011, pp.1-28. 

https://doi.org/10.6028/nist.sp.500-292  

LIU, L. & LEITNER, D. 2012. Simultaneous pursuit of innovation and efficiency in complex engineering 

projects—A study of the antecedents and impacts of ambidexterity in project teams. Project 

Management Journal, Vol. 43, No. 6, pp.97-110. http://dx.doi.org/10.1002/pmj.21301 

LIU, Y., XU, X., ZHANG, L., WANG, L. & ZHONG, R. Y. 2017. Workload-based multi-task scheduling 

in cloud manufacturing. Robotics and Computer-Integrated Manufacturing, Vol. 45, No., pp.3-

20. https://doi.org/10.1016/j.rcim.2016.09.008  

LOPUCKI, L. M. & DOHERTY, J. W. 2007. Bankruptcy fire sales. Michigan Law Review, Vol., No., pp.1-

59.  

LUCAS JR, H. C. & GOH, J. M. 2009. Disruptive technology: How Kodak missed the digital photography 

revolution. The Journal of Strategic Information Systems, Vol. 18, No. 1, pp.46-55.  

LYYTINEN, K. & ROSE, G. M. 2003a. Disruptive information system innovation: the case of internet 

computing. Information Systems Journal, Vol. 13, No. 4, pp.301-330. 

https://doi.org/10.1046/j.1365-2575.2003.00155.x  

LYYTINEN, K. & ROSE, G. M. 2003b. The disruptive nature of information technology innovations: the 

case of internet computing in systems development organizations. MIS quarterly, Vol., No., 

pp.557-596. https://doi.org/10.2307/30036549  

MACLEAN, M., HARVEY, C., GOLANT, B. D. & SILLINCE, J. A. 2020. The role of innovation 

narratives in accomplishing organizational ambidexterity. Strategic Organization, Vol., No. 

https://doi.org/10.1177/1476127019897234 

MARCH, J. G. 1991. EXPLORATION AND EXPLOITATION IN ORGANIZATIONAL LEARNING. 

Organization Science, Vol. 2, No. 1, pp.71.  

MARKIDES, C. 2006. Disruptive innovation: In need of better theory. Journal of product innovation 

management, Vol. 23, No. 1, pp.19-25. https://doi.org/10.1111/j.1540-5885.2005.00177.x  

MARKIDES, C. & OYON, D. 2010. What to do against disruptive business models (when and how to play 

two games at once). MIT Sloan Management Review, Vol. 51, No. 4, pp.25.  

MARKIDES, C. C. 2012. How disruptive will innovations from emerging markets be? MIT Sloan 

Management Review, Vol. 54, No. 1, pp.23.  

MARKMAN, G. D. & WALDRON, T. L. 2014. Small entrants and large incumbents: A framework of 

micro entry. Academy of Management Perspectives, Vol. 28, No. 2, pp.179-197.  

MARSTON, S., LI, Z., BANDYOPADHYAY, S., ZHANG, J. & GHALSASI, A. 2011. Cloud 

computing—The business perspective. Decision support systems, Vol. 51, No. 1, pp.176-189.  

MCAFEE. 2018. 11 Advantages of Cloud Computing and How Your Business Can Benefit From Them 

[Online]. Company website. Available: https://www.skyhighnetworks.com/cloud-security-

blog/11-advantages-of-cloud-computing-and-how-your-business-can-benefit-from-them/ 

(Accessed October 3. 2018.). 

https://doi.org/10.1109/HICSS.2013.470
https://doi.org/10.6028/nist.sp.500-292
http://dx.doi.org/10.1002/pmj.21301
https://doi.org/10.1016/j.rcim.2016.09.008
https://doi.org/10.1046/j.1365-2575.2003.00155.x
https://doi.org/10.2307/30036549
https://doi.org/10.1177/1476127019897234
https://doi.org/10.1111/j.1540-5885.2005.00177.x
https://www.skyhighnetworks.com/cloud-security-blog/11-advantages-of-cloud-computing-and-how-your-business-can-benefit-from-them/
https://www.skyhighnetworks.com/cloud-security-blog/11-advantages-of-cloud-computing-and-how-your-business-can-benefit-from-them/


159  

 

MCGUINNESS, T. & MORGAN, R. E. 2005. The effect of market and learning orientation on strategy 

dynamics: The contributing effect of organisational change capability. European Journal of 

Marketing, Vol. 39, No. 11/12, pp.1306-1326.  

MELL, P. & GRANCE, T. 2011. The NIST definition of cloud computing. NIST, Vol. Special Publication 

800-145, No. https://doi.org/10.6028/nist.sp.800-145  

MÉSZÁROS, T. 2017. A stratégiai tervezéstől a stratégiai menedzsmentig. A Közgáz esetei az 

integrációval. Vezetéstudomány-Budapest Management Review, Vol. 48, No. 8-9, pp.2-12. 

https://doi.org/10.14267/VEZTUD.2017.09.01 

MIKALEF, P., BOURA, M., LEKAKOS, G. & KROGSTIE, J. 2019. Big data analytics capabilities and 

innovation: the mediating role of dynamic capabilities and moderating effect of the environment. 

British Journal of Management, Vol. 30, No. 2, pp.272-298.  

MITCHELL, J. R., HART, T. A., VALCEA, S. & TOWNSEND, D. M. 2009. Becoming the boss: 

Discretion and postsuccession success in family firms. Entrepreneurship Theory and Practice, 

Vol. 33, No. 6, pp.1201-1218.  

MITCHELL, W. 1991. Dual clocks: Entry order influences on incumbent and newcomer market share and 

survival when specialized assets retain their value. Strategic Management Journal, Vol. 12, No. 

2, pp.85-100.  

MITEV, A. Z. 2012. Grounded theory, a kvalitatív kutatás klasszikus mérföldköve (Grounded theory, the 

classic milestone of qualitative research). Vezetéstudomány/Budapest Management Review, Vol. 

