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Aim: Chinese firms desire to win the market, and they should consider innovation. 

The aim of the study is to explore the effects of innovation for LBS firm to gain 

success in China. 

Method: The main research method is case study. Jiepang as our case company is 

a LBS firm in China. And we interview two persons from different department, and 

one is its co-founder.  

Result & Conclusions: Innovative action and behavior must cover whole 

organization, all employees should be participant. In China, LBS is a rising 

industry, but LBS firms face to many threats from competitors and substitutes too. 

Thereby in order to survive in the market and gain success, innovation is a very 

important strategy for LBS firm, but not the unique method.        

Suggestions for future research: Open innovation process is becoming a hot topic 

currently, so how to innovate with customer or user, how to cooperate with them? 

And if the data collection can take from multi-cases, it would be make research 

result more convincing.         

Contribution of the thesis: In this study, we introduce and popularize a new 

industry, LBS in China. And we give a deeper understanding of the importance of 

innovation and how innovation can improve the competitiveness of the company in 

this industry. 
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1.Introduction 

 

This chapter presents the background of this study, which will introduce innovation 

and LBS industry. Next we will discuss what problem we find in this topic, and 

explain our motivation of this study. And then the aim of this paper and research 

questions also are stressed in this chapter. Besides, limitation and disposition discuss 

below. 

1.1 Background 

Life is just like boating up stream, you are setting back if not moving up, so does the 

business. Innovate or die, which was first forward by Peter Drucker (1999), the master 

of modern management, has pointed out the importance of innovation. The 

“Godfather” of innovation studies who is Joseph Schumpeter, his view of innovation 

is competition from the new commodity, the new technology, the new source of 

supply, the new type of organization (Schumpeter, 1950). As Peng (2009) states 

innovation is at the heart of an entrepreneurial mindset. But innovation and 

competitive success are not simply about entrepreneur or high-technology 

manufactures, it also growth in service (Tidd and Bessant, 2009).It’s obviously that 

there is a positive correlation between innovation and superior profitability. Tidd and 

Bessant, (2009) stress innovation is the most significant characteristic associated with 

success; and it is not only at the level of the individual organization but also 

increasingly as the source for notational economic growth. Hence, what is innovation? 

Tidd and Bessant (2009) define as “innovation is a process of turning opportunity into 

new ideas and of putting these into used practice” (pp.16). Indeed, an innovation 

strategy has many advantages, which is specialized of different strategy (Peng, 2009). 

But we must consider two questions; one is how the new ideas figured out, and how 

to put those into practice. 
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Location-based Services, also called LBS, is a rising industry since Smartphone with 

Global Position System (GPS) function being widely used in the world. By the trend 

of globalization, competition is no longer domestic or regional. Competitors have 

already spread around the globe. LBS are a good prospect for new market 

opportunities, which can lead to different income possibilities; especially good for the 

mobile network operators and mobile content providers (Magon, 2001). 

 

Forrester Research says in its latest report (Feb 13, 2012) that there will be one billion 

users of smartphones by the year 2016 and the application store will create a 56 

million dollar market by the year 2015. The huge market attracts the investors to enter 

in the mobile Internet industry, while the traditional companies try to increase the 

investment on mobile program to share the market. SoLoMo, means social + local + 

mobile, was first pioneered by Venture Capital expert John Doerr in 2011, which has 

swept the world and been agreed as the trend of future Internet consistently. Earlier, 

Mary Meeker, the Kleiner Perkins Caufield & Byers (KPCB) analyst has predicted 

that Mobile Internet will soon overtake fixed Internet in five years (2010). Along with 

the significant increase of people access the Internet by using mobile devices, LBS 

companies like Foursquare and Gowalla is becoming flourishing. Traditional Social 

Network Site (SNS) has three dimensions:  When, Who, and What happened; and 

LBS added one more dimension is “Where”. The “check-in” information with only 

location mark can be synced to the other social networks. Foursquare as the most 

successful LBS Company, has more than 10 million users and gets 3 million 

check-ins per day (2011). And this data has been refreshed on the “Foursquare day 

(stylized as 4sqDay)” which was first observed on April 16th, 2010 by the funs of 

Foursquare. Two years later Foursquare has 20 million users and 2 billion check-ins 

in total. And other news reported that Foursquare raises $50 million at $600 million 

valuation. It is an obvious success for a company like foursquare which was launched 

in America three years ago on March 2009. Gowalla, as a competitor of foursquare 

provides similar services, got different ending. Gowalla launched in 2007 earlier than 

Foursquare but it cease operation on March 10th, 2012 only three month after it has 
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been acquired by Facebook on December 2nd, 2011. Parts of the reason are the 

competition among Facebook, Gowalla and Foursquare.  

1.2 Problem Discussion 

Even Foursquare has gained such a success; it cannot enter the market of China. 

