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Abstract: 

 

Purpose: This study analyzes the effect of dynamic capabilities, customer knowledge 

management, and religiosity each as a determinant that drives all components and systems in 

an organization to run business model innovations, to improve business performance to be 

healthy and to grow sustainably.  

Design/Methodology/Approach: The quantitative, descriptive and explanatory analysis was 

taken by using the SEM-PLS method. Research data were collected through questionnaires 

with participants of this study being senior managers of Indonesia Islamic banks.  

Findings: The results show that religiosity variable together with the Customer Knowledge 

Management and Dynamic Capability variables simultaneously and partially through 

business model innovations are proved to influence business performance. Religiosity 

variables are positive and significant determinants of business model innovation. Religiosity, 

Customer Knowledge Management, and Dynamic Capability do not directly influence 

business performance. 

Practical Implications: The results show that the religiosity variable, alongside Customer 

Knowledge Management and Dynamic Capability variables simultaneously through business 

model innovations influences business performance and they can be used by the top 

management to improve performance. 

Originality/Value: The study implies a recommendation for Islamic banks to allocate enough 

resources and invest in improving learning capabilities, building tools and methodologies to 

find out customer needs in depth.   
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1. Introduction 

 

The ability of companies to compete in rapidly changing environments requires 

expertise in understanding and growing opportunities to design innovation (Afuah & 

Tucci, 2003), escalating responses to disruptions (Doz & Kosonen, 2010) and 

increasing strength to external risks (Demil & Lecocq, 2010). This ability should be 

demonstrated in constantly changing Business Models (BM) if companies want to 

remain aggressive in a complex world and reach a sustainable value creation (Doz & 

Kosonen, 2010; Teece, 2010). When opportunities or threats exist, it is a compulsory 

for companies to continue developing and strengthening their capabilities and 

revising their business models effectively and in a timely manner (DaSilva & 

Trkman, 2014). Therefore, Business Model Innovation (BMI) acted as a prerequisite 

for companies to be able to maintain simultaneous competitive advantages.  

 

Although, there is no exact meaning of business models, almost all researchers, 

scientists and people from industry unanimously agree on the importance, 

application, and relevance of the BMI concept  (Amit and Zott, 2012; Bashir et al., 

2016). BMI constitutes the process of searching for new ways in performing 

business that result in reconfiguration of value creation and acquisition mechanism 

(Björkdahl and Holmén, 2013; Massa and Tucci, 2014), and furthermore BMI is a 

new system of activities including innovation, value formation and the value 

capturing the structure of corporate and its alliances (Bouncken and Fredrich, 2016). 

Richter (2013) argues with the meaning of BMI as the development of new 

organizational forms for value creation, delivery and acquisition. Transformational 

changes in established firms are what BMI represents for (Demil and Lecoq, 2010). 

 

One of the most critical issues and the primary theme of BMI research is BMI's 

antecedents. The initial theme in BMI is seen as a phenomenon and mostly focuses 

on organizations' activities to redesign their models of businesses. This activity 

refers to the work done by people, communities, or companies to achieve BMI 

(Andreini, 2017). There are 2 (two) sub-themes of research that are often the focus 

of the BMI study. From the market-based view,  market analysis (Eriksson et al., 

2008), customer knowledge management (Wu et al., 2013), marketing channels 

(Cao, 2014), and marketing efforts (Brettel et al., 2012) as parts of marketing 

activity research tend to emphasize on the importance of the success of BMI in 

understanding the market (e.g. practices of customer knowledge or consumer-

focused).  

 

However, not only due to external inputs, but changes on BMs can also come from 

internal drivers as a result of a strategic or resource-based nature.  BMI demands 

companies to build a distinctive set of managerial skills (Berghman et al., 2006; 

Demil and Lecog, 2010). BMI can also be seen as a distinctively dynamic capability 

(Mezger, 2014). Similar to the resource-based view, dynamic capabilities theory 

sees a BM as a form designed from distinct resources and competencies (Amit and 

Zott 2001; Morris et al., 2005; George and Bock 2011), but in the latter approach 
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dynamic capabilities is seen differently that is to govern evolutionary fitness and 

help shape the business environment itself (Teece, 2010). Thus, dynamic capabilities 

are regarded as internal resources capable to change a BM (Andreini, 2017). 

 

However, our understanding of how companies adapt their models of business in 

response to outside threats and chances of opportunities is very shallow. It could 

cause a problem since a contingency in perspective would suggest the companies 

position between the firm's business model and its environment, which might 

influence its profitability (Saebi, Lien & Foss, 2016). A systematic review of BMIs 

research results shows that literature problems lie in constructing clarity and gaps 

concerning the identification of antecedent conditions, contingencies, and outcomes 

(Foss and Saebi, 2017). 

 

The literature review results show that religiosity variables have not been included 

as antecedents of BMI. Some of the external variables previously examined are 

culture (Hofstede, 2001; Lueg et al., 2013; Malmmose et al., 2014, Gao, 2013), 

cultural context (Dalby et al., 2014), sustainability (Birkin et al., 2009; Kiron et al., 

2013a and 2013b; Mokhlesian and Holmén, 2012) and CSR (Dickson et al., 2015), 

are determined as the emergence of new BMs. This lies the problem since religious 

motives; religious, environmental and cultural values influence customer choices 

and preferences in making financial and investment decisions (Mansour and Jlassi, 

2014; Usman et al., 2017). 

 

This study is an effort to fill in the gap by identifying critical conceptual, theoretical, 

and empirical gaps in BMI antecedent. Focusing on exploring the antecedents of 

BMI and on contributing to research related to BMI. The novelty of the research 

model compared to others in BMI research is to include religiosity variables. It 

emphasizes on several independent variables such as dynamic capabilities, customer 

knowledge management, and religiosity, and a dependent variable such as 

performance variable, and BMI is seen as an intermediate model, putting a focus on 

research at the business unit level of Islamic banking in Indonesia. 

 

2. Literature Review 

 

Business Unit Performance is a concept used to assess achievement of the activities 

of a business unit. Wheelan & Hunger (2012) states that "performance is the end 

result of activities; it includes the outcome of the process in strategic management." 

The strategic management practice is justified in terms of its capability to improve 

the performance of an organization, that is typically measured in terms of profits and 

return on investment. This definition implies that performance is the result of 

strategic management. Many results of empirical research examine the factors that 

determine the commercial banks’ performance (Al-Tamimi, 2007; Chirwa, 2003). 

