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Abstract: 
Many existing studies have investigated the relationship between business model innovation 
(hereafter BMI) and managerial cognition. Although those studies are contributed to our 
theoretical and practical understanding of the role of managerial cognition on BMI, they have 
been suffered from the limitations in explaining the mechanism of how managerial cognition 
on industry recipe and identity influences the selection between architectural and modular BMI. 
In order to understand the current development and research gaps, this study reviewed existing 
studies on the integrative approach of literature review. It presents the results of literature 
review: relationship between industry recipe and BMI; relationship between organizational 
identity and BMI. The conclusion contains the implications. 
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What has done on the relationship between business model innovation, 
industry recipe and organizational identity: Literature review 

 
1. Introduction  

Many existing studies have investigated the relationship between business model innovation (hereafter 
BMI) and managerial cognition (Aspara et al., 2011; 2013;, Egfjord and Sund, 2020; Hadida and Paris 
2014; Kim and Kim, 2023; Matthyssens et al., 2006; Schneckenberg et al., 2019; Sund et al., 2021; 
Tikkanen et al., 2005). Although those studies are contributed to our theoretical and practical 
understanding of the role of managerial cognition on BMI, they have been suffered from the limitations 
in explaining the mechanism of how managerial cognition on industry recipe and identity influences 
the selection between architectural and modular BMI. Many organizations recognize that BMI is one 
of key activities to make their business operation effective and productive, achieve their business 
growth and achieve their competitive advantage (Amit and Zott, 2001; Speith et al., 2014; 2016; Foss 
and Saebi, 2018). They conduct a variety of BMI to introduce a new BM and improve existing BM. 
Foss and Saebi (2018) captured a variety of BMI on the scope of BMI. It can be classified into 
architectural and modular BMI. Architectural BMI is the introduction of a new BM, while modular 
BMI is the introduction or change of one (or two) component(s), which is the part(s) of existing BM 
architecture in an organization (Kim and Kim, 2013, p.3). Existing studies of relationship between BMI 
and industry recipe and organizational identity have addressed, through the role of managerial cognition 
on industry recipe or organizational identity, how similar or different BMI appear. Managerial cognition 
on industry recipe and organizational identity represent inside and outside organization on cognitive 
perspective (Rindova and Fombrun, 1999; Tikkanen et al., 2005). But they have failed to sufficiently 
explore how and why an organization comes up with architectural or modular BMI. Thus, in order to 
understand the current development and identify the potential contributions from existing studies, this 
study presented here reviewed existing studies of each relationship between BMI and managerial 
cognition – industry recipe and organizational identity. 

The research methodology in this study is the literature review. This study adopted the integrative 
approach of literature review. This approach has an advantage of exploring new phenomena (Snyder, 
2019). The search of literatures used google scholar by utilizing following keywords: BMI(Business 
Model, Architectural BMI, Modular BMI, BM development, BM design, BM transformation BM 
convergence, BM improvement or change etc.), managerial cognition (cognition structure, belief 
structure, belief system, mental model, sense-making, shared cognition, so on), industry recipe (industry, 
recipe, cognitive community, cognitive structure of industry, etc.) and organizational identity (identity, 
identity trap, entrepreneurship identity, so on) and each relationships. This article presents the results 
of literature review and research gaps. The results can be deployed into (i) the basic construct of industry 
recipe, organizational identity and architectural and modular BMI, (ii) architectural and modular BMI 
and industry recipe and (iii) architectural and modular BMI and organizational identity. The conclusion 
contains some implications.  