Foursquare can be visited from mobile client not from the website, and Google map in 

China has big problem of misregistration that influence the users’ experience. China 

as the biggest emerging market has great number of potential consumes; and China's 

enormous population and rapid increase in consumer spending has attracted many 

focus (Cui and Liu, 2000). But due to the particularity of Chinese market, companies 

cannot land on this rich area easily. One of the particularities that influence the 

Internet industry a lot is the national public network monitor system of China. It is 

commonly known as Great Firewall (GFW). This word is first mentioned in an article 

about the Chinese Internet censorship called “The Great Firewall of China”, which is 

written by Charles R. Smith in 2002, May 17. Chinese government tries to filter the 

sensitive information from outside of China by blocking some Internet Protocol (IP) 

address, key words and website addresses. America also has a monitor system and 

they scan contents of every mail, but they record the monitor data while Chinese 

government always intercepts the sensitive words. As a result of the GFW, Chinese 

netizens (Internet users) cannot visit website like YouTube, Facebook, Twitter, 

Wikipedia, Foursquare and so on. So the clones of them emerged at the right moment 

especially for the Chinese mainland market. In correspondence, Chinese have Youku 

instead of YouTube, Renren instead of Facebook, Sina weibo instead of Twitter, 

Baidu Baike instead of Wikipedia, and Jiepang instead of Foursquare. In fact, the 

GFW created a big business opportunities in China. In the other hand, every IT 

company is under government’s monitor, if there are any sensitive words appear on 

the website, the company will face the threat of closed. The other solution is to 

grapple over the wall by using the Virtual Private Network (VPN) but it is a litter hard 

for the most netizens and they even do not need visit the websites of other countries, 
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so now just some geeks are using this way. 

1.3 Aim and limitation 

In factor, few researches are related to LBS business, but this knowledge should be 

draw attention and in the future it will be valuable both to academic and practice. 

Under this complex situation, Chinese firms are existing fierce completions between 

their same sectors. How to gain success in the closes Chinese market, and how to 

through innovation strategy win this game? The motivation for this research is based 

on the drive to introduce the environment of LBS industry in China and clarify the 

importance of innovation for a company in the fierce competition. Thus the aim of 

this study is investigating how innovation affects LBS firm to gain success in China.  

And we list three research questions, in order to get answer of our aim, there are:  

1. How do the LBS firms work in China? 

2. How do the LBS firms innovate? 

3. How does innovation affect the LBS firm in the competitive environment in China? 

 

Our answer of those research questions will reference of empirical finding, which is 

collect data from case company, which named Jiepang, a LBS firm in Beijing. Jiepang 

is cloned from Foursquare, but it is Chinese language based and focuses in Chinese 

mobile Internet market. And we will interview three persons in this company. So the 

results cannot stand for all LBS industry in China, but also can presents a real 

situation and atmosphere in the current. 

1.4 Disposition 

The structure of this work is as follows: Section1: Introduction of background and 

research questions. Section 2: Theoretical framework. Section 3: it presents the 

methodology of the research. Section 4: Empirical finding of case study. Section 5 

analysis and discussion based on research questions. Section 6: Concludes this 

investigation and suggestion for further studies.  
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2.Theoretical Framework 

 

This chapter is the academic support of this study. The key concepts and theories will 

present in this chapter, which are innovation and the Porter’s five forces framework. 

The read can learn the knowledge related research questions. In the end the authors 

will make a brief conclusion of their literature reviews, which presents the most 

significant information in the theories, and how they understand of those theoretical 

frameworks.     

2.1 Innovation    

The world is changing continuously and increasingly everywhere, it’s difficult to 

anticipate or prophesy (Hogan et al., 2011). Innovation is tightly coupled to change, 

so that organizations use innovation as a tool, in order to adapt to the internal and 

external environment (Damanpour, 1991). Organizations need to in response to 

change new demands and new lifestyles, it also helps organizations to capitalize on 

opportunities offered by technology and changing marketplaces, structures and 

dynamics (Baregheh, 2009). If company does not perform better, does not research 

new solutions, neither does not innovate, then it will not survive (Christensen, 1997). 

Therefore, innovation has become significant both for a national and firm level. No 

matter in the business, industry, government, and academia, all recognize innovation 

as a key factor of an organization’s success and long-term growth (Ko and Lu, 2009). 

And it is widely recognized as a key driver of economic growth and competition 

(Organization for Economic and Co-operative Development (OECD), 2010). In the 

next, we present the definition of innovation. 

2.1.1 Definition of innovation  

The OECD (1981) definition innovation is “all those scientific, technical, commercial 

and financial steps necessary for the successful development and marketing of new or 
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improved manufactured products, the commercial use of new or improved processes 

or equipment or the introduction of a new approach to a social service.” And next 

definition is an explanation by Carter and Jennings; they define “technology-based 

inventions, driven by the emergence of new markets or new service opportunities” 

(Carter and Jennings, 2002). Terziovski (2007) expresses innovation as “the 

application of resources to create value for the customer and the enterprise by 

developing, improving and commercializing new and existing products, processes and 

services”. The word “application” is emphasized in innovation process, and 

innovation not just stand for a new idea or an invention, it should be implemented and 

used in practice.  

 

There are different innovation types presented by researches. Those include: product 

innovation, process innovation, technological innovation, organizational innovation, 

market innovation, and service innovation (Hogan et al., 2011). The most famous 

“4Ps innovation” model is widely used in organizations. Tidd, Bessant, and Pavitt 

figured out four types: Product innovation, Process innovation, Position innovation, 

and Paradigm innovation. We re-make a figure to represent this theory, and it is based 

on their original “4Ps innovation” model.  

  

Innovation 

n  
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Figure 1: 4Pa innovation model: 
Source: Tidd, Bessant, and Pavitt (2005), pp.10-13. And own contribution. 