43, No. 1, pp.17-30.  

MOM, T. J., VAN DEN BOSCH, F. A. & VOLBERDA, H. W. 2009. Understanding variation in managers' 

ambidexterity: Investigating direct and interaction effects of formal structural and personal 

coordination mechanisms. Organization Science, Vol. 20, No. 4, pp.812-828.  

MULGAN, G., TUCKER, S., ALI, R. & SANDERS, B. 2007. Social innovation: what it is, why it matters 

and how it can be accelerated. In: ENTREPRENEURSHIP, S. C. F. S. (ed.). Oxford, Said Business 

School.  

NADKARNI, S. & CHEN, J. 2014. Bridging yesterday, today, and tomorrow: CEO temporal focus, 

environmental dynamism, and rate of new product introduction. Academy of Management Journal, 

Vol. 57, No. 6, pp.1810-1833.  

NAGY, D., SCHUESSLER, J. & DUBINSKY, A. 2016. Defining and identifying disruptive innovations. 

Industrial Marketing Management, Vol. 57, No., pp.119-126. 

https://doi.org/10.1016/j.indmarman.2015.11.017 

NAKAYAMA, M., CHEN, C. & TAYLOR, C. W. 2017. The Effects of Perceived Functionality and 

Usability on Privacy and Security Concerns about Adopting Cloud Applications. Journal of 

Information Systems Applied Research, Vol. 10, No. 2, pp.4.  

NAMBISAN, S., LYYTINEN, K., MAJCHRZAK, A. & SONG, M. 2017. Digital Innovation Management: 

Reinventing innovation management research in a digital world. Mis Quarterly, Vol. 41, No. 1.  

NANTERME, P. 2016. Digital disruption has only just begun [Online]. www.weforum.org. Available: 

https://www.weforum.org/agenda/2016/01/digital-disruption-has-only-just-begun/ (Accessed 

March 20. 2018). 

NEMESLAKI, A. 2018. A magyar közigazgatás digitális transzformációjának jelentősége a 

vezetéstudományban: beköszöntő a tematikus számhoz. Vezetéstudomány-Budapest Management 

Review, Vol. 49, No. 7-8, pp.2-5. https://doi.org/10.14267/VEZTUD.2018.07-08.01  

NIHARIKA, G. & RITU, V. 2015. Cloud Architecture for the Logistics Business. Procedia Computer 

Science, Vol. 50, No., pp.414-420. https://doi.org/10.1016/j.procs.2015.04.013 

https://doi.org/10.6028/nist.sp.800-145
https://doi.org/10.14267/VEZTUD.2017.09.01
https://doi.org/10.1016/j.indmarman.2015.11.017
file:///C:/Users/fuzes/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/TZWDJA5Q/www.weforum.org
https://www.weforum.org/agenda/2016/01/digital-disruption-has-only-just-begun/
https://doi.org/10.14267/VEZTUD.2018.07-08.01
https://doi.org/10.1016/j.procs.2015.04.013


160  

 

NISZ. 2018. NISZ Szolgáltatások [Online]. Company website. Available: 

http://www.nisz.hu/szolgaltatasok/informatika (Accessed October 4. 2018). 

O'REILLY, C. A. & TUSHMAN, M. L. 2013. Organizational ambidexterity: Past, present, and future. The 

Academy of Management Perspectives, Vol. 27, No. 4, pp.324-338.  

O’REILLY, C. & BINNS, A. J. 2019. The three stages of disruptive innovation: idea generation, incubation, 

and scaling. California Management Review, Vol. 61, No. 3, pp.49-71.  

O’REILLY III, C. A. & TUSHMAN, M. L. 2008. Ambidexterity as a dynamic capability: Resolving the 

innovator's dilemma. Research in organizational behavior, Vol. 28, No., pp.185-206. 

https://doi.org/10.1016/j.riob.2008.06.002 

O’REILLY III, C. A. & TUSHMAN, M. L. 2016. Lead and disrupt: How to solve the innovator's dilemma, 

Stanford University Press.  

O’REILLY, K., PAPER, D. & MARX, S. 2012. Demystifying grounded theory for business research. 

Organizational Research Methods, Vol. 15, No. 2, pp.247-262.  

OAKLAND, J. & TANNER, S. 2007. A new framework for managing change. The TQM Magazine, Vol. 

19, No. 6, pp.572-589.  

OCASIO, W. 1997. Towards an attention‐based view of the firm. Strategic management journal, Vol. 18, 

No. S1, pp.187-206.  

OCASIO, W., LAAMANEN, T. & VAARA, E. 2018. Communication and attention dynamics: An 

attention‐based view of strategic change. Strategic Management Journal, Vol. 39, No. 1, pp.155-

167.  

ORACLE. 2018a. Delight Your Customers with Service Cloud [Online]. Company website. Available: 

https://cloud.oracle.com/service-cloud (Accessed October 3. 2018.). 

ORACLE. 2018b. Oracle Success Search [Online]. Company website. Available: 

https://www.oracle.com/search/customers/_/N-

p5wf?Ntt=erp%20cloud&Dy=1&Nty=1&Nr=112&Ntk=S1 (Accessed October 3. 2018.). 

ORACLE. 2018c. What is Oracle ERP Cloud? [Online]. Available: 

https://www.oracle.com/applications/erp/what-is-oracle-erp-cloud.html (Accessed October 2. 

2018). 

ORBÁN, A. Számítási felhők az e-közigazgatásban – Egy versenyképes technológia. 6. Báthory-Brassai 

nemzetközi konferencia, 2015 Budapest, Hungary. p.792-800.  

OSIYEVSKYY, O. & DEWALD, J. 2015. Explorative versus exploitative business model change: the 

cognitive antecedents of firm‐level responses to disruptive innovation. Strategic Entrepreneurship 

Journal, Vol. 9, No. 1, pp.58-78.  

