
A study on Business to Business Model for Scrap Material 

Management 

Dr. Kaveri Lad
1
, Kiran Rameshwar Jaybhaye

2
 

Assistant Professor
1
, Research Fellow

2
, 

Department of Management Science, 

Dr. Babasaheb Ambedkar Marathwada University, Aurangabad 

 

Abstract: Now a Day its Era of Industrial Development, many of the large scale companies 

produce lot of the material waste, which they use to recycle. Recycling of raw material 

requires a lot of expenditure of money, and hence it indirectly causes to loss of company in 

translucent manner. The idea of creating the B2B model for exchanging the scrap material 

will reduce expenditure of company. In this B2B model the waste of one company can be sold 

to the other small scale company according to their requirements which can cause benefit to 

both the companies. 

Keywords:  Business to Business model, Inbound Marketing, customer centric model, buyer 
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Introduction 

The study gives the detail understanding of the business to business model foe exchange of 

scrap material produced by large scale company to the small scale company according to the 

requirements. This will benefit to both the companies. 

This Business to Business model will be in the online mode in order to make it more 

compatible, easy access and less time for communication between the seller and buyer. The 

company which wants to sell their waste material can upload the data like the specifications 

and the information about the scrap they have with them. The company which is acting as a 

buyer can search for the material according to their requirement in fact the buyer can also 

upload the data about what type of scrap material they wants. This will result into less 

wastage. 

Presently large scale companies like Thyssenkrupp Materials produces a lot of waste material 

which they use to recycle which causes the company an extra expenditure of money and 

workforce. Instead of recycling that same material can be reused by the other companies such 

as NRB Bearing Company. The unused metal sheet of Thyssenkrupp Materials can be used 

for the manufacturing of small bearing parts produced by the NRB Bearing Company. 

 

Business to Business Model Definition: 

 

Definition of business model there are many definitions of “business model”. Lambert and 

Davidson (2013) found that definitions differ in terms of scope and conceptual focus. The 
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scope of business models ranges from being purely internal to the enterprise including the 

entire partner/channel ecosystem. The conceptual focus of business models ranges from 

activities, architectures and structures to value and market orientation. However, most 

definitions focus on the individual organization and its value creation and value offerings 

(Lambert and Davidson, 2013). For the purposes of this article, the most useful definition is 

that of Al-Debei et al. (2008), as follows: The business model is an abstract representation of 

an organisation, be it conceptual, textual, and/or graphical of all core interrelated architectural, 

co-operational, and financial arrangements designed and developed by an organisation 

presently and in the future, as well as all the core products and/or services the organisation 

offers, or will offer, based on these arrangements that are needed to achieve its strategic goals 

and objectives. Al-Debei et al. (2008) arrived at this definition by analysing 17 definitions of 

“business models”, taking the key concepts from each definition and building a consolidated 

definition. They suggest that the model is used to shape the present and future business, so 

some elements of the business model are emergent or evolving. Core products and services 

are included – these are part of the customer value proposition. They refer to business models 

helping achieve strategic goals and objectives, showing overlap with strategy. However, the 

definition must include external networks such as partners and suppliers and include a strong 

customer- or market-oriented element. 

Academic literature shows how the arrival of the internet in the mid-1990s and a rise in the 

frequency of use of the term “business model” coincided. Zott et al. (2010) analysed literature 

from 1975 to 2009. They showed that the concept’s use grew quickly, particularly in non-

academic journals, perhaps because of consultancy firms striving to be seen as thought-

leaders, particularly in the area of digital transformation, which IDC (2015) defines as: The 

continuous process by which enterprises adapt to or drive disruptive changes in their 

customers and markets (external ecosystems) by leveraging digital competencies to innovate 

new business models, products and services that seamlessly blend digital and physical and 

business and customer experiences while improving operational efficiencies and 

organisational performance. In the field of marketing, the above developments led to the 

articulation of different models of customer management (Stone et al., 2002), in which the 

main dimensions of variation were factors such as the locus of control, the degree of 

differentiation in how different customers were managed, the depth of relationship and the 

frequency and content of contact. The idea of a business model was also associated with the 

idea of playing the competitive game by different rules or even inventing new games, as in the 

case of the Japanese competitive attack on the West (Stone, 1984). This article tries to probe 

the practical usefulness of the concept of the business model by:  

● investigating different definitions of the business model concept and identifying those 

which seem most appropriate for the purpose of this article;  

● identifying the frameworks and components of business models;  

● exploring the relationship between business models and strategy, resources, value chains, 

architecture, organisation and processes;  

● investigating two cases of business model change, airlines and logistics industry; and  
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● suggesting what B2B businesses need to use to optimise use of the business model concept. 

 

Concept of Business Model: 

Osterwalder et al. (2005) found that about half the business model definitions used by 

businesses had a value-/customeror market-oriented (“outward-looking”) approach, while the 

rest were more inward-focused. However, different authors refer to different things in writing 

about business models (Linder and Cantrell, 2000). Osterwalder et al. (2005) found three 

different types of references:  

1 An abstract overarching business model concept that can describe all businesses. The meta-

model covers all the components of a business model (Osterwalder et al., 2005; Linder and 

Cantrell, 2000).  