According to those theories, which by Hogan et al. and Tidd et al. we make we 

conclusion of innovation types, which are divide them in three levers: organizational 

level, departmental level and individual level. Organizational level is including 

innovation of organizational structures or processes, aims to make those organizations 

becoming more efficient and advanced in their working and operating processes.  

Departmental level contains all particular innovations, such as product innovation, 

services innovation, technological innovation, and market innovation and so on. The 

individual level refers personal innovation behaviors, like changes in the dominant 

mental models, or continually creative mind.             

2.1.2 Innovation of Service firm  

Even the importance of the service sector is growing in economies, but for a long time, 

service firms were not considered to be innovative (Jong et al., 2003, and Oke, 2007). 

But service firm has recently been drew attention in the science of services, and they 

will be interested in the subject of innovation, because it provides them with 

opportunities to increase their firms’ performance (Ostrom et al., 2010, and Schilling 

& Werr, 2009). Service innovation differs from manufacturing innovation, and 

several researchers suggest that there are important differences from inherently 

(Salunke et al., 2011). Service innovation always works for creation and introduction 

of a new offering or delivery process to user (Jong et al., 2003). Besides, innovations 

in service are increasingly brought to the market by networks of firms, offered for 

their unique capabilities and operated in a co-ordinate manner (Agarwal and Selen, 

2011).  

 

The service innovation is explained by Schneider, “as the result of change process 

(the product) or a process itself with products that are marked by a high degree of 

immateriality or intangibility, the need of synchronous contact between customer and 

supplier, the integration of an external factor in combination with the heterogeneity 
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because of high level of personal input. The focus thereby is placed on the operation’s 

internal aspects. Corresponding to that, innovation objects can be new services, 

changes of the development process of services as well as changes in the organization 

of services.”(Schneider, 1999, p.18) 

 

Hipp et al (2000) present three types of service innovations, which is in accordance 

with Schneider’s notion, they are: 

1. Service innovations, which include the new service provide or existing service 

improvement; 

2. Process innovations, which include new or advance methods in the working 

process;  

3. Organizational innovation, which includes not only the service innovation or 

production process innovation, but also including the significant improvement in 

organizational structures or processes.  

  

From other point of views, such as Hipp and Grupp (2005), they identify typical 

service innovation processes or service innovation ways. We highlight them for five 

factors, which are based on Tidd’s 4Ps innovation theory and Hipp and Grupp’s 

services innovation theory. Besides, we also combine other researcher’s views, and 

contribute to an extension theory compare to original theories:  

 

l Service products providing:	   Service innovation involves the creation and 

introduction of a new offering, and service firms should continuous work with 

improvement of the quality of the service product (Leiponen 2006, and Hipp, & 

Grupp, 2005, and Jong et al., 2003). Jong et al (2003) mention two degrees of novelty 

in service innovation: they are radical innovations and incremental. Radical 

innovation describes that a completely new service can replace another system, and 

causing the old service decline of this. Incremental is described that the service is 

changed marginally only, not changing the essentially, but it adds or develops new 

characteristics. The new elements can solve a certain problem or give solution for the 
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client. New service emerging is hard to predictable, the innovative service would be 

the unique in the market, but the service products also are easily copied; over time, 

the unique service will become general, thereby a continuous innovation process is 

necessary (Chae, 2012, and Sundbo,1997).  
 

l Human factor: Purely technical innovation does not meet requirement of all 

industries, and the definition of innovation needs to be expanded. The contribution of 

non-technological innovation should be acknowledged. Thus, human capital and 

personal skills should be considered in service innovation. The personal experience 

and competence or extensive customer contact have positive effect on the service 

firm’s performance (Hipp, and Grupp, 2005). Jong and Kemp (2003)	   argue that 

specifically individual innovative behavior is a major determinant of incremental 

innovation in firm. And the key employees also will affect on customer service in the 

innovation process. Ramirez (2004) concludes employees in the innovation process 

can be vital for the innovation outcome. And he also stresses that managers and 

employees need to be motivated to behave innovatively in different ways and 

contribute to the firm’s innovation process.  

 

l Organization of the innovation process: Service innovation should permeate the 

entire organization, because it is an organizational behavior (Lawson and Samson 

2001). They suggest that innovation management is a form of organizational capacity 

and that the goal should be to make the service firm an “innovation engine”. Foehle et 

al (2000) show that a more formalized innovation process can contribute to increased 

speed of new service development. deBrentani (2001) claims formal and planned 

program is a success factor governing the outcome of service innovations. And 

systematic procedures and formalized processes are able to generate and screen new 

ideas during the everyday operation (Kelly and Storey, 2000). Moreover, Foehle and 

Roth (2007) argue formalizing the innovation process can provide key resources for 

innovation, such as resource of investing in the intellectual, organizational physical 

resources. Those resources are necessary to fully exploit the different phases of the 
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innovation process.	  In general, a more formalized innovation process is claimed to be 

a predictable and manageable process. Besides, a service firm’s process should 

maintain by various rules and regulations (Hipp, and Grupp, 2005, and Jong et al., 

2003). Jong et al (2003) emphasize those standards providing directions for “how to 

behave”, but too strict rules and procedures will have the opposite effect on 

innovation process.   
 

l Structure of the service firm: The organizational structure as an aspect of the 

innovation process has been to draw attention (Küpper, 2001). Schneider (1999) 

expressed that different structure form is able to lead organization to be specialization 

or centralization etc., and different structure types is able to affect the cooperation of 

each department, interdisciplinary cooperation; instance, high hierarchic organization 

is hard to share information, so that organizational structure should be considered. 