OSSENBRINK, J., HOPPMANN, J. & HOFFMANN, V. H. 2019. Hybrid ambidexterity: How the 

environment shapes incumbents’ use of structural and contextual approaches. Organization 

Science, Vol. 30, No. 6, pp.1319-1348.  

PAAP, J. & KATZ, R. 2004. Anticipating Disruptive Innovation. Research-Technology Management, Vol. 

47, No. 5, pp.13-22. 10.1080/08956308.2004.11671647 

PAPPAS, J. M. & WOOLDRIDGE, B. 2007. Middle managers' divergent strategic activity: An 

investigation of multiple measures of network centrality. Journal of Management Studies, Vol. 44, 

No. 3, pp.323-341.  

http://www.nisz.hu/szolgaltatasok/informatika
https://doi.org/10.1016/j.riob.2008.06.002
https://cloud.oracle.com/service-cloud
https://www.oracle.com/search/customers/_/N-p5wf?Ntt=erp%20cloud&Dy=1&Nty=1&Nr=112&Ntk=S1
https://www.oracle.com/search/customers/_/N-p5wf?Ntt=erp%20cloud&Dy=1&Nty=1&Nr=112&Ntk=S1
https://www.oracle.com/applications/erp/what-is-oracle-erp-cloud.html


161  

 

PARASHER, Y., KEDIA, D. & SINGH, P. 2018. Examining Current Standards for Cloud Computing and 

IoT, Hershey, PA, USA, IGI Global. https://doi.org/10.4018/978-1-5225-3445-7.ch006 

PERTUSA-ORTEGA, E. M. & MOLINA-AZORÍN, J. F. 2018. A joint analysis of determinants and 

performance consequences of ambidexterity. BRQ Business Research Quarterly, Vol. 21, No. 2, 

pp.84-98. https://doi.org/10.1016/j.brq.2018.03.001 

PERTUSA-ORTEGA, E. M., MOLINA-AZORÍN, J. F., TARÍ, J. J., PEREIRA-MOLINER, J. & LÓPEZ-

GAMERO, M. D. 2020. The microfoundations of organizational ambidexterity: A systematic 

review of individual ambidexterity through a multilevel framework. BRQ Business Research 

Quarterly, Vol. 23, No. 1-17. https://doi.org/10.1177/2340944420929711 

PISANO, G. P. 2015. You need an innovation strategy. Harvard Business Review, Vol. 93, No. 6, pp.44-

54.  

POPADIUK, S., LUZ, A. R. S. & KRETSCHMER, C. 2018. Dynamic Capabilities and Ambidexterity: 

How are These Concepts Related? Revista de Administração Contemporânea, Vol. 22, No. 5, 

pp.639-660.  

PORTER, M. 1979. How competitive forces shape strategy. Harvard Business Review, Vol. 57, No. 2, 

pp.137-145.  

PORTER, M. E. & MILLAR, V. E. 1985. How information gives you competitive advantage. Harvard 

Business Review, Vol. 1985, No. 7, pp.149-152.  

PRAJOGO, D. I. 2016. The strategic fit between innovation strategies and business environment in 

delivering business performance. International Journal of Production Economics, Vol. 171, No., 

pp.241-249.  

PRENATT, D., ONDRACEK, J., SAEED, M. & BERTSCH, A. 2015. How Underdeveloped Decision 

Making and Poor Leadership Choices Led Kodak into Bankruptcy. Inspira: Journal of Modern 

Management & Entrepreneurship, Vol. 5, No. 1, pp.01-12.  

RADAELLI, G. & SITTON‐KENT, L. 2016. Middle managers and the translation of new ideas in 

organizations: A review of micro‐practices and contingencies. International Journal of 

Management Reviews, Vol. 18, No. 3, pp.311-332.  

RAISCH, S. & BIRKINSHAW, J. 2008. Organizational ambidexterity: Antecedents, outcomes, and 

moderators. Journal of management, Vol. 34, No. 3, pp.375-409.  

RAISCH, S. & ZIMMERMANN, A. 2017. A process perspective on the exploration–exploitation paradox. 

The Oxford Handbook of Organizational Paradox, Vol., No., pp.315.  

RAYNOR, M. E. 2011. The Innovator's Manifesto: Deliberate Disruption for Transformational Growth, 

New York, USA, Crown Publishing Group.  

REINHARDT, R. & GURTNER, S. 2015. Differences between early adopters of disruptive and sustaining 

innovations. Journal of Business Research, Vol. 68, No. 1, pp.137-145.  

RIALTI, R., MARZI, G., CIAPPEI, C. & BUSSO, D. 2019. Big data and dynamic capabilities: a 

bibliometric analysis and systematic literature review. Management Decision, Vol. 57, No. 8, 

pp.2052-2068. https://doi.org/10.1108/MD-07-2018-0821 

RICCIARDI, F., ZARDINI, A. & ROSSIGNOLI, C. 2016. Organizational dynamism and adaptive business 

model innovation: The triple paradox configuration. Journal of Business Research, Vol. 69, No. 

11, pp.5487-5493.  

RITTINGHOUSE, J. W. & RANSOME, J. F. 2016. Cloud computing: implementation, management, and 

security, Boca Raton, USA, CRC press. https://doi.org/10.1201/9781439806814 

https://doi.org/10.4018/978-1-5225-3445-7.ch006
https://doi.org/10.1016/j.brq.2018.03.001
https://doi.org/10.1177/2340944420929711
https://doi.org/10.1108/MD-07-2018-0821
https://doi.org/10.1201/9781439806814


162  

 

ROBISON, R. 2008. Google: A chronology of innovations, acquisitions, and growth. Journal of library 

administration, Vol. 46, No. 3-4, pp.5-29.  

ROJKO, A. 2017. Industry 4.0 concept: background and overview. International Journal of Interactive 

Mobile Technologies (iJIM), Vol. 11, No. 5, pp.77-90.  