 

This strategy envisions the positioning competitors, with ideas, the future direction 

(Andrews, 1971; Ansoff, 1965; Chandler, 1962; Porter, 1998). Here, the concept that 
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the BM has taken and described is the logic of corporate value creation with a 

holistic description of the corporate activity in a combined form (Osterwalder et al., 

2005). BM means a consistent strategy implementation (Dahan et al., 2010). The 

BM also can be regarded as a link between strategy and implementation of 

operations. Teece’s (2010) argument says that business models are more general 

than business strategies; therefore, a combination of both strategies and analysis of 

the BM is needed in ensuring competitive advantage as a result from designing new 

BM. Every successful company must have implemented effective BM. By 

identifying the overall supporting components of the BM, we can understand how 

BMs can build value propositions to generate profits using the required processes 

and resources (Johnson et al., 2008). A business model approach can be used to 

analyze the competitive structure and make strategic innovation decisions (Hamel, 

2000; Wahyudi et al., 2019; Rupeika-Apoga et al., 2018). 

 

2.1 Business Model Innovation 

 

The benefits associated with BMI undoubtedly outweigh other forms of innovations 

(Lindgardt et al., 2009; Schallmo and Brecht, 2010; Snihur and Zott, 2013). 

Opportunities for differentiation are no longer provided by product innovations. 

Low-wage countries acquire shorter life cycles, shorter periods of imitation and 

increasing competition causing new and sustained competitive advantage to be 

required.  Originally unique business models are the start of present new business 

opportunities. A company's job is to find how to create added value for customers 

and to benefit from a portion of this surplus value (Matzler et al., 2013). 

 

Due to its importance for corporate strategy and performance, the business model 

has become a subject of innovation (Spieth et al., 2013). As a matter of fact, in the 

accelerating environmental dynamics context, firms start to be aware that even a 

long time established business model cannot guarantee a successful performance 

(Chesbrough, 2007; Desyllas and Sako, 2013). On the contrary, managers in existing 

firms have to reassess established business models (Chesbrough, 2010) constantly – 

either in response to or proactively anticipate external changes. As a result, 

substantially BMI achieves higher than established firm capabilities and continues to 

organize product, service or technology innovation as a routine (Lindgardt et al., 

2009; Zott et al., 2011). 

 

Amit and Zott (2012) describe that BMI can be constituted of new activities, novel 

ways of connecting activities, or re-shuffling parties that do the activities, to obtain a 

value for stakeholders. Researchers also agree that BMI can occur even by replacing 

even a single element or component of a business model (Lindgardt et al., 2009; 

Demil and Lecocq, 2010). As told by Witell and Lofgren (2013) there are three 

levels of Business Model Innovation; changes in business models, incremental BMI 

and radical BMI. 
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One of the most related questions, for practice especially, is how firms create 

conducive situations for BMI process (Foss and Saebi, 2015). Current research gives 

new insights for BMI's key elements and processes as well as its impact on the 

performance of the firm (Kim and Min, 2015). However, taking some qualitative 

studies as exceptions (Doz and Kosonen, 2010), there is only a small empirical 

research that examines factors as influencing drivers to the success of BMI 

initiatives in firms. The literature on innovation management advises us that 

organizational culture is a vital antecedent of the success of innovation (Büschgens, 

Bausch & Balkin, 2013). 

 

2.2 Dynamic Capability  

 

Dynamic Capability (KD) is a field of research in the search for understanding why 

a company could outperform others. Teece et al. (1997) suggest a framework of how 

each company in entrepreneurship could outperform other companies by managing 

its different resources. Strategically agile companies can indeed focus and maintain 

their momentum following the same goals whereas remaining flexible to accelerate 

and cost-effectively respond opportunities to innovate (Di Minin et al., 2014). 

Winter stated that (2003) dynamic capabilities in a company enable them to operate, 

modify, extend and create standard capabilities. 

 

Research in India's banking industry showed that dynamic capability factor is an 

essential driver to the performance of banks. Learning, integration, and alliance of 

dynamic management capabilities directly influence banks' financial and 

nonfinancial performance. The banking industry is not an exception to change 

(Singh and Rao, 2017). This finding reveals a close positive relationship between the 

dynamic capabilities and its innovation performance in the small and medium-sized 

technical enterprises operating in an unstable environment (Grunbaum and Stenger, 

2013). Dynamic capabilities that are different have different impacts depending on 

the competitive (Makkonen et al., 2014). Nashiruddin's research shows that 

environmental turbulence and dynamic capabilities have a positive and significant 

impact on competitive advantage (Nashiruddin, 2015). It demonstrates that BMI can 

be seen as a concept for distinct dynamic capability. This capability can be broken 

down into a company's capability to recognize business model opportunities, grab 

them through developing valuable and unique business models and accordingly 

redesign the firms' resources and competencies. Despite the fact, all three dimension 

demands firms to combine external knowledge (on technologies, customer and 

business model) and existing knowledge in order to derive new business models 

(Mezger, 2014). 

 

2.3 Customer Knowledge Management 

 

Market-based view and resource-based view theories are presented by Customer 

Knowledge Management (CKM) and Dynamic Capability (KD) as other antecedents 

variables to be discussed in this study.   
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CKM is regarded as a novel organizational approach to capture, share and use 

information, knowledge experience and ideas connected with customers. By 

involving customers in corporate processes, CKM connects the external environment 

with that of the internal (Chen, 2008) as well as transfers and shares not only 

between consumers and within the company but also between costumers and 

companies (Zhang, 2011). 

 

Companies that have more knowledge about customers will have a better capability 

in identifying opportunities and are more likely to have a better performance (Lee et 

al., 2011). Having the skill to use and manage customer knowledge on an ongoing 

basis is very important for outstanding performance. Therefore, companies need to 

continually update their knowledge according to their customer information 

(Claycomb et al., 2005; Tuominen et al., 2004). According to Mukherji (2012), 

customer participation and absorbing this knowledge are essential for the ability to 

innovate. Therefore, using CKM in engaging customers in the process of innovation 

and make use of their knowledge and ideas is very important for the company (Auh 

et al., 2007; Yi et al., 2011). Companies that seek better performance must manage 

their customers' knowledge effectively (Lee et al., 2011; Ngo and O'Cass, 2012). 

 

In the banking world, consumers' knowledge is impacting the speed and quality of 

innovation as well as operational and financial performances. Our study also 

demonstrated different levels of knowledge about customers and knowledge for 

customers on various dimensions of innovation and companies performance. Using 

the flow of customer knowledge, firms will be more aware of threats from external 

environments, and new changes in costumers' needs, therefore, will then be more 

innovative and perform better (Taherparvar, 2014). 