Vermeulen (2001) deduces functionally departmentalized structures can block service 

innovation results. The organization of the innovation process concentrates not only 

on the research and development departments (R&D) but also covers a number of 

functional units of the firm (Hipp, and Grupp, 2005). And successful innovation firms 

will made by several groups of co-workers together (Jong et al., 2003). Thereby, a 

number of researchers suggest using cross-functional innovation. That means people 

who have different functions or different professions, and they can work together in 

the innovation process, instead of all members having the same function and duty in 

the innovation process. Because different knowledge and competences can be brought 

to the innovation process, which are catalysis to creativity and knowledge 

development for innovation (Froehle et al., 2000, and Avlonitis et al., 2001). The 

research results show that cross-functional is positively related to the quality of team 

innovation, and has positive effect on innovation speed and cost (Schilling and Werr, 

2009). 

 

l Customer interaction: Effective service innovation purposes to create a unique 

solution for customers’ unique needs (Chae, 2012). Thus, services are the output of 
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the interaction between a service provider and their customers, and each interaction is 

shaped by different situations (Vargo and Lusch, 2011). Schilling and Werr (2009) 

stress that service firms can interact and exchange resources, share information, 

knowledge and ideas with their customers, and other actors (supplier, clients, partner, 

or competitor) in their environment. Shilling (2011) presents roles of customers or 

users are twofold, especially in service firm innovation. Firstly, customers and users 

would provide valuable input in the service innovation process, such as feedback 

about their needs, performance and experiences of the services. Secondly, they could 

be more actively engaged in the service innovation process (Shilling, 2011), and 

customers and users are able to make new service ideas by themselves and those ideas 

would contribution to services innovation (Magnusson et al., 2003). Service firms 

should have intensive contact with their customers, and collect information about 

customers’ opinion with their services, using this to improve old services and drive 

new ideas.	  

2.2 Industry Competition 

Competition exists in each industry. What competitions are there in a given industry? 

First of all, what is an industry? An industry is a group of firms producing products, 

goods and/or services that are similar to each other. This traditional understanding is 

based on Adam Smith’s perfect competition model (1776). He defines the perfect 

competition is a competitive situation in which price is set by the market, all firms are 

price takers, and entries and exits are relatively easy (Smith, 1904). Nevertheless, 

there is not perfect competition in the real world. Since the late 1930s, industrial 

organization (IO) economics has emerged, which is more realistic. The industry-based 

view of strategy grows out of the IO economics, and its primary contribution is 

structure-conduct-performance (SCP) model. Structure is the structural attributes of 

an industry such as the costs of entry or exit. Conduct refers to the firm actions such 

as product differentiation. Performance is the result of firm conduct in response to 

industry structure. The industry structure can be classified as average, below average 
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and above average. This SCP model suggests that industry structure determines firm 

conduct, which determines firm performance. However, the IO economics only 

unilateral help policymakers. It is a branch of economics that seeks to better 

understand how firms in an industry compete and then how to regulate them. By the 

other side, the firms try to become the profit-maximizing firm; therefore, strategists 

have turned the SCP model upside down, by drawing on its insights to help firms 

perform better. Porter (1980) “translated” and extended the SCP model, the result is 

the five forces framework, which forms the backbone of the industry-based view of 

strategy. (Peng, 2009). 

2.2.1 Michael Porter’s Five Forces Framework 

In 1980’s, Michael Porter first advocated the five forces framework in his book 

“Competitive Strategy: Techniques for Analyzing Industries and Competitors”, which 

are environmental forces that impact on a company’s ability to compete in a given 

market. Shown in Figure below, these five forces are the intensity of rivalry among 

competitors, the threat of potential entry, the bargaining power of suppliers, the 

bargaining power of buyers and the threat of substitutes. Since then, the five forces 

analysis becomes a frequently used tool to diagnose the principal competitive 

pressures in a market and assess how strong and important each one is. The stronger 

and more competitive these forces are, the less likely the focal firm will be able to 

earn above average return. 



 

13 

 

Figure 2: Five Forces Framework 
Source: Peng (2009), Global Strategic Management.  
 

l Threat of Potential Entry 

The easier it is for new firms to enter the industry, the more cutthroat competition 

there will be. The incumbents, current members of an industry that compete against 

each other, have a vested interest in keeping out potential new entrants. The lucrative 

above average returns some incumbents earn motivated the new entrants. Incumbents’ 

primary weapons are entry barriers, which refer to industry structures increasing the 

costs of entry. 

 

Peng (2009) concludes six structural attributes, which are associated with high 

barriers. They are the little scale-based advantages or economies of scale, the little 

non-scale-based advantages, the inadequate product proliferation, the insufficient 

product differentiation, the little fear of retaliation due to the focal firm’s lack of 

excess capacity and no government policy banning or discouraging entry. They can 

limit the threat of new entrants. 

 

l The Bargaining Power of Suppliers 

Suppliers are those organizations that provide inputs, such as materials, services, and 

human resource to firms in an industry. The bargaining power of suppliers is the 
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ability of suppliers to raise prices and/or reduce the quality of goods and services. If 

one supplier has a large enough impact to affect a firm’s profitability, then it holds 

substantial power. Several conditions may lead to suppliers’ strong bargaining power. 