ROSS, P. K. & BLUMENSTEIN, M. 2015. Cloud computing as a facilitator of SME entrepreneurship. 

Technology Analysis & Strategic Management, Vol. 27, No. 1, pp.87-101.  

ROTHAERMEL, F. T. 2001. Incumbent's advantage through exploiting complementary assets via interfirm 

cooperation. Strategic management journal, Vol. 22, No. 6‐7, pp.687-699.  

RUBINSTEIN, A. & ORGAD, L. 2018. Global Migration Crisis. Justice, Vol. 62, No. Winter 2018-2019.  

RYAN, A. B. 200. Post-positivist approaches to research, USA, Maynooth Adult and Community 

Education.  

SALESFORCE. 2018. Service Cloud [Online]. Company website. Available: 

https://www.salesforce.com/products/service-cloud/overview/ (Accessed October 3. 2018.). 

SANDSTRÖM, C., MAGNUSSON, M. & JÖRNMARK, J. 2009. Exploring factors influencing 

incumbents' response to disruptive innovation. Creativity and Innovation Management, Vol. 18, 

No. 1, pp.8-15.  

SAP. 2018a. Cloud ERP [Online]. Available: https://www.sap.com/products/erp/erp-cloud.html (Accessed 

October 2. 2018). 

SAP. 2018b. A composite organization achieved an ROI of 306% [Online]. Available: 

https://cx.sap.com/en/gmc29-forrester-tei-marketing?campaigncode=CRM-XY17-PRG-

GMC29_GLBA&url_id=text-global-pr (Accessed October 3. 2018). 

SAP. 2018c. Customer Testimonials [Online]. Company website. Available: 

https://www.sap.com/about/customer-testimonials.html (Accessed October 3. 2018). 

SAP. 2018d. Deliver personalized brand experiences with intelligent marketing [Online]. Company 

website. Available: https://www.sap.com/products/crm-commerce/marketing.html (Accessed 

October 3. 2018.). 

SAP. 2018e. SAP Service Cloud [Online]. Company website. Available: 

https://www.sap.com/products/crm-service-cloud-software.html (Accessed October 3. 2018.). 

SAP. 2018f. SAP SuccessFactors HCM [Online]. Company website. Available: 

https://www.successfactors.com/en_us.html (Accessed October 3. 2018.). 

SATELL, G. 2017a. The 4 Types of Innovation and the Problems They Solve. Harvard Business Review 

Digital Articles, Vol. 2017, No. 6, pp.1.  

SATELL, G. 2017b. Mapping innovation: a playbook for navigating a disruptive age, USA, McGraw-Hill 

Education.  

SCHMIDT, E. & ROSENBERG, J. 2014. How google works, Great Britain, Hachette UK.  

SCHMIDT, G. M. & DRUEHL, C. T. 2008. When is a disruptive innovation disruptive? Journal of product 

innovation management, Vol. 25, No. 4, pp.347-369. https://doi.org/10.1111/j.1540-

5885.2008.00306.x  

SCHMITT, A., RAISCH, S. & VOLBERDA, H. W. 2018. Strategic renewal: past research, theoretical 

tensions and future challenges. International Journal of Management Reviews, Vol. 20, No. 1, 

pp.81-98.  

https://www.salesforce.com/products/service-cloud/overview/
https://www.sap.com/products/erp/erp-cloud.html
https://cx.sap.com/en/gmc29-forrester-tei-marketing?campaigncode=CRM-XY17-PRG-GMC29_GLBA&url_id=text-global-pr
https://cx.sap.com/en/gmc29-forrester-tei-marketing?campaigncode=CRM-XY17-PRG-GMC29_GLBA&url_id=text-global-pr
https://www.sap.com/about/customer-testimonials.html
https://www.sap.com/products/crm-commerce/marketing.html
https://www.sap.com/products/crm-service-cloud-software.html
https://www.successfactors.com/en_us.html
https://doi.org/10.1111/j.1540-5885.2008.00306.x
https://doi.org/10.1111/j.1540-5885.2008.00306.x


163  

 

SCHUMPETER, J. A. 1942. Capitalism, socialism and democracy, New York City, NY, USA, Harper and 

Brothers.  

SEBREK, S. S. & VÁRADI, A. 2019. Letettük a névjegyünket! Dinamikus képesség a vállalati növekedés 

szolgálatában–a Wizz Air esete. Vezetéstudomány-Budapest Management Review, Vol. 50, No. 6, 

pp.48-62. https://doi.org/10.14267/VEZTUD.2019.06.05 

SEIDMAN, I. 2013. Interviewing as qualitative research: A guide for researchers in education and the 

social sciences, New York, USA, Teachers College Press.  

SETT, R. K. 2018. Market orientation− firm performance link in a dynamic environment: looking inside 

the black box. AMS Review, Vol. 8, No. 3-4, pp.163-179.  

SHEPHERD, D. A., MCMULLEN, J. S. & JENNINGS, P. D. 2007. The formation of opportunity beliefs: 

Overcoming ignorance and reducing doubt. Strategic Entrepreneurship Journal, Vol. 1, No. 1‐2, 

pp.75-95.  

SHEPHERD, D. A., MCMULLEN, J. S. & OCASIO, W. 2017. Is that an opportunity? An attention model 

of top managers' opportunity beliefs for strategic action. Strategic Management Journal, Vol. 38, 

No. 3, pp.626-644.  

SHIPP, A. J., EDWARDS, J. R. & LAMBERT, L. S. 2009. Conceptualization and measurement of 

temporal focus: The subjective experience of the past, present, and future. Organizational 

behavior and human decision processes, Vol. 110, No. 1, pp.1-22.  

SI, S. & CHEN, H. 2020. A literature review of disruptive innovation: What it is, how it works and where 

it goes. Journal of Engineering and Technology Management, Vol. 56, No., pp.101568.  

SIMONS, H. 2015. Interpret in context: Generalizing from the single case in evaluation. Evaluation, Vol. 