2. Results of Literature Review and Research Propositions 

2.1. Basic Construct: Managerial Cognition, Architectural and Modular BMI 

2.1.1. Managerial Cognition: Industrial Recipe and Organizational Identity 

Many studies noted that managerial cognition is the unique product of an organizational 
knowledge structure, which shapes managerial cognition (Hodgkinson and Sparrow 2002; 
Sund et al. 2018; Weick 1995). Managerial cognition in an organization works as a filter of 
inputs from outside (Lamberg and Tikkanen 2006; Schneckenberg et al. 2017; Sund et al. 2018, 
2021). Hodgkinson and Sparrow (2002) pointed out that managerial cognition plays a role in 
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interpreting knowledge and translating it into each action. Porac et al (2002) and Tikkanene et 
al (2005) argued that managerial cognition can be constructed through belief systems: industry 
recipe, boundary belief, reputational rankings and product ontology. They are a form of 
managerial cognition shaped by the knowledge of practices shared among managers or 
stakeholders (Aspara et al. 2011). Rindova and Fombrun (2013) pointed out that socio-
cognitive factors from organizational and industrial level influence managerial cognition. This 
study presented here focuses on industry recipe and organizational identity respectively 
representing industry and organization-level. An industry recipe is a belief related to the logic 
of the economic, competitive, and institutional environment as well as its effects on the focal 
organization (Spender, 1989; Tikkanene et al. 2005, p. 792). An industry recipe can be shared 
among managers within and between organizations (Porac et al. 2017). Bezjian et al. (2020) 
point out that an industry recipe is an adopted configuration of practices utilized by a firm and 
its rivals to produce similar products or services within a given industrial environment. The 
effect of industry recipes on each of them can be reflected on the actions of each firm. This 
study follows Bezjian et al.’s (2020) definition of an industry recipe. Organizational identity 
can be defined as a shared belief among an organization members about who we are, which are 
the central, enduring and distinctive features of an organization (Albert and Whetten, 1985; 
Frare and Beuren, 2022; Snihur, 2019). Organizational identity can be shaped through the 
actions (Snihur, 2019). Organizational identity gives the members of an organization coherent 
and enduring guiding points about outside inputs or their action. This study deals with the 
managerial cognition of industry recipe and organizational identity as a belief of industry and 
organization. 

2.1.2. Architectural and Modular BMI 

Existing studies have examined various business model innovations (BMIs) (Kim and Kang, 
2022; Loon and Chik, 2019; Magni et al., 2022; Schneckenberg et al., 2022; Spieth et al. 2014; 
2016). BM in organization indicates the architecture with which organization creates and 
captures value. BMI is defined as the innovation of organization to introduce a new BM or 
improving the existing BM (Foss and Saebi, 2018; Kim and Kang, 2022; Kim and Kim, 2023). 
An organization is involved in a variety of BMIs. For example, newly adding advertising model 
while maintaining an existing subscription-based pricing model in the mobile content business 
model of LG U+, which is a mobile service provider in South Korea; advancing existing 
machine-learning technique to provide customer-tailed recommendations to users. Those 
indicate the different-level changes of BM. The changing scope of BM can be classified as 
architectural and modular BMI (Foss and Saebi, 2018). Architectural BMI is the introduction 
of a new BM in an organization, while modular BMI is the introduction or change of one (or 
two) component(s), which is the part(s) of existing BM architecture (Kim and Kim, 2023, p.3). 
Modular means that if a part of a BM can be changed in a modular mode, other parts do not 
change because the complementary to other parts are not strong, although strong independence 
in each modular can be identified (Foss and Saebi, 2018, p.15). For example, architectural BMI 
is the introduction of new BM in Nokia as Finland mobile handset manufacturer by creating or 
re-configuring all components of Nokia BM architecture (Aspara et al., 2011). Modular BMI 
is to introduce price policy for the revenue model of Tving and Wavve BM, which are over-
the-top service providers in South Korea (Kim and Kim, 2023). This can help firms solve the 
inefficiency, ineffectiveness or lower performance of BM in an organization (Loon and Chik, 
2019; Kim and Kim, 2023). As noticed, many organizations conduct architectural or modular 
BMI. 
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2.2. BMI and Managerial Cognition: Industry Recipe and Organizational Identity 

2.2.1. Role of Managerial Cognition and BMI 

Many studies examined the relationships between managerial cognition and BMI (Aspara et al. 
2011; 2013; Kim and Kim, 2023; Martins et al. 2015; Matthyssens et al. 2008; Sabatier et al. 
2010; Shepard et al. 2021; Sund et al. 2018; 2021; Taeuscher and Abdelkafi 2017; Tikkanen et 
al. 2005). Some existing studies noted that BM is the outcome of managerial cognition 
involving in BMI (Kim and Kim, 2023; Sund et al. 2018; 2021; Tikkanen et al. 2005). They 
indicate a BM as the cognitive architecture or template in which an organization creates or 
captures value. It is used in this study. Existing studies noted that managerial cognition is 
engaged in the decision-making of BMI (Habstay 2012; Matthyssens et al. 2008; Martins et al. 
2015; Reyman et al. 2017; Schneckenberg et al. 2017; Spieth et al. 2014). They referred a 
decision-making as the selection of an optimal alternative based on problem recognition 
(Reyman et al. 2017; Schneckenberg et al. 2017). The different decision-makings of BMI lead 
to different levels of problem recognition and decisions: e.g. the problem of adopting a 
technology would lead to a change in a component, which is a part of BM in an organization 
(Andries and Debackere 2013). Based on their argument, an organization conducts various 
decision-makings of BMI at architectural and modular-level (Aspara et al. 2011, 2013; Egfjord 
and Sund, 2020; Foss and Saebi 2018; Schneckenberg et al. 2017; Sund et al. 2018). However, 
a decision-making can be deployed into a series of inter-related sub decision-making process 
through iterative loops (Mintzberg et al., 1976). Thus, managerial cognition takes a role of BMI 
decision-makings, eventually leading to the production of a BM. 