The number of suppliers is small or the suppliers provide unique differentiated 

products, and the focal firm is not an important customer of supplier and the suppliers 

are willing and able to vertically integrate forward. (Porter, 1980) 

 

Suppliers are probably to be powerful if a few firms dominate the supplier industry 

and the supplier provides differentiated products with few substitutes. If the buyer is 

not an important customer while suppliers’ product is an important input to buyers’ 

product, suppliers may exercise strong bargaining power. Finally, suppliers may 

enhance their bargaining power if their products have high switching costs and the 

supplier poses credible threat of forward integration.  

 

l The Bargaining Power of Buyers 

From the sight of buyers, individual or corporate, firms in an industry are essential 

suppliers. The buyers compete with the supplying industry by bargaining down prices, 

forcing higher quality and playing firms off of each other. If one buyer has a large 

enough impact to affect a firm’s profitability, then it holds substantial power. Four 

conditions lead to the strong bargaining power of buyers: the small numbers of buyers, 

the products provide little cost savings or quality-of-life enhancement, buyers 

purchase standard undifferentiated products from focal firm and buyers are willing 

and able to vertically integrate backward. (Porter, 1980) 

 

Buyers are likely to be powerful if they are concentrated or purchases are large 

relative to seller’s sales and purchase accounts for a significant fraction of supplier’s 

sales. If the products are undifferentiated, unimportant to quality and the switching 

costs are few, the buyer may exercise strong bargaining power. Buyers may enhance 

the bargaining power if they present a credible threat of backward integration also. 

Buyers’ bargaining power may be minimized if firms can sell to numerous buyers, 
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identify clear value added, provide differentiated products, and enhance entry barriers. 

 

l Threat of Substitutes 

Products of different industries that satisfy customer needs currently met by the focal 

industry are substitutes. For example, electronic security systems are a substitute for 

security guards. Products with similar function limit the prices firms can charge. Two 

factors can affect the threat of substitutes. One is the substitutes superior to existing 

products in quality and function. The other is switching costs to use substitutes are 

low. (Porter, 1980) 

In summary, the possible threat of substitutes requires firms to scan the larger 

environment, as opposed to the narrowly defined focal industry. Firms can reduce the 

threat of substitutes by enhancing customer value, such as price, quality, utility and 

location. 

 

l Rivalry Among Competitors 

Intense rivalry often plays out in the following ways, frequent price wars, 

proliferation of new products, intense advertising campaigns and high-cost 

competitive actions and reactions. Six sets of conditions led to the intense rivalry, 

which threaten firms by reducing profits: numerous competing firms, equally 

balanced competitors, and high-price low-frequency purchases, capacity added in 

large increments, industry slow growth or decline and high exit barriers. (Porter, 

1980) 

 

First, the number of competitors is very important. The more competitors among an 

industry, the more rivalry they face. Secondly, the equally balanced competitors, who 

have similar size, market influence, and product offerings often vigorously compete 

with each other. The third, it may be difficult to establish dominance, the market 

leader got very large market share, when the products are high-price and purchased 

infrequently. Fourth, the industry whose capacity added in large increments would 

fuel intense the rivalry. Fifth, slow growth industry or decline industry makes 
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competitors more desperate. Finally, industries experiencing high exit costs are 

probably to see firms continue to operate at a loss. In a summary, conditions opposite 

from those above may unleash intense rivalry. 

2.2.2 Location-based Services (LBS) Industry 

Location-based services are facing new opportunities by gained attention as 

companies in offering more customized services. However, because low awareness of 

the available services and the lack of interesting content the commercialization of 

location-based mobile services, it has been too slow. People may have difficulty in 

comprehending the real value of location-based information that does not have any 

experience of using such services. In order to adopt new services they need to 

understand how the service brings value to their everyday life (Kaasinen, 2005).  

The factors influence consumer acceptance of new technology in theories, which 

contained in innovation adoption literature, trial and future use of those technologies. 

“LBS are services in which the location of a person or an object is used to shape or 

focus the application or service” (Duri et al., 2001, p.20). Advertising, roadside 

assistance, fleet management, people tracking, road pricing and location-based 

products are used in other applications for location-based information (Barnes, 2003). 

So far most of the successful LBS were created for business-to-business use. 

Businesses to consumer services offered include, e.g. maps, location aware directory 

services, friend finder, locating potential dating partners and route guidance (Barnes, 

2003; and Rainio, 2003). Now, the mobile operators have been most interested in the 

use of location information for providing innovative LBS (Barnes, 2003). Customers’ 

evaluation of the usage experience is mainly on how valuable they perceive the 

location-based information to be in certain context, rather than based on technology. 

2.3 Reflections of theories 

“Why innovation and why LBS industry needs to innovate”? Those are two 
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significant problems we reflect after our literature reviews. Simply, the purposes of 

innovation are “Survive, Profit and Gain competitiveness”. In the market, all firms 

must survive, have to profit and desire to gain competitiveness. But they can’t avoid 

competition among their existing competitors; can’t avoid the potential entrant to 

“share pie” neither; they also face threats of substitute products. On the other hand, 

their products or services must meet customers’ demands and needs; indeed nowadays 

customer demands change rapidly, attracting and retaining customer or buy are 

difficult. In order to solve those problems, innovation is an imperative strategy for all 

companies. 

 

According to our theoretical framework, we make a new innovation model for LBS 

firm, which combines theories we reviewed above. And it presents the factors 

implicate in the innovative activities, and innovation help firm to gain 

competitiveness.  