21, No. 2, pp.173-188.  

SKENDZIC, A. & KOVACIC, B. Microsoft office 365-cloud in business environment. MIPRO, 2012 

Proceedings of the 35th International Convention, 2012. IEEE, p.1434-1439.  

SMITH, J. W. 2016. The uber-all economy of the future. The Independent Review, Vol. 20, No. 3, pp.383-

390.  

SNEHVRAT, S., KUMAR, A., KUMAR, R. & DUTTA, S. 2018. The state of ambidexterity research: a 

data mining approach. International Journal of Organizational Analysis, Vol. 26, No. 2, pp.343-

367.  

SOMOSI, M. V. 2017. A szervezeti képességépítés néhány sajátossága. TAYLOR, Vol. 9, No. 2, pp.152-

160.  

STIENSTRA, M., BAAIJ, M., VAN DEN BOSCH, F. & VOLBERDA, H. 2004. Strategic Renewal of 

Europe’s Largest Telecom Operators (1992–2001):: From Herd Behaviour Towards Strategic 

Choice? European Management Journal, Vol. 22, No. 3, pp.273-280.  

STRINGER, R. 2000. How to manage radical innovation. California management review, Vol. 42, No. 4, 

pp.70-88.  

SUAREZ, F. F., UTTERBACK, J., GRUBEN, P. V. & KANG, H. Y. 2018. The hybrid trap: Why most 

efforts to bridge old and new technology miss the mark. MIT Sloan Management Review, Vol. 59, 

No. 3, pp.52-57.  

SULTAN, N. 2013. Cloud computing: A democratizing force? International Journal of Information 

Management, Vol. 33, No. 5, pp.810-815.  

https://doi.org/10.14267/VEZTUD.2019.06.05


164  

 

SULTAN, N. 2014. Servitization of the IT industry: the cloud phenomenon. Strategic Change, Vol. 23, 

No. 5-6, pp.375-388. https://doi.org/10.1002/jsc.1983  

SULTAN, N. & VAN DE BUNT-KOKHUIS, S. 2012. Organisational culture and cloud computing: coping 

with a disruptive innovation. Technology Analysis & Strategic Management, Vol. 24, No. 2, 

pp.167-179. https://doi.org/10.1080/09537325.2012.647644  

SUN, Y., LAMBERT, D., UCHIDA, M. & REMY, N. Collaboration in the cloud at Google. Proceedings 

of the 2014 ACM conference on Web science, 2014. ACM, p.239-240. 

https://doi.org/10.1145/2615569.2615637  

SURYA, K., MATHEW, S. & LEHNER, F. Innovation and the Cloud: A review of literature. Management 

of Innovation and Technology (ICMIT), 2014 IEEE International Conference on, 2014. IEEE, 

p.193-198. https://doi.org/10.1109/icmit.2014.6942424  

SUSANTO, H., ALMUNAWAR, M. N. & KANG, C. C. 2012. A review of cloud computing evolution 

individual and business perspective. Available at SSRN 2161693, Vol., No. 

https://doi.org/10.2139/ssrn.2161693 

SWANSON, E. B. 1994. Information systems innovation among organizations. Management science, Vol. 

40, No. 9, pp.1069-1092. https://doi.org/10.1287/mnsc.40.9.1069  

SY, T. & CÔTÉ, S. 2004. Emotional intelligence: A key ability to succeed in the matrix organization. 

Journal of Management Development, Vol. 23, No. 5, pp.437-455.  

SZABÓ, G., BENCZÚR, A. & MOLNÁR, B. 2013. ERP-rendszerek a számítási felhőben (cloud 

computing). A felhőtechnikával összefüggő új ERP kiválasztási kritériumok elemzése. 

VEZETÉSTUDOMÁNY, Vol. 44, No. 11, pp.62-68.  

SZABÓ, Z. R. 2010. Strategic adaptation, ambidexterity and competitiveness in Hungary between 1992 

and 2010 - PhD Thesis. Corvinus Univeristy of Budapest. 

TARÓDY, D. 2012. Formalized adaptability: the development of ambidexterity in a medium-sized 

enterprise. Vezetéstudomány / Budapest Management Review, Vol. 43, No. 12, pp.49-60.  

TARÓDY, D. 2018. Formation of Contextual Ambidexterity in Middle-sized Companies - PhD Thesis. 

Corvinus University of Budapest. 

TASEVSKA, M. 2017. Top 10 Procurement Software Vendors and Market Forecast 2016-2021 [Online]. 

Company website. Available: https://www.appsruntheworld.com/top-10-procurement-software-

vendors-and-market-forecast/ (Accessed October 3. 2018.). 

TEECE, D. J. 2000. Managing intellectual capital: Organizational, strategic, and policy dimensions, New 

York, NY, USA, Oxford University Press.  

TEECE, D. J. 2007. Explicating dynamic capabilities: the nature and microfoundations of (sustainable) 

enterprise performance. Strategic management journal, Vol. 28, No. 13, pp.1319-1350.  

TEECE, D. J. 2014. The foundations of enterprise performance: Dynamic and ordinary capabilities in an 

(economic) theory of firms. Academy of management perspectives, Vol. 28, No. 4, pp.328-352.  

TEECE, D. J. 2017a. Business models and dynamic capabilities. Long Range Planning, Vol. 51, No. 1, 

pp.40-49. https://doi.org/10.1016/j.lrp.2017.06.007 

TEECE, D. J. 2017b. Dynamic capabilities and (digital) platform lifecycles. Entrepreneurship, Innovation, 

and Platforms. Bingley, UK: Emerald Publishing Limited. https://doi.org/10.1108/S0742-

332220170000037008 

https://doi.org/10.1002/jsc.1983
https://doi.org/10.1080/09537325.2012.647644
https://doi.org/10.1145/2615569.2615637
https://doi.org/10.1109/icmit.2014.6942424
https://doi.org/10.2139/ssrn.2161693
https://doi.org/10.1287/mnsc.40.9.1069
https://www.appsruntheworld.com/top-10-procurement-software-vendors-and-market-forecast/
https://www.appsruntheworld.com/top-10-procurement-software-vendors-and-market-forecast/
https://doi.org/10.1016/j.lrp.2017.06.007
https://doi.org/10.1108/S0742-332220170000037008
https://doi.org/10.1108/S0742-332220170000037008


165  

 

TEECE, D. J., PISANO, G. & SHUEN, A. 1997. Dynamic Capabilities and Strategic Management. 