2.2.2. Architectural and Modular BMI and Industry Recipe 

Existing studies examined how industry recipe can influence an organization’s activities such 
as decision-making, strategy and production (Kim and Kim, 2023; Monaghan and Tippmann, 
2018; Spender, 1989; Tikkanen et al., 2005). Some of those studies investigated the relationship 
between BMI and industry recipe (Hadida and Paris, 2014; Kim and Kim, 2023; Leminen et 
al., 2016; Matthyssensetal., 2006; 2008; Tikkanen et al., 2005). Tikkanen et al. (2005) argued 
that industry recipe produces similar BMIs. The similarity of BMs between organizations will 
enhance when industry recipe becomes stronger. In the meanwhile, the alternative options of 
BMI from industry recipe can become fewer when existing industry recipe is stabilized. Kim 
and Kim (2023) examined the production of similar modular BMI from existing industry recipe 
through the cases of over-the-top service providers in South Korea. Although those studies are 
contributed to our theoretical understanding of relationship between BMI and industry recipe, 
they failed to explain the emergence of new BM different from existing industry recipe. 

Existing studies attempt to look how organizations produce different BMIs from existing 
industry recipe. Hadida and Paris (2014), by investigating the new entrants of digital music 
industry, they presented the case of BM creation in the new entrants, which is different from 
existing industry recipe. Their study implies, based on the relationship between industry recipe 
and BMI, that manager’s cognition in the incumbent organizations of digital music industry 
conducts similar BMIs because their managerial cognition becomes hardened in existing 
industry recipe. On the other side, because manager’s cognition in new entrants would be free 
from the existing industry recipe of digital music industry, they are able to create new BM 
different from incumbent BMs. Leminen et al. (2016) examined the influential role of industry 
recipe on publishing company and media company in digital publishing industry as the 
phenomena of industrial convergence. Their study notices that the BMs of new entrants from 
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telecommunication industry are different from the BM of publishing company, developed from 
the existing industry recipe of publishing industry. However, in the phenomena of industrial 
convergence, the effect of existing industry recipe on managerial cognition become less. The 
contribution from those studies is to explain how new entrants comes up with their BMs 
different from the BMs of incumbent organizations in an industry by showing the decoupling 
cases of relationship between industry recipe and managerial cognition. However, because their 
studies deal only with the new entrants of existing industry, they have the limitations in 
explaining how managerial cognition in the incumbent organization of existing industry 
produces a new BM, which is different from existing industry recipe. Some studies try to 
understand how an incumbent organization create a new BM different from existing industry 
recipe (Matthyssens et al., 2006; 2008). They investigated the BMI of suppliers in food industry. 
Their results indicate that managers in the suppliers of food industry were continuously 
struggled with existing industry recipe to produce the new value creation of BM (Matthyssens 
et al., 2008). Their study imply that the continuous efforts to separate their consciousness from 
existing industry recipe bring about the new BM 

Existing studies are contributed to our theoretical and practical understanding of relationship 
between BMI and industry recipe. They provide us an explanation of how managerial cognition 
on industry recipe shared among organizations in an industry leads similar BMIs among them. 
In the meanwhile, some pay attention to that, by decoupling managerial cognition with existing 
industry, an organization can create a different BM from existing industry recipe. Although 
existing studies noticed the different changing scope of BMI (Foss and Saebi, 2018), the studies 
of relationship between industry recipe and BMI insufficiently examined the discrepant effect 
of industry recipe on architectural and modular BMI. They do not explain how managerial 
cognition on industry recipe influences the selection between architectural and modular BMI. 
Additionally, they focus mostly on BMI at architectural-level rather than modular-level. It 
limits our understanding of BMI in terms of managerial cognition. 

2.2.3. Architectural and Modular BMI and Organizational Identity 

Existing studies examined how organizational identity influences strategy, employee 
relationship and innovation in an organization (Anthony and Tripsas, 2016; Bouchikhi and 
Kimberly, 2003; Snihur, 2018). Recent studies have explored the relationship between BMI 
and managerial cognition on organizational identity (Biloslavo et al., 2019; Guerrero and 
Santanmria-Velasco, 2021; Hacklin and Wallnofer, 2012; Sinhur, 2016; 2019). They argued 
that organizational identity influences the content of BMI in an organization. Biloslave et al. 
(2019) presented how the organizational identity of Muji corporation, which is established at 
1980 in Japan, influenced the content of sustainable BMI. Guerrero and Santanmria-Velasco 
(2021) partly captured the indirect impact of social identity on BMI with stakeholders of social 
community through the case of 44 social enterprises. Sinhur (2019) looked into the 
management of organizational identity in relation with BMI through the case of four ventures. 
Existing studies are ground on the alignment between managerial cognition and organizational 
identity. They imply that managerial cognition on organizational identity in an organization 
leads to produce its different BM, which is distinguished from the BMs in other organizations. 
Although their studies are contributed to understanding the role of organizational identity 
against BMI, those studies fail to address the emergence or change of new BM, which is not 
aligned with existing organizational identity. 