 

2.4 Religiosity  

 

As told by Warren Buffett (2011), "Culture, more than rule books, determines how 

an organization behaves." Recent growing research examines the effects of culture 

on behaviors of banks (Fahlenbrach et al., 2012; Adhikari and Agrawal 2016; 

Kanagaretnam et al., 2015). Religiosity, being highly persistent over time, appears to 

be a fundamental attribute to the culture. Furthermore, morality, a key to religiosity 

attribute, is at the heart of bank culture's regulators. Religiosity is identified with 

lower risk in public banks, while the research by Cantrell and Yust (2018) state that 

religiosity always has a close relationship with banks' risks and has an impact on 

bank performance in an extremely good or bad performance. Their research 

confirms that private banks are especially unique, and religiosity can have a 

significant, reliable effect on bank outcomes. 

 

The results of this research showed that the Islamic working ethics values in the 

organization influence corporate innovation (Farrukh, Butt & Mansori, 2015; Abbasi 

et al., 2012; Awan and Akram, 2012; Kumar and Rose, 2010). Abbasi et al. (2012) 

have reported that the Islamic working ethic values integrated into the organizational 
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culture of the Islamic banking itself helps organizations to achieve better results 

primarily from the side of their human resources. Islamic working ethics values are 

instilled in managers acting as role models for their workers to encourage more 

efforts, newness, trust, loyalty to tasks and healthy relationships between employees. 

In the proposal from Jalil et al. (2010), several qualities such as integrity, solidarity, 

honesty, commitment, and responsiveness can be connected and reinforced by 

sharing the practice of Islamic ethics in all over the world. Also, several current 

research has shown that in the relationship between Islamic working ethics and 

innovations in Islamic organizations (Abbasi et al., 2012) including public sector 

organizations by Awan and Akram (2012) the ability of innovation that is 

significantly and positively influenced by Islamic working ethics. 

 

In many research, it is mentioned that what determines Islamic bank customers in 

choosing Islamic banks is religiosity if the research is conducted in Islamic banks 

and shows a substantial impact on the influence of religion on Muslim customers in 

using Islamic banks (Gait & Worthington, 2015; Abbas et al., 2003). Religious 

motivation is a factor which has the highest rating that was positively determining 

the use of Islamic banking products even though their knowledge of Islamic banking 

products tends to be limited. The company's reputation and estimated level of profits 

are not aspects that affect customers in choosing a bank but are dominated by 

religious preferences. Belief in Muslim behavior of Muslim consumers in countries 

is a factor that determines the choice of insurance products (Souiden & Jabeur, 

2015). Banking surveys conducted in Indonesia also reveal that religious norms have 

an essential part in the relations between religiosity and the selection of Islamic 

banks (Usman et al., 2017). 

 

Costumer research on Islamic and conventional banks in Malaysia shows that 

customer satisfaction is significantly related to the image, the image is influenced 

significantly by trust, and trust is influenced by consumer loyalty (from the sharia 

and conventional segments). These research findings show that Muslim customers 

prefer Islamic banks because they believe that Islamic banks comply with sharia 

provisions (Amin et al., 2013). According to McDaniel and Burnett (1990), 

religiosity is defined as a level of faith in God that is followed by the principles of 

believing and practicing. Religiosity is seen as a personal constituent that is found in 

human character (Hunt and Vitell, 1986), and it has many impacts on behavior and 

attitudes (Weaver and Agle, 2002; Vitell et al., 2005; Abou-Youssef, 2015). In 

contrast to the previous studies of Islamic banking which focused on the influence of 

customer religiosity on the preference for choosing Islamic banks, the subject of this 

paper was on the impact of religiosity on BMI. 

 

2.5 Business Performance 

 

Business Unit Performance is a concept used to assess the performance of a business 

unit activity. Wheelan & Hunger (2012) define it as the end result of activities that 

include the result of the process of strategic management. The practice of strategic 
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management is defined in terms of its ability to improve the organization's 

performance, that is usually measured in terms of profits and return on investment. 

This definition implies the final result of strategic management is performance. 

 

Many empirical types of research analyze factors that determine the performance of 

commercial banks (Al-Tamimi 2005; Chirwa, 2003). Kosmidou et al. (2006) studies 

the effectiveness and performance of England banks by using multiple types of 

methods including asset quality, capital adequacy, liquidity, efficiency, and 

profitability. In 1990, Kaplan and Norton introduced the concept of Balance Score 

Card (BSC) which able to measure how far the success of vision, mission, objective 

and strategy implementation of the firm. BSC is a measure of Business Unit 

Performance as a whole. So the dimension used in measuring business unit 

performance used adaptation from Kaplan & Norton (2004) which is (1) 

Performance in Financial (2) Costumer Performance (3) Internal Process 

Performance, and (4) Research and Development Performance. In regards to how 

the business model innovation affecting the business performance in general, this 

paper emphasizes on economic performance (Demil and Lecocq, 2010; Kiron et al., 

2013a and 2013b; Nair et al., 2012) with a primary focus on different profit 

measures such as profit margin and market share growth (Nair et al., 2012) or after-

tax income and operation margin (Demil and Lecocq, 2010) 

 

This research also includes the analysis by Zott and Amit (2007) who study the 

effect of a business model positioned in the center of the firm's equity market value. 

As a whole, Business Model Innovation research on real economic performance 

which borne consistent results shows a positive effect on Business Model 

Innovation. Apart from the firm's profit, the effect of Business Model Innovation in 

Islamic Banking Performance is also measured by customer satisfaction (Huang et 

al., 2012). 

 

3. Methodology 

 

This research focuses on analyzing simultaneously and partially the influence of 

Dynamic Capability, Customer Knowledge Management and Religiosity through 

Business Model Innovation on Business Performance in Indonesia Islamic Banking. 

This study was conducted to examine the relationship between banking influence 

and variable that is measured earlier by applying descriptive and verification 

technique, in order to analyze the impact and influence external and internal 

variables.  

 

i)  Sample: 

The unit of analysis of this study is done by conducting a survey from managerial 

level employees to directors in Islamic banking companies in Indonesia with a 

sample survey of 213 from the total of 1,972 workers.  

 

ii) Data Analysis Process: 
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The analysis is designed using the hypothesis test that figures the relationship 

between the variables of the study using the variety based Partial Least Square (PLS) 

analysis technique since the results of the questionnaire data are not normally 

distributed. Partial Least Square (PLS) is an analytical model developed from a 

structural model of Structural Equation Modeling (SEM) based on variants which 

can simultaneously carry out measurement tests as well as testing the systemic 

models. The measurement of the model is used to test its reliability and validity, on 

the other hand, the causality is testing by using a structural model, which also test 

the prediction models using hypotheses techniques. 