Strategic Management Journal, Vol. 18, No. 7, pp.509-533. https://doi.org/10.1002/(SICI)1097-

0266(199708)18:7<509::AID-SMJ882>3.0.CO;2-Z. 

TELLIS, G. J. 2006. Disruptive technology or visionary leadership? Journal of Product Innovation 

Management, Vol. 23, No. 1, pp.34-38. https://doi.org/10.1111/j.1540-5885.2005.00179.x  

TEMPELAAR, M. P. & ROSENKRANZ, N. A. 2019. Switching hats: The effect of role transition on 

individual ambidexterity. Journal of Management, Vol. 45, No. 4, pp.1517-1539.  

TEMPELAAR, M. P. & VAN DE VRANDE, V. Dynamism, munificence, internal and external 

exploration-exploitation and their performance effects. Academy of Management Annual Meeting 

Proceedings, 2012 Boston, MA.  

THOMOND, P. & LETTICE, F. Disruptive innovation explored. Cranfield University, Cranfield, England. 

Presented at: 9th IPSE International Conference on Concurrent Engineering: Research and 

Applications (CE2002), 2002.  

THRO, A. B. 2009. CEOs' Hybrid Speeches: Business Communication Staples. The Journal of Business 

Communication (1973), Vol. 46, No. 3, pp.335-361.  

TÓTH, R. 2016. Kivonul az Uber Magyarországról [Online]. www.24.hu. Available: 

https://24.hu/kozelet/2016/07/13/breking-kivonul-az-uber/ (Accessed October 20. 2019). 

TSAI, W.-T., SUN, X. & BALASOORIYA, J. Service-Oriented Cloud Computing Architecture. Seventh 

International Conference on Information Technology: New Generations, 2010 Las Vegas, NV, 

USA. IEEE, p.684-689. https://doi.org/10.1109/ITNG.2010.214. 

TSANG, E. W. & ZAHRA, S. A. 2008. Organizational unlearning. Human Relations, Vol. 61, No. 10, 

pp.1435-1462.  

TUNCDOGAN, A., LINDGREEN, A., VOLBERDA, H. & VAN DEN BOSCH, F. 2019. Strategic 

Renewal: Core Concepts, Antecedents, and Micro Foundations, New York, NY, USA, Routledge.  

TURNER, B. A. 1981. Some practical aspects of qualitative data analysis: one way of organising the 

cognitive processes associated with the generation of grounded theory. Quality and quantity, Vol. 

15, No. 3, pp.225-247.  

TUSHMAN, M., SMITH, W. K., WOOD, R. C., WESTERMAN, G. & O’REILLY, C. 2010. 

Organizational designs and innovation streams. Industrial and Corporate Change, Vol. 19, No. 5, 

pp.1331-1366.  

TUSHMAN, M. L. 1997. Winning through innovation. Strategy & Leadership, Vol. 25, No. 4, pp.14-19.  

TUSHMAN, M. L. & O'REILLY, C. A. 1996. The ambidextrous organizations: Managing evolutionary 

and revolutionary change. California management review, Vol. 38, No. 4, pp.8-30.  

TUZOVIC, S., WIRTZ, J. & HERACLEOUS, L. 2018. How do innovators stay innovative? A longitudinal 

case analysis. Journal of Services Marketing, Vol. 32, No. 1, pp.34-45.  

TWITTER. 2020. About public-interest exceptions on Twitter. Twitter company website. Available: 

https://help.twitter.com/en/rules-and-policies/public-interest (Accessed June 22, 2020) 

UOTILA, J., MAULA, M., KEIL, T. & ZAHRA, S. A. 2009. Exploration, exploitation, and financial 

performance: analysis of S&P 500 corporations. Strategic Management Journal, Vol. 30, No. 2, 

pp.221-231.  

https://doi.org/10.1002/(SICI)1097-0266(199708)18:7
https://doi.org/10.1002/(SICI)1097-0266(199708)18:7
https://doi.org/10.1111/j.1540-5885.2005.00179.x
file:///C:/Users/fuzes/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/TZWDJA5Q/www.24.hu
https://24.hu/kozelet/2016/07/13/breking-kivonul-az-uber/
https://doi.org/10.1109/ITNG.2010.214
https://help.twitter.com/en/rules-and-policies/public-interest


166  

 

UTTERBACK, J. 1994. Mastering the Dynamics of Innovation: How Companies Can Seize Opportunities 

in the Face of Technological Change. University of Illinois at Urbana-Champaign's Academy for 

Entrepreneurial Leadership Historical Research Reference in Entrepreneurship, Vol., No.  

VALILAI, O. F. & HOUSHMAND, M. 2013. A collaborative and integrated platform to support distributed 

manufacturing system using a service-oriented approach based on cloud computing paradigm. 

Robotics and Computer-Integrated Manufacturing, Vol. 29, No. 1, pp.110-127. 

https://doi.org/10.1016/j.rcim.2012.07.009 

VAN DER BORGH, M., DE JONG, A. & NIJSSEN, E. J. 2017. Alternative mechanisms guiding 

salespersons’ ambidextrous product selling. British Journal of Management, Vol. 28, No. 2, 

pp.331-353.  

VARIAN, H. R. 2006. The economics of internet search. Rivista di politica economica, Vol. 96, No. 11/12, 

pp.8.  