 

Figure 3: Innovation model for LBS firm. 

 

New ideas just first step of innovation process, how to use them in the practice is the 
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critical. The creative ideas and brainstorms are figured out by human, and the 

relationships building also rely on the people. No doubt that human is the key 

resource for innovation process, as well as company’s daily operation. Innovative 

person is able to drive organizational innovation process, such as new product or 

service offer, impact on organization’s innovative environment and atmosphere, and 

propose new thinking or suggestion for organization’s innovation activities. But 

innovation is not an individual contribution; neither only relies on one department of 

firms, e.g. R&D. Innovation process is an organizational behavior, all staffs need to 

participate. Employees from different departments and having different competence 

can work together, which is a good way to catalyze innovation process in the 

organization. Furthermore, not only employees but also their customers both can 

improve company’s performance. Customer’s feedbacks and suggestions provide 

information and source to company, valuable information also can be forces for 

company. 

 

LBS industry is a fresh service for customers and users; it has the big potential to 

attract more customers. First of all, it must bring value to customers and users. What 

kinds of service are able to provide to users? How to meet customer’s needs？And 

what new service can over expect of customers? Those two questions are related 

“Survive, Profit and Gain competitiveness” problems. Thereby, innovation must be 

considered in LBS firms. Rather than worrying about threat of potential competitors 

or excising competitors, it has to improve itself. Be the new is the best way avoid new 

one threatening and substituting. Difficult copied products and services and satisfied 

customers are forces to battle their competitors, and to be dominant conditions to 

bargaining of suppliers and buyers. Continually innovation can help company gain 

competitiveness. 

 



 

19 

3.Methodology 

 

This chapter presents the research methods of this study. In order to have a reliable 

research results, we adopt scientific research method to carry out this study. We will 

present what method we used, including the definition of the method and the 

applicable scope of the method. And explain why we choose this method, and how we 

use this method in our study.      

 

According to our research questions, we decide to conduct qualitative research 

method for this study. And we choose case study as our research strategy. Our data 

collection approach is literature reviews and interviews. And then, we present these 

methods we used, and explain why we choose them and how we carrying out.           

3.1 Qualitative research  

What: Robson (2011) states there is a basic choice to be made when carrying out a 

research, and qualitative and quantitative researches are the two alternatives methods 

for social research. Quantitative research has become an acceptable method for many 

students and scholars, who may be part of different social science disciplines or 

different profession. As the results, qualitative research represents an attractive and 

fruitful way of doing research of any of these fields (Yin, 2010).The most 

straightforward definition of qualitative research is "any type of research that 

produces findings not arrived at by statistical procedures of other means of 

quantification" (Strauss and Corbin, 1998, p.11). And John McLeod defines as 

"Qualitative research methods contribute a particular kind of knowledge about the 

world, which can be summed up in these terms: the primary aim of qualitative 

research is to develop an understanding of how the social world is constructed" 

(McLeod, 2011, p.3). Yin (2010) discusses five features of qualitative, which presents 

what the qualitative method for: 1) study the meaning of people lives under real-world; 
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2) representing the different views and perspectives of the people in a study; 3) 

covering the contextual conditions within which people live; 4) contributing insights 

into existing or emerging concepts that may help to explain human social behavior; 5) 

striving evidence by use multiple sources, rather than relying on a single source (Yin, 

2010, p.7-8).  

 

Why: From Yin's view, the reasons of carrying out qualitative method is explained in 

previous. According to our research questions, we intend to research why and how 

company innovates? Our research questions want to study a real-world setting, and 

we try to understand and interpret this kind of social phenomenon. A qualitative 

research method is our suitable choice. On other hands, we don't have any plan to do 

any mathematic data collection and analysis. 

     

How: Gillham (2010) states qualitative methods focus on what people tell us, and 

what they do, it is a primarily evidence process, which will enable to understand the 

meaning of what is going on. Researchers always evidence by case study. And those 

case studies are having some values, and their values and trustworthiness have to be 

carefully appraised. Therefore, case study is our qualitative research strategy to apply. 

And we will present the detail information in the below.  

3.2 Case study  

Why: May (2011) claims the status of case study, which is a validity and applicability 

tool to understand the social world better and take inspiration from different 

philosophical traditions. Case study has been defined by Yin as "an empirical enquiry 

that investigates a contemporary phenomenon (e.g. a 'case'), set within its 

real-world-context, especially when the boundaries between phenomena and context 

are not clearly evident (Yin, 2009, p.18). And another definition of case study is "best 

defined as an intensive study of a single unit with an aim to generalise across a larger 

set of units" (Gerring, 2004, p.341). Simply, the case can be a mirror of the world; it 
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can explain and describe what happen in the real life. Especially in the social sciences, 

those researchers depend on the kinds of research questions to do case study research, 

and it's as a systematic method for research (Yin, 2009). Case study is a 

well-established research strategy, which can focus on an individual person, or a 

group, or an organization etc. (Robson, 2011). The purposes of case study may 

regardless of methodological approach, is to contribute to the conclusion of total 

knowledge through theorization, alternative add to human knowledge, experience and 

thus contribute to learning but without explicit or present theorization (May, 2011). 

And case study method can be used in different field of studies: business studies, 

public administration, organizational behavior all can be researched (Gerring, 2004). 