 

This study focuses on the effect of Dynamic Capability (X1), Customer Knowledge 

Management (X2) and Religiosity (X3) on Business Model Innovation (Y) on 

Business Performance (Z) in Islamic banking in Indonesia which is analyzed based 

on research data using Structural Equation Modeling Analysis (SEM) with the Smart 

PLS software tool. 

 

Dynamic Capability (X1) is measured with 4 indicators, namely; Sensing Capability 

(X1.1), Learning Capability (X1.2), Integration Capability (X1.3), and Coordinating 

Capability (X1.4). Customer Knowledge Management (X2) is measured with 3 

indicators, namely; Information from the Customer (X2.1), Information About the 

Customer (X2.2), and Information for the Customer (X2.3). Religiosity (X3) is 

measured with 3 indicators, namely; Innovation of Value Creation (Y1), New 

Innovation in Proposition (Y2), and Catching Value Innovation (Y3). Business 

Performance (Z) is measured with 4 indicators, namely; Financially Perspective 

(Z1), Consumer Perspective (Z2),  Perspective of Internal Process (Z3), and 

Perspective in learning (Z4).  

 

3.1 Hypotheses 

 

It can be hypothesized based on the structural concept of the above model, as 

follows: 

1. There is the influence of Dynamic Capability (X1), Customer Knowledge 

Management (X2) and Religiosity (X3) on Business Model Innovation (Y). 

2. There is the effect of Dynamic Capability (X1), Customer Knowledge 

Management (X2), Religiosity (X3) and Business Model Innovation (Y) on 

Business Performance (Z). 

3. After having the resut of each latent variables, both in exogeneous and 

endogenousus variables of latent, the testing of significant latent variables 

testing can be done using t value on the structural model of the influence of 

Dynamic Capability (X1), Customer Knowledge Management (X2) and 

Religiosity (X3) on Business Model Innovation (Y) on Business Performance 

(Z) in Islamic banking in Indonesia, where the significance of testing influences 

Dynamic Capability (X1) measured from 4 indicators of Sensing Capability 

(X1.1), Learning Capability (X1.2), Integration Capability (X1.3), and 

Coordinating Capability (X1.4); Customer Knowledge Management (X2) 
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measured from 3 indicators, namely; Information from the Customer (X2.1), 

Information About the Customer (X2.2), and Information for the Customer 

(X2.3); and Religiosity (X3) measured from 3 indicators of Religious Trust 

(X3.1), Consequences of Religion (X3.2), and Increased Religion (X3.3); on 

Business Model Innovation (Y) measured from 3 indicators of Value in Creation 

and Innovation (Y1), New Innovation in Proposition (Y2), and Value Catching 

in Innovation (Y3); on Business Performance (Z) measured from 4 indicators of 

Perspective in Financial (Z1), Perspective of Customer (Z2), Process in Internal 

Perspective (Z3), and Perspective in Learning (Z4); for t table with respondents 

in number (N) total of 213 respondents from 1,972 respondents. 

 

So, to obtain advanced structural models, as follows: 

 

Figure 1. The concept of Structural Research Models 

 
 

4. Analysis and Results 

 

The results of testing the validity of indicators and reliability testing of this research 

are presented below. 

 

Table 1. Test of Validity and Reliability 

Indicator 
Latent 

Variable 

Validity Reliability 

Loading 

Factor 

Standard 

Error 
t count 

t 

table 

CR>0.7 

AVE>0.5 

x11 
Dynamic 

Capability 

(X1) 

0.879 0.034 25.959 1.972 

CR=0.949 

AVE=0.824 

x12 0.917 0.019 48.098 1.972 

x13 0.916 0.029 31.346 1.972 

x14 0.917 0.020 46.612 1.972 

x21 Customer 

Knowledge 

Management 

(X2) 

0.901 0.021 42.727 1.972 

CR=0.933 

AVE=0.823 
x22 0.908 0.014 62.974 1.972 

x23 0.913 0.017 52.702 1.972 

x31 
Religiosity 

(X3) 

0.871 0.039 22.243 1.972 
CR=0.903 

AVE=0.757 
x32 0.890 0.025 34.988 1.972 

x33 0.847 0.040 21.025 1.972 
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y1 Business 

Model 

Innovation 

(Y) 

0.880 0.027 32.397 1.972 

CR=0.935 

AVE=0.828 
y2 0.933 0.014 66.601 1.972 

y3 0.916 0.025 36.221 1.972 

z1 
Business 

Performance 

(Z) 

0.849 0.055 15.390 1.972 

CR=0.932 

AVE=0.773 

z2 0.904 0.023 39.278 1.972 

z3 0.906 0.031 29.606 1.972 

z4 0.856 0.027 31.746 1.972 

 

From the table above, we can conclude that the lowest significance of the validity 

test of the Dynamic Variable (X1) was x11, that is the value of t count was 29,959; 

the result was the lowest significance of validity test. Customer Knowledge 

Management variable (X2) becomes x21, the calculation result of the t count value 

of its data is 42,727; the lowest validity test in significance for the variable in 

religiosity latent variable (X3) becomes x33 and the value of t count for its data is 

21,025; the significance for the lowest validity test of the Business Model 

Innovation variable (Y) becomes y1, that is the value of t count for its data is 32,397 

and the lowest validity for significance testing on the Business Performance latent 

variable (Z) becomes z1, that is, the value of t count for its data is 15,390.  

 

Therefore, all indicators from the above validity test criteria meet the requirements 

because of the validity test provisions. If t value is testing for loading factor > t table 

(1,972) so the survey is valid. 

 

Likewise for the reliability testing that is calculated based on the results of the value 

of Reliability Composite of the Dynamic Capability variable (X1) the value of its 

data is 0.949; Customer Knowledge Management (X2) variable is 0.933; Religiosity 

variable (X3) is 0.903; Business Model Innovation variable (Y) of 0.935; and the 

Business Performance variable (Z) is 0.932, where the value of each Composite 

Reliability variable of latent is more significant than the provision of the Reliability 

Composite Standard known as 0.7, which indicates the level of reliability of the 

indicator to form a very high latent variable.  

 

Whereas for the value of Average Variance Extracted Variable Dynamic Capability 

(X1) is 0.824; Customer Knowledge Management variable (X2) is 0.823; Religiosity 

variable (X3) is 0.757; The Business Model Innovation variable (Y) is 0.828; and 

Business Performance Variable (Z) of 0.773, which shows a higher value than the 

stipulation of the Extracted Variance Standard Average of 0.5. 