VECCHIATO, R. 2017. Disruptive innovation, managerial cognition, and technology competition 

outcomes. Technological Forecasting and Social Change, Vol. 116, No., pp.116-128.  

VENKATRAMAN, N., LEE, C.-H. & IYER, B. Strategic ambidexterity and sales growth: A longitudinal 

test in the software sector. Academy of Management Annual Meetings Proceedings, 2006 

Honolulu, HI, USA. Citeseer.  

VENKATRAMAN, N. & PRESCOTT, J. E. 1990. Environment‐strategy coalignment: an empirical test of 

its performance implications. Strategic Management Journal, Vol. 11, No. 1, pp.1-23.  

VERBEKE, A., CHRISMAN, J. J. & YUAN, W. 2007. A note on strategic renewal and corporate venturing 

in the subsidiaries of multinational enterprises. Entrepreneurship Theory and Practice, Vol. 31, 

No. 4, pp.585-600.  

VLASKOVITS, P. 2011. Henry ford, innovation, and that “Faster Horse” quote. Harvard Business Review, 

Vol. 29, No. 08, pp.2011.  

VOLBERDA, H. W. 2017. Comments on ‘Mastering strategic renewal: Mobilising renewal journeys in 

multi-unit firms’, Henk W. Volberda, Charles Baden-Fuller, Frans AJ van den Bosch. Long Range 

Planning, Volume 34, Issue 2, April 2001, Pages 159–178. Long Range Planning, Vol. 1, No. 50, 

pp.44-47.  

VOLBERDA, H. W., BADEN-FULLER, C. & VAN DEN BOSCH, F. A. 2001. Mastering strategic 

renewal: Mobilising renewal journeys in multi-unit firms. Long Range Planning, Vol. 34, No. 2, 

pp.159-178.  

VOLBERDA, H. W. & LEWIN, A. Y. 2003. Co‐evolutionary dynamics within and between firms: From 

evolution to co‐evolution. Journal of management studies, Vol. 40, No. 8, pp.2111-2136.  

VUORI, T. O. & HUY, Q. N. 2016. Distributed attention and shared emotions in the innovation process: 

How Nokia lost the smartphone battle. Administrative Science Quarterly, Vol. 61, No. 1, pp.9-51.  

WALDROP, M. M. 2016. The chips are down for Moore’s law. Nature News, Vol. 530, No. 7589, pp.144. 

https://doi.org/10.1038/530144a  

WARNER, K. S. & WÄGER, M. 2019. Building dynamic capabilities for digital transformation: An 

ongoing process of strategic renewal. Long Range Planning, Vol. 52, No. 3, pp.326-349.  

WASHINGTON, M. & HACKER, M. 2005. Why change fails: knowledge counts. Leadership & 

Organization Development Journal, Vol. 26, No. 5, pp.400-411.  

WEEKS, M. R. 2015. Is disruption theory wearing new clothes or just naked? Analyzing recent critiques 

of disruptive innovation theory. Innovation, Vol. 17, No. 4, pp.417-428.  

https://doi.org/10.1016/j.rcim.2012.07.009
https://doi.org/10.1038/530144a


167  

 

WEI, Y. S. & ATUAHENE-GIMA, K. 2009. The moderating role of reward systems in the relationship 

between market orientation and new product performance in China. International Journal of 

Research in Marketing, Vol. 26, No. 2, pp.89-96.  

WENZEL, M., STANSKE, S. & LIEBERMAN, M. B. 2020. Strategic responses to crisis. Strategic 

Management Journal, Vol. 41, No. Virtual Special Issue. https://doi.org/10.1002/smj.3161 

WHITESIDE, M., MILLS, J. & MCCALMAN, J. 2012. Using secondary data for grounded theory analysis. 

Australian Social Work, Vol. 65, No. 4, pp.504-516.  

WU, Y., CEGIELSKI, C. G., HAZEN, B. T. & HALL, D. J. 2013. Cloud computing in support of supply 

chain information system infrastructure: understanding when to go to the cloud. Journal of Supply 

Chain Management, Vol. 49, No. 3, pp.25-41. https://doi.org/10.1111/j.1745-493x.2012.03287.x  

XU, L. D., XU, E. L. & LI, L. 2018. Industry 4.0: state of the art and future trends. International Journal 

of Production Research, Vol. 56, No. 8, pp.2941-2962.  

XU, X. 2012. From cloud computing to cloud manufacturing. Robotics and computer-integrated 

manufacturing, Vol. 28, No. 1, pp.75-86. https://doi.org/10.1016/j.rcim.2011.07.002  

YIN, R. K. 2013. Validity and generalization in future case study evaluations. Evaluation, Vol. 19, No. 3, 

pp.321-332.  

YU, C., XU, X. & LU, Y. 2015. Computer-Integrated Manufacturing, Cyber-Physical Systems and Cloud 

Manufacturing – Concepts and relationships. Manufacturing Letters, Vol. 6, No., pp.5-9. 

https://doi.org/10.1016/j.mfglet.2015.11.005 

YU, D. & HANG, C. C. 2010. A reflective review of disruptive innovation theory. International journal of 

management reviews, Vol. 12, No. 4, pp.435-452.  

YU, D. & HANG, C. C. 2011. Creating technology candidates for disruptive innovation: Generally 

applicable R&D strategies. Technovation, Vol. 31, No. 8, pp.401-410.  

YU, G. J. & KHESSINA, O. The role of exploration in firm survival in the worldwide optical library 

market, 1990-1998. Annual Meetings of the Academy of Management, 2012.  

ZACH, F. J., NICOLAU, J. L. & SHARMA, A. 2020. Disruptive innovation, innovation adoption and 

incumbent market value: The case of Airbnb. Annals of Tourism Research, Vol. 80, No. 

https://doi.org/10.1016/j.annals.2019.102818 

ZHIANG, L., YANG, H. & DEMIRKAN, I. 2007. The Performance Consequences of Ambidexterity in 

Strategic Alliance Formations: Empirical Investigation and Computational Theorizing. 