Existing studies paid their attention to the trap of organizational identity (Bouchikhi and 
Kimberly, 2003; Sinhur, 2018; van Boxstael and Benoo, 2020). Their argument is that an 
organization continuously conducts similar BMIs aligning with organizational identity, while 
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an organization’s alignment with its identity would be contributed to the production of unique 
BM distinguished from other organizations. However, existing studies pointed out that an 
organization encounters the difficulty, when it tries to conduct a new BMI different from 
existing BMIs aligned with organizational identity. They identified that managerial cognition 
on organizational identity works as the hindrance of BMI. This raises the problem of alignment 
between managerial cognition and organizational identity. Bouchikhi and Kimberly (2003) 
introduced the case of Polaroid, which was well known for its instant camera and film. The 
organizational identity of Polaroid was closely related to its core competence, which helps 
develop its unique strategy and BM. However, their study pointed out that Polaroid failed to 
transform the existing BM due to its organizational identity. Sinhur (2018) study articulated, 
through the case of Borders as an publishing firm, the failure of changing existing 
organizational identity caused the failure of changing existing BM in Borders, because its 
organizational identity constrained the direction and content of organizational learning. Their 
studies imply that the introduction of a new BM distracting from existing BMIs in an 
organization needs to be free from existing organizational identity. It indicates the need of new 
identity-shaping action to conduct BM transformation or introduce a new BM different from 
existing BMIs aligning with existing organizational identity (Snihur, 2018). Those studies are 
contributed to our understanding of how to emerge a new BMI different from existing BMIs 
coupled with an organizational identity. 

Existing studies expand our understanding of relationship between BMI and organizational 
identity. They are able to explain how managerial cognition on organizational identity shared 
among members in an organization leads the introduction of new BM, which is different from 
other organizations. Existing studies provide us the theoretical and practical implications of 
identity-management actions to create a new BM or transform the existing BM from existing 
organizational identity in an organization. They imply the dual approach of cognitive process 
and BMI process. However, although there are different changing scope in BMI (Foss and 
Saebi, 2018), existing studies of relationship between organizational identity and BM are 
limited to catch the discrepant effect of organizational identity on architectural and modular 
BMI. They failed to explain how managerial cognition on organizational identity influences 
the selection between architectural and modular BMI. Additionally, existing studies deal with 
architectural BMI, rather than modular BMI. It limits our understanding of BMI in terms of 
organizational identity. 

4. Conclusions: Theoretical and Practical Implications  

This study makes some theoretical contributions to the body of knowledge on each relationship 
between BMIs and managerial cognition – industry recipe and organizational identity. This 
study identified the theoretical gap of each relationships. It requires expanding our research 
scope of the relationship managerial cognition and BMI into architectural and modular BMI. 
But this study noticed that the attention to the relationship between BMI and industry recipe 
and organizational identity has not been made. Because industry recipe and organizational 
identity represent a belief of industry and organization, when an organization is engaged in 
BMI, there would be the effect of managerial cognition negotiated between industry recipe and 
organizational identity in BMI. It can be another research gap in existing studies. Additionally, 
the understanding of relationship between managerial cognition and architectural and modular 
BMI can give the practical implications to executive officers, managers and entrepreneurs, who 
need to deal with both architectural and modular BMI. 

Secondly, this study noticed two-level actions of managing managerial cognition. Based on 
Anthony and Tripsas (2016), BMI is related to management of managerial cognition such as 
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strength of or stretching identity. In other side, as Sinhur (2019) pointed out, by strategically 
managing belief structure, an organization can conduct better BMI. Two different-levels should 
be distinguished. However, those can give important theoretical and practical implication to 
executive officers, managers and entrepreneurs.  

Lastly, this study has some limitations. This needs to explicitly develop research propositions, 
based on the research gap identified in this study. Additionally, the advantage or disadvantage 
of research methodology has not been discussed. However, when the future empirical studies 
of the research gaps identified in this study can be organized through a variety of qualitative 
and quantitative methods, they would contribute to our theoretical and practical understanding 
of BMI, industry recipe and organizational identity. 
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