2 Types of business models and the different taxonomies, for example, freemium, bait and 

hook, open business models and more (Osterwalder et al., 2005). Linder & Cantrell call these 

as “operating business models” and the logic for creating value, often referred to as “the 

business model” (Linder and Cantrell, 2000).  

3 Real-world business models (instance level), such as Amazon model, Dell model, e-bay 

model. Using the name of a business to reference its business model (Osterwalder et al., 

2005). 

 

The business model concept as a strategic tool 

 A clear (possibly visual) depiction of a company’s business model assists in understanding 

the model and creates a single view amongst stakeholders (Afuah, 2003; Osterwalder and 

Pigneur, 2010), by helping managers communicate and share their understanding of the 

business model (Fensel, 2001). It allows complex information to be easily understood and 

digested. It helps identify the different elements and relationships of the business model 

(Osterwalder et al., 2005).  

Business models aid management decision-making (McGrath, 2010). Once the model is 

captured visually, it is easier to identify metrics for performance measurement and potential 

risks (Staheler, 2002). The business model is a source of innovation and value creation (Amit 

and Zott, 2001). A company’s business model can be compared with the companies of peers, 

partners and competitors, providing new insights, stimulating business model innovation 

(Osterwalder et al., 2005). A defined business model helps align strategy, business processes 

and technology (Chesbrough and Rosenbloom, 2000). 

 Capturing, mapping and understanding the different elements of a business model allow 

business model designers (senior executives) to adapt elements to external pressures or 

changing market requirements. Analysing a company via its business model can be better than 

traditional concepts like industry positioning (McGrath, 2010). The understanding of a 

business model can lead to new business applications (Veit et al., 2014) and improve 

communications between business and IT (Osterwalder et al., 2005). Business models can 
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also be used as a mechanism to facilitate business change (Linder and Cantrell, 2000; 

Osterwalder et al., 2005). 

 

 

Inbound Marketing in B2B: 

According to HubSpot, inbound marketing is about” creating valuable experiences that have a 

positive impact on people and your business.” 

Five examples that grew using inbound marketing strategy: 

1) Cisco’s “Super Smart Security” Graphic Novel:  

Cisco created one of the most admirable experiences in the industry “The Super Smart 

Security Graphic Novel”. Cisco used the graphic novel for telling the fact that 

security is rapidly chaining and that there is need for better security. The graphic 

novel was available in multiple languages, it was creative and unique. It was able to 

explain the more complex technical information and concept to those who are outside 

the technical yard.  

 

2) Glassdoors’ “25 Tips from Top CEOs” eBook: 

Glassdoors’ one of the fastest growing company that operates an online jobs and 

career community, launched “25 Tips From Top CEOs” eBook, which helped them to 

attract more customer base as eBook provided insightful commentary from successful 

individuals. The eBook are further used to promote the content which is an evergreen 

advice. 

 

3) Intuit’s “Death of the Office” Infographic: 

It is a financial software company. This particular infographic provides clean 

insightful data that modern business need to know in simple language. 

4) Econsultancy’s Marketing Skills Quiz: 

Econsultancy produces marketing related training, seminars, and content designed to 

improve the skills of marketing professionals. Econsultancy has repeatedly used to 

engage its B2B clients in its quizzes. Quizzes are effective way to improve 

engagement. They first encourage the client to engage with the company and then 

show the client why they need training from Econsultancy. 

 

5) Nextview Ventures Better Everyday (Finance)  

The VC firm Nextview Ventures created a feature on popular site medium called 

Better Everyday. Through Better Everyday, Nextview venture is able to provide 

information to individuals outside their core audience, in hope of expanding their 

boundaries publishing content on other websites is an excellent way for business to 

reach new audiences as well as to establish authority.  

 

Types of B2B Business :  
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Various types of B2B business models work in several sectors such as payroll and tax, 

research and development, webpage designing and SEO services, call canters, human resource 

and recruitment, marketing and advertising, etc. As you can see, it has a wide range of 

coverage. With the help of the internet, a B2B business can easily approach other companies 

out there. They can explain their products/services and the benefits of using them through 

online platforms. In most of these models, both the parties have negotiating power to some 

extent. 

1) Customer Centric Model: 

In customer centric model the customer is given a equal value even after the sell take 

place. This is done in order to get a definite customer base for future benefits. This 

type of model is followed by leading E-commerce business such as Amazon and 

Flipkart.  In Customer Centric Models the customers are the main priority and they 

have significant effect on business. 

 
Fig1. Showing customer Centric Model 

 

 

2) Buyer Centric Model: 

This model is mainly used among the big corporate companies as they have higher 

rate of purchases, the buyer sets the seller and provider quote their ways. Where seller 

approaches the buyer and convinces then to buy their products by using different 

tactics. Best example of Buyer centric model is Walmart Company. 

