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Abstract

Incumbent manufacturers are increasingly developing digital
servitization (DS) projects to strengthen their position in the market
and meet the growing demands of personalized solutions. This
emergent paradigm requires a profound, yet little understood,
reconfiguration of business models (BMs) to adapt corporate
activities and their structure -in particular value-capture
mechanisms- to the new value proposition. The literature provides
limited insights into manufacturers’ BM adjustment process, hardly
revealing the stages of their DS journey. This in-depth case study
explores a global manufacturer in the energy sector and the
development of a business-to-business (B2B) artificial intelligence
(AI) platform to support the effective provision of digital solutions.
The aim is to show the dynamics behind the transformation process
and how the BM dimensions change, in particular the profit
generation strategies, as well as B2B AI-platform functionalities that
support a successful DS transformation.

Keywords: Digital servitization, B2B AI platform, energy sector,
sustainability.
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Introduction and Relevance of the Research
In the present age, manufacturers are put under pressure to

adapt their business models (BMs) to the rising globalization and
competition (Cenamor, Sjödin & Parida, 2017). Recently, a
phenomenon has sparked interest among academics and businesses,
modifying organizations’ competitiveness: digital servitization (DS).

DS is the transformation in processes, capabilities, and offerings
to progressively create, deliver, and capture value through services
based on enabling digital technologies (Shen, Sun & Parida, 2023),
leveraged to monitor and optimize product usage, driving value for
both providers and customers.

According to the definition, DS must be accompanied by a
reconfiguration of firms’ BMs: it entails new ways of creating,
delivering and capturing value (Sjödin, Parida, Jovanovic & Visnjic,
2020), calling, in turn, for new competencies, resources, strategies,
and increased integration (Kohtamäki, Parida, Oghazi, Gebauer &
Baines, 2019).

Rarely this BM redesign unfolds at once; rather it follows a
processual evolution over time, which is far from easy (Kohtamäki
et al., 2019; Sjödin et al., 2020).

However, understanding on how manufacturers shift to DS
paradigm is still limited and rarely uses a processual approach that
unveils how activities evolve during the transition (Kohtamäki,
Rabetino, Parida, Sjödin & Henneberg, 2022; Tian, Coreynen,
Matthyssens & Shen, 2022). Furthermore, there is a gap regarding
the adjustments in BM components and, specifically, the alignment
of new value-capture mechanisms to advanced digital solutions
provision (Sjödin et al., 2020)

Recent literature depicts AI platform as an effective tool to enact
the DS transformation: they are used to connect goods and gather,
analyse and exchange field data, generating insights and enabling
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advanced services provision (Cenamor et al., 2017; Delenogare, Le
Dain, Ayala, Pezzotta & Frank, 2023).

However, knowledge on how manufacturers adopt and leverage
AI platforms to generate value is relatively limited (Cenamor et al.,
2017; Barbieri, Rapaccini, Adrodegari, Saccani & Baccacin, 2022).

By adopting an in-depth qualitative approach based on semi-
structured interviews, this study examines a global B2B
manufacturer in the energy sector and how it exploits a B2B AI
platform for supplementing its core product (wind turbines) with
digital services, leveraging data analytics and action recommendations
to remotely monitor blade conditions across different sites and
turbines, regardless of brand.

Our aim is, hence, to tackle the outlined gaps by answering the
following research questions: how do manufacturers exploit B2B AI
platform to provide effective digital solutions? What path do
companies follow to successfully implement DS projects? What
changes occur in BM components and, specifically, how are value
capture mechanisms adapted to the new value proposition?

This study contributes to the literature, integrating knowledge
about DS transformation, from a B2B AI-platform leverage lens,
and the consequent BM components innovation: it elucidates the
strategic and operational advantages of platform's implementation,
including the ability to monitor and maintain wind turbines more
efficiently, creating lower downtime and greater energy output, and
it clarifies B2B platforms’ functions in the energy industry and their
potential to drive DS transformation.

From a practical perspective, the article emphasizes potential
effects of B2B AI platform in DS, offering a knowledge base that
may assist managers in successfully addressing the challenges that
this transformation raises.
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