Management Science, Vol. 53, No. 10, pp.1645-1658.  

ZIMMERMANN, A. & BIRKINSHAW, J. 2016. Reconciling Capabilities and Ambidexterity Theories: A 

Multi-level Perspective. In: TEECE, D. & LEIH, S. (eds.) The Oxford Handbook of Dynamic 

Capabilities. Oxford: Oxford University Press.  

ZIMMERMANN, A., RAISCH, S. & CARDINAL, L. B. 2018. Managing persistent tensions on the 

frontline: A configurational perspective on ambidexterity. Journal of Management Studies, Vol. 

55, No. 5, pp.739-769.  

ZISSIS, D. & LEKKAS, D. 2011. Securing e-Government and e-Voting with an open cloud computing 

architecture. Government Information Quarterly, Vol. 28, No. 2, pp.239-251. 

https://doi.org/10.1016/j.giq.2010.05.010  

ZOLLO, M. & WINTER, S. G. 2002. Deliberate learning and the evolution of dynamic capabilities. 

Organization science, Vol. 13, No. 3, pp.339-351.  

 

https://doi.org/10.1002/smj.3161
https://doi.org/10.1111/j.1745-493x.2012.03287.x
https://doi.org/10.1016/j.rcim.2011.07.002
https://doi.org/10.1016/j.mfglet.2015.11.005
https://doi.org/10.1016/j.annals.2019.102818
https://doi.org/10.1016/j.giq.2010.05.010


168  

 

11 List of own publications 

FÜZES, P. Az informatikai felhőszolgáltatások innovációs jellegének vizsgálata. A stratégiai menedzsment 

legújabb kihívása: a 4. ipari forradalom - Konferencia, 2018. Október 18., Budapest, Hungary. 

http://unipub.lib.uni-corvinus.hu/3839/1/4ipariforr.pdf , p.64-76.  

FÜZES, P. Az informatikai felhőszolgáltatások innovációs jellegének vizsgálata: Fenntartó vagy bomlasztó 

innováció a felhőszolgáltatás? Professzorok az Európai Magyarországért Egyesület - XVII. PhD 

– Konferencia, 2018. November 15., Budapest, Hungary. p.98-108.  

FÜZES, P. 2018. How Does Cloud Computing Change the Strategic Alignment Between Business and IT? 

Fifth International Conference on Digital Information Processing, E-Business and Cloud 

Computing (DIPECC2018), July 05-07. 2018, Trabzon, Turkey. SDIWC - Digital Library.  

FÜZES, P. The impact of cloud computing on business -IT strategic alignment. Fiatal Kutatók 

Szimpóziuma (FIKUSZ), 2018. November 30., Budapest, Hungary. p.128-143.  

FÜZES, P. 2019 Bomlasztó innováció-e a felhőalapú szolgáltatás? Vezetéstudomány-Budapest 

Management Review, Vol. 50, No. 2, pp.2-13. https://doi.org/10.14267/VEZTUD.2019.02.01  

FÜZES, P. Strategic renewal and salesforce ambidexterity. EURAM 2019 Conference, 2019 Lisbon, 

Portugal.  

FÜZES, P. 2020. Response to disruptive innovation with hybrid products: transition of Oracle’s business 

applications to cloud computing. International Journal Technological Learning, Innovation and 

Development, Vol. 12, No. 1, pp.45-70. https://doi.org/10.1504/IJTLID.2020.108638  

FÜZES, P., GÓDOR, Z. & SZABÓ, Z., ROLAND. Escaping from the exploitation trap by shaping the 

digital future: How can an established firm drive indusrty changes by exploring and exploiting 

cloud computing? EURAM 2017 Conference, 2017 Glasgow, UK.  

FÜZES, P. & SZABÓ, Z., ROLAND. 2018. The Evolution of Organizational Ambidexterity: The Role of 

Top and Middle Management in Organizational Renewal. EURAM 2018 Conference, 2018 

Reykjavik, Iceland.  

FÜZES, P., SZABÓ ZS, R. & GÓDOR, Z. Szabadulás a kiaknázási csapdából a digitlis jövő alakításával: 

Hogyan irányítható az iparági változás egy felhő alapú szolgáltatásra épülő kiaknázási és 

felderítési tevékenységgel. Miskolci Egyetem Gazdaságtudományi Kar - „Mérleg és Kihívások” 

X. NEMZETKÖZI TUDOMÁNYOS KONFERENCIA, 2017. október 17-18., Miskolc. p.172-

187.  

FÜZES, P., SZABÓ ZS, R. & GÓDOR, Z. 2018. Szabadulás a kiaknázási csapdából a digitális jővő 

alakításával. VEZETÉSTUDOMÁNY / BUDAPEST MANAGEMENT REVIEW, Vol. 49, No. 

1, pp.54-64. https://doi.org/10.14267/VEZTUD.2018.01.06 

FÜZES, P., SZABÓ ZS, R. & GÓDOR, Z. A Game changer: exploring and exploiting cloud computing. 

In: UDVARDI, B., ed.4th Central European PhD Workshop on Technological Change and 

Development 2019 Szeged, Hungary. p.240-256. 

HORTOVÁNYI, L., FÜZES, P. & SZABÓ ZS, R. 2019. A szervezeti magatartás irányítása kettős 

képességű szervezetben. Vezetéstudomány/Budapest Management Review, Vol. 50, No. 10, 

pp.74-86. https://doi.org/10.14267/VEZTUD.2019.10.07  

 

 

http://unipub.lib.uni-corvinus.hu/3839/1/4ipariforr.pdf
https://doi.org/10.14267/VEZTUD.2019.02.01
https://doi.org/10.1504/IJTLID.2020.108638
https://doi.org/10.14267/VEZTUD.2018.01.06
https://doi.org/10.14267/VEZTUD.2019.10.07