Traditionally, companies’ strategies follow the “inside-out” approach, focusing on a 

cost-efficient creation of products and service. Such product-oriented strategies worked 

well in former mass markets, facing homogenous and walloping customer demand. But 

today’s markets look quite different. In a world of diversifying customer 

requirements, growing  

Customer bargaining power, on-going technological development, intensifying 

competition and severe cost pressure, these internally oriented strategies are no longer 

suitable to achieve competitive advantage and long-term success. Accordingly, there 
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is a broad consensus in recent literature about the need to shift from a product- to a 

customer-centric way of organizing enterprises. Those companies that base their business 

model, product offering and business processes on the customers’ needs, following an 

“outside-in” perspective, have a better chance to fulfill these needs. Hence, they are in 

a superior position to generate value for their customers. The resulting customer 

satisfaction is the fundament for continuing customer loyalty – an asset, which is 

hard for competitors to copy. 

 

 

 
 

 

 

Fig2. Showing Buyer Centric Model 

 

 

3) Intermediary Centric Model: 

This is one of the popular B2B models, which provides a common platform for both 

the sellers and buyers to interact and transact with one another. This common 

platform is formed by the intermediaries. In return, the intermediaries get their fair 

share as commission from the parties that are involved. Many times the buyers miss 

out the relevant products that are available in the digital market. A third marketplace 

is not only a great additional platform but also it helps in driving out many important 

businesses. 
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Intermediary Centric Model is used by eBay and OLX. 

 

 
Fig3. Showing Intermediary centric Model 

 

Advantages of  B2B Model: 

 

B2B businesses witness more stability. Unlike B2C models, where customers can easily jump 

from one provider to another, business predictability is much better in B2B models.  The 

relationship between two business houses (buyer and seller) evolves with time. B2B 

companies can easily plan their revenue budgets accurately. Collaboration in the distribution 

channels have to lead to higher customer loyalty and that is a plus point for businesses in this 

field. Business relying on other business for products and services are not fickle like the 

customers we get to witness in B2C models. Both the parties have mutual understanding and 

the buyer relies on the seller for consistency in product or service quality, dependability, 

value, etc. 

Moreover, the selling cycle is shorter as well. 

Overall, B2B business models help in reducing overall expenses as well. This can be 

primarily attributable to advanced supply-chain management, lower chances of errors and 

undue expenditure. 

Another pro feature of this model is that it depends on factual data for streamlining the entire 

process. The calculation of sales is much easier this way. 

From the buyer’s point of view, they can get their products at a cheaper rate through online 

auctions. It is easier for them as they get so many estimates without even having to leave the 

office. There are so many types of B2B business models, which are highly beneficial. 

However, it is true that despite all the above-mentioned advantages, there are some cons such 

as smaller customer pool, etc. But with the right plan, you can even overcome the same.  
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Case Study on Thyssenkrupp Materials : 

 

1. The study by Thyssenkrupp Materials on scrap material management shown that the 

Tinplate’s can be recycled and used for the food Can. As Tinplate can preserve the 

food according to the invention of 19
th
 Century. The greatest strength of tinplate is its 

incredible recyclability. In 2018, a whopping 90.4% of the tinplate used as packing 

material in Germany was recycled –in Europe the figure was 82.5%.  

2. This study says instead of recycling the tin material the same material can be provided 

to other small companies with the help of B2B Business in order to increase the profit 

for both the seller and buyer. As the recycling involve extra expenditure of money.  

3. Another study of Thyssenkrupp says that, Recycling company TSR Recycling GmbH 

& Co. KG and thyssenkrupp Steel will enter into cooperation based on an innovative 

production process developed by TSR, in which a high-quality recycling product is 

made from common recovered scrap. The process is to be tested and optimized in a 

joint project for use in the blast furnaces of thyssenkrupp Steel with the goal of 

producing the high-quality recycling product in the required quantities. The project is 

to strengthen the recycling cycle of iron and steel, while reducing the CO2 emissions 

of the blast furnaces at the Duisburg site of thyssenkrupp Steel. The development of 

the pre-processing plant and the continual optimization of the product will take place 

within the scope of a joint research project. Thereby, this measure complements the 

hydrogen-based transformation path pursued by thyssenkrupp Steel. Waste products 

with a high steel content like household appliances or vehicles often end up on 

scrapyards. As steel can be recycled infinitely, it has an enormous recycling potential. 

One way of recycling them is in steelmaking itself. Steel scrap is already used for 

cooling in the production process. As a result, the raw materials contained are reused 

in the value chain. However, the scrap content in the production of high-quality 

primary steel is currently still limited – especially on account of its extremely 

homogeneous composition. However, the new process is now expected to make it 

possible to increase the recycling rate in steel production.  Now this study says that 

instead of recycling this still and iron material it can be sold to the other company 

such as NRB Bearings which and use this scrap material for manufacturing bearings. 

This can help for increasing the profit for both the companies.  

Conclusion 

The study conclude that we can use Business to Business model for selling and buying the 

scrap material produced by large scale company to small scale company in order to make 

maximum profit from both the end. It also reduces the cost of recycling for large scale 

company and small scale company can get the required raw material at affordable price. 
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