Robson (2011) gives references to adopt case study for organizations and institutions 

studying, such as studies of firms, workplace, schools, or trades unions, and research 

areas, e.g. best practice, policy implementation, evaluation, management, 

organizational issue, organizational cultures, process of change and so on. In this 

paper, our research field can be identified as organizational behaviors research, or 

business researches. We aim to learn what the innovation performance on the LBS 

firm; the single case can help us to do an empirical study to reach our purpose. For 

those reasons, case study is the suitable method for our study. 

      

Who: In case study, the case can be individual person, group, organization or 

whatever it is that researches are interested in (Robson, 2011). And other researchers 

state that we select a case maybe have many reasons, for example, if a case study is a 

useful tool for theory development, then cases must be selected with this specific aim 

not random; or a case may be chosen because it can be taken as representative of a 

wider class (May, 2011). Our motivation of case selection involves both two reasons: 

first, we study what we are interesting field: social network and a new industry in 

China. And then we decide to choose a company, which has close link to our subject. 

Our target is a Chinese company, named Jiepang, which is a local-based-service 

company. It is a simple LBS social media platform, users can share the place where 

they are, and what they’re up to and sync these information to other Chinese 
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social-networks like Sina Weibo (micro-blog), RenRen, Douban. Jiepang track a 

user’s location through GPS, essentially, the user can better understand his location 

and at the same time shares the location information with his friends in real-time. Its 

business field is quite new and fresh; its work cannot be separated from innovation, so 

that we believe it is a suitable case for our research. In the last, we contact with 

Jiapang and allow to do research for them, and they promise us they can provide us 

information and supporting. As the result, we decide Jiepang as our case study 

company.  

       

How: Case study involves multiple method of data collection typically, including 

quantitative data, though qualitative data collection method (May, 2009). In this study, 

we will collect data by interview. And we will explain the detail information about 

our interviews in next content.     

3.3 Literature review 

Why: Qualitative research are encouraged to spend time looking at published research 

and studying scholarly journals, aim to help researches to stimulate thinking about 

theories and relationship to your own research (Given, 2008). Given indentifies the 

theoretical frameworks is a significant foundation for your research study. Merriam 

(2009) presents in qualitative study, review the relevant literature is an obvious way to 

identify and establish the theoretical framework. He also claims it would be difficult 

to image a study without theoretical framework or conceptual context. We need the 

system of concepts and theories to support and guide our research (Maxwell, 1996). 

There are five important reasons for us to do literature review, which are referenced 

by Merriam, 2009, Maxwell, 1996, and Yin, 2009:     

1. In the beginning stage, pervious literature can be drawn upon to what is the 

necessary or important to undertake for present study? Hence, we find our interesting 

research topic through literature review.  

2. The literature review will show us what is already knows from the previous 
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research; it can demonstrate how present study advances or refines. Thus, it can lead 

us to narrow our study, and ignore other conceptual resources that may be of equal or 

greater valuable for our study.  

3. The relevant studies may range across a number of different disciplines and 

approaches, so that it also can yield information that will help us make design 

decision. The literature is not only crucial to identifying the overall theoretical 

framework of study, but also shaping the problem statement. 

4. Literature review provides the foundation for contribution to the knowledge base, 

which can help us to ignore our experience, and speculative think during our study.    

5. The literature review can help us to set the context for interview or discussions 

within organization being studies, provide us academic supports in our researching 

area.  

   

What: Yin (2009) argues the researcher needs to reading as much of published 

material on the subject area as possible, and those should be available references, such 

as textbooks, academic paper, professional magazines, and newspaper and so on. In 

this study, we search relevant resources, including books, such as Innovation 

Management and New Product Development by Tidd et al., which provides the model 

of innovation. Articles published in scientific magazines, such as International Journal 

of Innovation Management, International Journal of Operations & Production 

Management, and Service Science: Research and Innovations in the Service Economy, 

Journal of Product Innovation Management and Journal of Service Research. These 

articles present different views and orientations for theory and concept; and those 

articles are published in the newest journals, and stand for the newest and advanced 

perspectives. Documents are published by professional organization, such as OECD, 

which is abbreviation of Organisation for Economic Co-operation and Development,  

European governments can work together to share experiences and seek solutions to 

their common problems; and VINNOVA is a Swedish governmental innovation 

agency. The reports published in their webpage, those are also very useful resources. 

And we also read master theses with the same topic as us, which can be a reference to 
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us.  

How: Given (2008) states social phenomena is too complex to describe or explain 

completely and adequately by a certain theoretical framework. So we should concern 

about the value of a theoretical framework, and how it fits to our study. Maxwell 

(1996) presents, the purpose for literature review is not only descriptive what the 

others state, but also critical. In constructing conceptual context, we have to 

understand what the problems have been with precious researches and theories, and 

what contradictions or gaps we have found in existing views. After that, we combine 

different authors’ theories, and made a new innovation model for LBS firm, which 

extends the current state of knowledge in the field of study. Yin (2009) suggest at the 

conclusion of the literature review, the researcher should be able to produce a 

narrative model for contributing contemporary known, including at least one area 

where the knowledge incomplete, and also can suggest a problem that should be 

researched. We write the reflection of our theories. It presents the most important 

knowledge for our study, which is the key reference to answer our research questions.        