 

Based on these Composite Reliability (CR) and Average Variance Extracted (AVE) 

values, it can be assumed that all indicators are forming variables in latent that are 

rational and valid, and it can be used for SEM analysis. 

 

Then the significance test is carried out, with the following results: 
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Table 2. Test of Significance in the Research Model 
Var observed → Var 

latent (outer) 
t value 

Latent exsogen → Latent 

Endogen (inner) 
t value 

x11 → X1 17.714 

X1 → Y 

X2 → Y 

X3 → Y 

 

Y → Z 

3.313 

4.933 

3.334 

 

14.300 

x12 → X1 16.976 

x13 → X1 25.209 

x14 → X1 16.471 

x21 → X2 25.365 

x22 → X2 20.673 

x23 → X2 32.898 

x31 → X3 9.958 

x32 → X3 12.836 

x33 → X3 8.723 

y1 → Y 27.959 

y2 → Y 26.302 

y3 → Y 23.628 

z1 → Z 12.223 

z2 → Z 16.029 

z3 → Z 15.892 

z4 → Z 15.180 

t table = 1,972 

Provisions: 

t value > t table or - t value < - t table → significant influence 

t value < t table or - t value < - t table → not significant influence 

 

Based on Chin (1998), Hair et al. (2011), Hansele et al. (2009) in Ghozali & Latan 

(2015) the t value of all indicators forming latent variables and t value has a 

significant influence on the research variables on other variables, it must have t 

value standards over large than the t table (1,972). The information on the table 

above shows that all the above indicators form significant latent variables. Likewise, 

the t value influences the research variables, namely from X1 keY of 3,133, X2 to Y 

4,933, X3 to Y of 3,334 and from variable Y to Z is 14,300 which means that the 

value of t is higher than t table (1,972).  

 

After it is known that the influence of the research variables is also significant, for 

test the structural test model above, predictive in relevance (q2) or Stone-Geisser's is 

used to test predictive capabilities with the limit value> 0.35, the results of the data 

show the value predictive relevance results of 93.1%, indicating that the model has 

strong predictive relevance, and Goodness of Fit (GoF), which explains the 

differences between the observed values and those predicted by the model provided 

that the GoF value is> 0.36, and the data results show the GoF result value is 0.768, 

indicating that the model is fit. 

 

The influence of these research variables from the calculation results can be made 

the equation of the fourth hypothesis study model continued, as follows: 
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Y = 0.321*X1 + 0.456*X2 + 0.211*X3 (Ryx1x2x3 = 0.773) 

Z = 0.836*Y    (Rzy           = 0.698) 

 

Based on the above calculation result, that can be seen from the SEM value 

equation, and it is known that: 

  

1. There is a significant effect of Dynamic Capability (X1), Customer Knowledge 

Management (X2) and Religiosity (X3) on Business Model Innovation (Y) of 

77.3%; 

2. There is a permanent effect on Business Model Innovation (Y) Performance of 

the Business (Z) of 69.8% 

 

To add, in order to find out the relationship between the magnitude and the variables 

in latent, we also can obtain the values of the covariance matrix, as follows: Besides, 

to find out the magnitude of the relationship between latent variables also obtained 

the values of the covariance matrix, as follows: 

 

 X1 X2 X3 Y Z 

X1 1.000     

X2 0.836 1.000    

X3 0.564 0.495 1.000   

Y 0.821 0.829 0.618 1.000  

Z 0.730 0.685 0.600 0.836 1.000 

 

Based on the results of calculations between variables with structural parameter 

values, the influence of internal latent variables on external latent variables that are 

done directly and indirectly using Microsoft Excel software can be determined, as 

follows: 

 

1. Effect of Dynamic Capability Variables (X1), Customer Knowledge 

Management (X2) and Religiosity (X3) on Business Model Innovation (Y) 

 
P. Direct X1   : 0.321 x 1,000 x 0.321 = 0.103 

P. Direct X1 mll X2  : 0.321 x 0.836 x 0.456 =   0.122 

P. Direct X1 mll X3  : 0.321 x 0.564 x 0.211 =   0.038 

Total          0.103     +  0.161 

Influence Total X1:  0,264 

P. Direct X2   : 0,456 x 1,000 x 0,456 = 0,209 

P. Indirect X2 mll X1  : 0,456 x 0,836 x 0,321 =   0,122 

P. Indirect X2 mll X3  : 0,456 x 0,495 x 0,211 =   0,048 

Total                                                                               0,209     +  0,170 

Influence Total X2:  0,378 

P. Direct X3   : 0,211 x 1,000 x 0,211 = 0,045 

P. Indirect X3 mll X1  : 0,211 x 0,564 x 0,321 =  0,038 

P. Indirect X3 mll X2  : 0,211 x 0,495 x 0,456 =  0,048 

Total      0,045    +   0,086 
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Influence Total X3:  0,130 

Direct Influence X1, X2 & X : 0,103+0,209+0,045 =  0,357 

Indirect Influence X1, X2 & X3 : 0,161+0,170+0,086 =  0,416 

Shared Influence X1, X2 & X3 :     0,773 

 

So that from the above calculations the total effect given Variable Dynamic Capability (X1), 

Customer Knowledge Management (X2) and Religiosity (X3) on Business Model Innovation 

(Y) is 77.3%. The influence of other variables that are not included in this study is 22.7% 

 

2. Effect of Business Model Innovation Variables (Y) on Business Performance (Z): 

 
Direct Influence Y   : 0,836 x 1,000 x 0,836 = 0,699 

Influence Total Y   : 0,699 

 
So that from the above calculations the total influence given by the Business Model 

Innovation Variable (Y) on Business Performance (Z) is 69.9%. The influence of other 

variables that are not included in this study is 30.1%. 

 

Thus, from the results of the study, it was found that the effect given Variable 

Dynamic Capability (X1), Customer Knowledge Management (X2) and Religiosity 

(X3) on Business Model Innovation (Y) was 77.3% and the influence of other 

variables not included in this study was 22.7%. While the influence given Business 

Model Innovation Variable (Y) on Business Performance (Z) is equal to 69.9% and 

the influence of other variables that are not included in this study is 30.1%. 

 

The hypothesis of this simultaneous research model based on the information above 

shows that all indicators form significant latent variables. Likewise, the value of t 

value influences the research variables, namely from X1 to Y of 3,133, X2 to Y 

4,933, X3 to Y of 3,334 and from variable Y to Z is 14,300 which means that the 

value of t is higher than t table (1,972) then the hypothesis is accepted, namely 

dynamic capability, Customer Knowledge Management, and religiosity through 

Business Model Innovation, positively influencing the performance of the Islamic 

banking business in Indonesia simultaneously or partially. 

 

     5.  Conclusions  

 

The results of this study theoretically show that the religiosity variable, alongside 

Customer Knowledge Management and Dynamic Capability variables 

simultaneously through business model innovations influences business 

performance. Even so, it was found that Religiosity, Customer Knowledge 

Management, and Dynamic Capability partially did not have significant value or 

direct effect on banking business performance. 

 

Accordingly, the improvement of Business Model Innovation in Islamic banking 

must be made through increasing Dynamic Capability, Customer Knowledge 

Management and Religiosity, which will have an impact on improving Business 



Determinants of Business Models Innovation of Islamic Bank in Indonesia 

 

78 

 

Performance in Islamic banking. Religiosity variables are one factor of the 

antecedents on Business Model Innovation. 

 

The findings of these study reinforce previous research on the effect of religiosity on 

business performance of Islamic banking by Adhikari and Agrawal (2016), 

Kanagaretnam et al. (2015b) Cantrell and Yust (2018) but in this study, religiosity 

variable did not directly affect performance but through Business Model Innovation. 

In the Business Model Innovation research perspective, this study raises the 

antecedents of IMB other than culture (Hofstede, 1980; 2001; Lueg et al., 2013b; 

Malmmose et al., 2014; Gao, 2013), cultural context (Dalby et al., 2014), 

sustainability (Birkin et al., 2009; Kiron et al., 2013a; 2013b; Mokhlesian and 

Holmén, 2012) and CSR (Dickson et al., 2009; 2015). In addition, this research also 

strengthens the support that creating business model innovation is consistent with 

the views of Gibbert et al. (2002), Rollins and Halinen (2005), Taherparvar (2014) 

and strengthen the results of previous studies on the effect of dynamic capabilities 

on Business Model Innovation (Lin et al., 2015). 

 

This study implies a recommendation for Islamic banks to allocate enough resources 

and invest in improving learning capabilities, building tools and methodologies to 

find out customer needs in depth and comprehensively and encourage increased 

knowledge of Islamic banking contracts and the application of appropriate contracts 

all customer needs. They are intended to create new value prepositions in Business 

Model Innovations in order to get a positive impact on Islamic Bank Business 

Performances. 

 

Based on the input from managers, the focus of improvement in terms of dynamic 

capabilities is to improve coordination capabilities by ensuring adequate allocation 

of resources according to the needs of the company. In terms of CKM, companies 

must gather more information from customers about competitor services. In terms of 

religiosity, the focus of improvement is increasing employee references to Islamic 

banking and their interest in understanding more in-depth Islamic contracts through 

increasing the intensity of communication with shariah compliance and the 

supervisory board sharia. Reforming those three aspects will encourage Islamic 

banks in Indonesia to improve their products and services more innovatively (better, 

cheaper and faster) than competing banks (both Islamic banks and other commercial 

banks), therefore having an impact on improving business performance. 

 

References: 

 
Abbas, S.Z.M., Hamid, M.A.A., Joher, H. and Ismail, S. 2003. Factors that determine 

consumers’ choice in selecting Islamic financing products. Paper presented at the 

International Islamic Finance Conference. 

Abbasi, A.S., Ghulam, M.M. & Muzammil, H. 2012. Islamic work ethics: How they affect 

organizational learning, innovation, and performance. Actual Problems of 

Economics, 138(12), 471-280. 



F. Jatnika, N. Effendi, E. Febrian, M. Anwar 

79 

 

Abdillah, W., Jogiyanto. 2015. Partial Least Square (PLS) Alternatif Structural Equation 

Modeling (SEM) dalam Penelitian Bisnis. Ed.1. Yogyakarta: ANDI. 

Abou-Youssef, M.M.H., Kortam, W., Abou-Aish, E. & El-Bassiouny, N. 2015. Effects of 

religiosity on consumer attitudes toward Islamic banking in Egypt. Marketing 

Intelligence and Planning, 33(6), 786–807, https://doi.org/10.1108/IJBM-02-2015-

0024. 

Afuah, A. 2004. Business models a strategic management approach. New York: McGraw-

Hill/Irwin.  

Afuah, A. & Tucci, C.L. 2003. Internet business models and strategies text and cases (2nd 

ed.). Boston: McGraw-Hill.  

Al-Tamimi, H. and Lootah, A. 2007. Evaluating the operational and profitability efficiency 

of a UAE-based commercial bank. Journal of Financial Services Marketing, Vol. 

11, No. 4, pp. 333-348. 

Amin, M., Isa, Z. and Fontaine, R. 2013. Islamic banks: contrasting the drivers of customer 

satisfaction on image, trust, and loyalty of Muslim and non-Muslim customers in 

Malaysia. International Journal of Bank Marketing, Vol. 31, No. 2, pp. 79-97. 

Amit, R. & Zott, C. 2001. Value creation in e-business. Strategic Management Journal, 22(6–

7), 493–520. 

Amit, R. & Zott, C. 2012. Creating value through BMI. MIT Sloan Management Review, 53, 

41– 49. 

Andrews, K.R. 1971. The concept of corporate strategy. New York: Dow Jones-Irwin. 

Ansoff, H.I. 1965. Corporate strategy. New York: McGraw-Hill. 

Auh, S., Bell, S.J., McLeod, C.S. and Shih, E. 2007. Co-production and customer loyalty in 

financial services. Journal of Retailing, Vol. 83, No. 3, pp. 359-370. 

Awan, K.Z. & Akram, M. 2012. The relationship between Islamic work ethics and 

innovation capability and knowledge sharing plays a moderation role. 

International Journal of Economics and Management Sciences, 1(8), 34-48. 

Bashir, M., Yousaf, A. and Verma, R. 2016. Disruptive Business Model Innovation: How a 

Tech Firm is Changing the Traditional Taxi Service Industry. Indian Journal of 

Marketing, Vol. 46, No. 4, pp. 49-59. 

Bernd, W., Wirtz, V.G. 2016. Business Model Innovation: Development, Concept and Future 

Research Directions. Journal of Business Model, 4(1), 1–28, 

https://doi.org/10.5278/OJS.JBM.V4I1.1621. 

Birkin, F., Polesie, T. & Lewis, L. 2009. A new business model for sustainable development: 

An exploratory study using the theory of constraints in Nordic organizations. 

Business Strategy and the Environment, 18, 277–290. 

Björkdahl, J. and Holmén, M. 2013. Editorial: Business Model Innovation: The Challenges 

Ahead. International Journal of Product Development, 18(3-4), 213-225. 

Brettel, M., Strese, S. & Flatten, T.C. 2012. Improving the performance of business models 

with relationship marketing efforts: An entrepreneurial perspective. European 

Management Journal, 30, 85–98. 

Buffett, W. 2011. Warren Buffet’s Letter to Berkshire Shareholders. 26 February. 

Büschgens, T., Bausch, A. & Balkin, D.B. 2013. Organizational Culture and Innovation: A 

Meta-Analytic Review, 30(4), 763–781, https://doi.org/10.1111/jpim.12021. 

Cantrell, B.W. & Yust, C.G. 2018. The relation between religiosity and private bank 

outcomes. Journal of Banking and Finance, 91, 86–105, 

https://doi.org/10.1016/j.jbankfin.2018.04.009 

Cao, L.L. 2014. Business model transformation in moving to a cross-channel retail strategy: 

A case study. International Journal of Electronic Commerce, 18, 69–95. 



Determinants of Business Models Innovation of Islamic Bank in Indonesia 

 

80 

 

Chen, Y. 2008. The positive effect of green intellectual capital on competitive advantages of 

firms. Journal of Business Ethics, Vol. 77, No. 3, pp. 271-286. 

Chesbrough, H. 2007. Why companies should have open business models. MIT Sloan 

Management Review, 48(2), 22–28.  

Chirwa, E.W. 2003. Determinants of commercial banks' profitability in Malawi: A 

cointegration approach. Applied Financial Economics, 13(8), 565-571, 

http://dx.doi.org/10.1080/0960310022000020933  

Claycomb, C., Droge, C. and Germain, R. 2005. Applied customer knowledge in a 

manufacturing environment: flexibility for industrial firms. Industrial Marketing 

Management, Vol. 34, No. 6, pp. 629-640. 

Dahan, N., Doh, J., Oetzel, J., Yaziji, M., 2010. Corporate NGO Collaboration: Co-Creating 

New Business Models for Developing Markets. Long Range Planning 43 (2-3), 

326-342. 

Dalby, J., Lueg, R., Nielsen, L.S., Pedersen, L. & Tomoni, A.C. 2014. National Culture and 

Business Model Change: A Framework for Successful Expansions. Journal of 

Enterprising Culture, 22(4), 463–483, 

https://doi.org/10.1142/S0218495814500198. 

DaSilva, C.M. and Trkman, P. 2013. Business model: what it is and what it is not. Long 

Range Planning, 47, 379–389. 

Demil, B. & Lecocq, X. 2010. Business model evolution: In search of dynamic consistency. 

Long Range Planning, 43, 227-246. 

Desyllas, P. and Sako, M. 2013. Profiting from business model innovation: evidence from 

pay-as-you-drive auto insurance.  Research Policy, Vol. 42, No. 1, pp. 101-116. 

Dickson, M.A. & Chang, R.K. 2015. Apparel manufacturers and the business case for social 

sustainability: World-class CSR and BMI. Journal of Corporate Citizenship, 55–

72. 

Di Minin, A., Frattini, F., Bianchi, M., Bortoluzzi, G. and Piccaluga, A. 2014. Udinese 

Calcio soccer club as a talents factory: strategic agility, diverging objectives, and 

resource constraints. European Management Journal, Vol. 32, No. 2, pp. 319-336. 

Doz, Y.L. & Kosonen, M. 2010. Embedding strategic agility: A leadership agenda for 

accelerating business model renewal. Long Range Planning, 43. 370-382. 

Eriksson, C.I., Kalling, T., Akesson, M. & Fredberg, T. 2008. Business models for m-

services: Exploring the e-newspapers case from a consumer view. Journal of 

Electronic Commerce in Organizations, 6, 29-57.   

Farrukh, M., Butt, S. & Mansori, S.M. 2015. Innovation capability: The role of Islamic work 

ethics. Journal of Asian Business Strategy, 5(7), 125, 

https://doi.org/10.18488/journal.1006/2015.5.7/1006.7.125.131. 

Foss, N.J. & Saebi, T. 2017. Fifteen Years of Research on Business Model Innovation : How 

Far Have We Come, and Where Should We Go,  Journal of Managemen, 43(1), 

200 –227, https://doi.org/10.1177/0149206316675927. 

Gait, A. & Worthington, A.C. 2015. Attitudes of Libyan retail consumers toward Islamic 

methods of finance. International Journal of Islamic and Middle Eastern Finance 

and Management, 8(4), 439–454, https://doi.org/10.1108/IMEFM-04-2013-0056. 

Gao, M.H. 2013. Culture determines business models: Analyzing home depot’s failure case 

in China for international retailers from a communication perspective. 

Thunderbird International Business Review, 55(2), 173–191. 

Ghozali, Ι., Heng, L. 2012. Partial Least Square, Concepts, Techniques, and Applications 

SMART PLUS 2.0 M3 For Business Research. Semarang: Diponegoro Publisher 

Agency. 



F. Jatnika, N. Effendi, E. Febrian, M. Anwar 

81 

 

Guo, H., Zhao, J. and Tang, J. 2013. The role of top managers' human and social capital in 

business model innovation. Chinese Management Studies, 7, 3, pp. 447-469. 

Hamel, G. 2000. Leading the revolution. Boston: Harvard Business School Press. 

Hofstede, G.H. 2001. Culture’s Consequences: Comparing values, behaviors, institutions, 

and organizations across nations. Sage Publication Ltd, London.  

Johnson, W. 2011. Reinventing Your Business Model. HBR, December. 

Kim, S.K., Min, S. 2015. Business model innovation performance: When does add a new 

business model benefit an incumbent? Strategic Entrepreneurship Journal, 9, 34-

57. 

Kiron, D., Kruschwitz, N., Reeves, M. & Goh, E. 2013. The benefits of sustainability-driven 

innovation. MIT Sloan Management Review, 54, 69–73. 

Kumar, N.R. & Rose, R.C. 2010. Examining the link between Islamic work ethic and 

innovation capability. Journal of Management Development, 29(1), 79-93. 

Lee, R.P., Naylor, G. and Chen, Q. 2011. Linking customer resources to firm success: the 

role of marketing program implementation. Journal of Business Research, Vol. 64, 

No. 4, 394-400.  

Lin, H.F., Su, J.Q. & Higgins, A. 2016. How dynamic capabilities affect the adoption of 

management innovations. Journal of Business Research, 69(2), 862–876, 

https://doi.org/10.1016/j.jbusres.2015.07.004. 

Lindgardt, Z., Reeves, M., Stalk, G. and Deimler, M.S. 2009. Business Model Innovation. 

When the Game Gets Tough, Change the Game. The Boston Consulting Group, 

Boston, MA. 

Hunt, S. and Vitell, S. 2006. The General Theory of Marketing Ethics: A Revision and Three 

Questions. Journal of Macromarketing, 26(2), 143–153. 

Mansour, W. & Lefi, L. 2016. Trust Crisis in Islamic Banking: Empirical Evidence Using 

Structural Equations Modeling. International Journal of Business, 21(2). 

Mansour, and Jlassi, 2014.  The Effect of Religion on Financial and Investing Decisions. 

Investor Behavior: The Psychology of Financial Planning and Investing. In Kent 

Baker and Victor Ricciardi, editors, 135-151, Hoboken, NJ: John Wiley & Sons, 

Inc. Available at SSRN:  https://ssrn.com/abstract=2443296. 

Massa, L. and Tucci, C.L. 2014. Business model innovation. In Dodgson, M., Gann, D., and 

Phillips, N. (eds.) The Oxford Handbook of Innovation Management. Oxford: 

Oxford University Press, pp. 420–441. 

Matzler, K., Bailom, F., Friedrich von den Eichen, S. and Kohler, T. 2013. Business model 

innovation: Coffee triumphs for Nespresso. Journal of Business Strategy, 34, 30–

37.  

McDaniel, S.W. and Burnett, J.J. 1990. Consumer religiosity and retail store evaluative 

criteria. Journal of the Academy of Marketing Science, Vol. 18, No. 2, 101-112. 

McGrath, R.G. 2010. Business models: A discovery-driven approach. Long Range Planning, 

43, 247-261.  

Metzger, F. 2014. Toward a capability-based conceptualization of business model 

innovation: Insights from an explorative study. R&D Management, 44, 429-449. 

Mokhlesian, S. & Holmén, M. 2012. Business model changes and green construction 

processes. Construction Management and Economics, 30, 761–775. 

Morris M, Schindehutte, M. and Allen, J. 2005. The entrepreneur’s business model: Toward 

a unified perspective. Journal of Business Research, 58, 726–735. 

Mukherji, S. 2012. A framework for managing customer knowledge in retail industry. IIMB 

Management Review, Vol. 24, No. 2, pp. 95-103. 

https://ssrn.com/abstract=2443296


Determinants of Business Models Innovation of Islamic Bank in Indonesia 

 

82 

 

Nashiruddin, M.I. 2015. Dynamic Capabilities and Competitive Advantage in High-Velocity 

Industry: The Role of Turbulence Environment, 6th International Conference on 

Economics and Social Sciences (ICESS-2015) Surabaya, Indonesia. 

Osterwalder, A., Pigneur, Y. & Tucci, C.L. 2005. Clarifying business models: Origins, 

present, and future of the concept. Communications of AIS, 16, 1–25. 

Porter, M. 1980. Competitive strategy. New York: Free Press. 

Richter, M. 2013. Business model innovation for sustainable energy: German utilities and 

renewable energy. Energy Policy, Vol. 62, pp. 1226-1237. 

Rupeika-Apoga, R., Zaidi, H.S., Thalassinos, E.Y. & Thalassinos, I.E. 2018. Bank Stability:  

  The Case of Nordic and Non-Nordic Banks in Latvia. International Journal of     

  Economics & Business Administration, 6(2), 39-55. 

Saebi, T., Lien, L. & Foss, N.J. 2016. What Drives Business Model Adaptation? The Impact 

of Opportunities, Threats and Strategic Orientation. Long Range Planning, doi: 

10.1016/j.lrp.2016.06.00. 

Schallmo, D. and Brecht, L. 2010. Business Model Innovation in Business-to-Business 

Markets: Procedure and Examples, pp. 12-15, Proceedings of the 3rd ISPIM 

Innovation Symposium: Managing the Art of Innovation: Turning Concepts into 

Reality, Quebec City, QC, Canada. 

Singh, B. & Rao, M.K. 2017. To Gear Up Firm Performance in Banking Industry: The Role 

of Dynamic Capability. Global Business Review, 18(4), 1019-1040, 

https://doi.org/10.1177/ 0972150917692404.   

Smith, W.K., Binns, A. & Tushman, M.L. 2010. Complex business models: Managing 

strategic paradoxes simultaneously. Long Range Planning, 43, 448-461. 

Snihur, Y. and Zott, C. 2013. Legitimacy Without Imitation: How to Achieve Robust 

Business Model Innovation, in 35th DRUID Celebration Conference, 1-35. 

Souiden, N. & Jabeur, Y. 2015. The impact of Islamic beliefs on consumers’ attitudes and 

purchase intentions of life insurance. International Journal of Bank Marketing, 

33(4), 423–441, https://doi.org/10.1108/EL-01-2014-0022. 

Spieth, P., Schneckenberg, D. and Ricart, J.E. 2014. Business model innovation – state of the 

art and future challenges for the field. R&D Management, 44, 237–247.   

Teece, D.J. 2010. Business models, business strategy and innovation. Long Range Planning, 

43, 172-194.  

Tuominen, M., Rajala, A. and Moller, K. 2004. Market-driving versus market-driven: 

divergent roles of market orientation in business relationships. Industrial Marking 

Management, Vol. 28, No. 1, pp. 207-217. 

Vitell, S.J., Paolillo, J.G. and Singh, J.J. 2006. The role of money and religiosity in 

determining consumers' ethical beliefs. Journal of Business Ethics, 64(2), 117-124. 

Wahyudi, S., Goklas, F., Rio Rita, M., Hersugondo, H. and Dhami Laksana, R. 2019. The 

Determinants of Corporate Hedging Policy: A Case Study from Indonesia. 

International Journal of Economics & Business Administration., 7(1), 113-129 

Weaver, G., Agle, B. 2002. Religiosity and ethical behavior in organizations: a symbolic 

interactionist perspective. Academy of Management Review, 27(1), 77–98. 

Witell, L. & Löfgren, M. 2013. From service for free to service for fee: Business model 

innovation in manufacturing firms. Journal of Service Management, 24, 520-533. 

Wu, J., Guo, B. and Shi, Y. 2013. Customer knowledge management and IT-enabled 

business model innovation: A conceptual framework and a case study from China. 

European Management Journal, Vol. 31, No. 4, pp. 359–372.  

 