3.4 Interview  

Why: Seidman (1998) states that interview is a basic mode of research. Especially in 

qualitative research, interview is the major source of the qualitative data needed for 

understanding the phenomenon under study (Merriam, 2009). deMarrais (2004) 

defines an interview as "a process in which a researcher and participant engage in 

conversation focused on questions related to a research study” (p.55). Now it has been 

widely used, and Travers (2001) says, the interview is the quickest way to learn about 

others perspective or activity in a certain filed. Yin (2009) presents interview as one 

of the most important sources for the case study; it can provide case study evidence, 

because most case studies are about human affairs or events. Thus, Interview is 

necessary when we no able to observe people's behavior, feeling or interpretation of 

the world around them (Merriam, 2009). It is a powerful method for producing 

knowledge of human situation (Kvale, 2007). Because of those reasons, we believe 
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data collection from interview is suitable for our study, and interview method can 

provide an essential source of case study evidence, and primary and unique 

information would be collected. We decide to make interview for our case company 

Jiepang. And we aim through interview to obtain empirical knowledge of subject's 

typical experiences of our topic.  

 

What: Asking good questions is the key to getting good data by interview method 

(Merriam, 2009). Hence, how to ask good question must be considered by researchers. 

In order to get good data, Kvale (2007) presents that there is a significant process of 

an interview project should take place before first actual interview, so called 

thematizing. It defines to the formulation of research questions and a theoretical 

clarification of the theme investigated. That means, researches cannot conduct 

interview without any preparation, they should learn about both background of 

interviewees, and theoretical background involving the study theme or subject. 

Otherwise, the interview might fail, because of uncertain situations or no useful 

results.  

 

Therefore, before our first interview start, we learned about Jiapang, including the 

basic information about company, its business area, its main jobs and tasks, its 

internal structure, and outsider customers, competitors. On the other hand, we know 

about theories and concepts regarding to our research questions, after done literature 

review. All our work are rounding the three research questions, the interview is the 

same. First five questions aim to find out how the case company innovates and to 

answer the second research question. Question six to ten is focus on the five forces 

model, and we want to get the first hand information from the interviewees, how they 

think the innovation can impact the forces to be successful. There are ten interviewer 

questions can see the appendix. Merriam (2009) mentions that interview question 

needs to be understood in familiar language between both interviewer and interviewee, 

because it can make sense to the interviewee, and reflect the respondent's worldviews, 

as well as improve the quality of data collected. Therefore, we use our mother 
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language-Chinese to ask questions. 

 

Who: Seidman (1998) states, the heart of interview is the one you interview because 

they are of worth. That means, who will be your interviewee that would influence the 

research result and quality. People can use their own words describe to their activities, 

experiences and opinions, and distinguished for each others, so different interviewee 

can provide unique information (Kvale, 2007). In order to get reliable data, we 

decided to interview three people coming from Jiepang, who are in different position 

in the company. First one is the co-founder of Jiepang, who was born in 1986, 

graduated from Beijing University of Aeronautics and Astronautics 2011 with both 

the bachelor’s degree and master’s degree. He is young and has several internships in 

different IT start-up companies. As a young leader he might have different ideas about 

the innovations and how to run a start-up company. Second one is working in the 

R&D department, because R&D department is the core department for innovation 

task. The interviewee is a young engineer, who has got bachelor degree in technology 

field from Canada two years ago. We have to listen to the real voice from R&D 

department, because his perspective not just stands for this department, it also reflects 

the company's thinking. Third one is coming from market department, who is the 

market director of Shanghai. She was a senior artist agent, who has good relationship 

with almost the top starts. As a professional market director, we want to find her 

concerns about innovation. Our research questions for those three are same. We want 

through same questions to compare their response, what is similar and what are the 

differences. We believe, the result of their responses are stand for employee's mind 

and company’s thinking.                          

 

How: Interview is one of the researches strategy, which can approach the experience 

of people in contemporary organizations through many ways. Our interviews are 

based on the relevance theories and concepts. Our interview project divided in three 

processes: First, we start in the data collection, aim to learn more about case company, 

and learn some relevant theories and perspectives. After literature review, we found 
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our interesting contents of company, and the significant problem regarding the 

theories and our research questions. Second: the interview protocol is produced; in the 

beginning we listed all the questions we want to ask, but they are almost twenty. 

Considering about the responses quality, interview questions cannot be too many, so 

we reduced the questions and improved the quality of the questions, after reading the 

material that Jiepang gave us, they have answered the questions about how the case 

company work or benefit. In the end, there are ten interview questions, which are all 

the interesting questions we intend to ask. And we try our best to clear and simplify 

those questions, in order to let interviewee understand what the question mean.   

 

Finally, we sent those interview questions by e-mail. In this study, e-mail is the 

pathway to distribute the interviews. Because of the space distance, consider about 

cost and time, we think e-mail interview is our best choice. The case company in 

China (we are in Sweden), so the e-mail interview method replaces face-to-face 

interview in this study. Comparing to the traditional interview method, Hunt and 

McHale (2007) stress advantages for e-mail interview, such as it is possible to 

interview people anywhere and anytime in the world, using internet, which lead 

interview become more efficient and none-cost; with e-mail interview, interviewee 

has time to think and reflect on the interview question, which can improve the quality 

of their responses. In our point of view, e-mail interview is not only just easy to start; 

it is also easier to get response for interviewees. Because we don't need to record their 

oral response, instead of receive written document by e-mail. Consequently, we can 

avoid some misunderstands and contents missing during the recode of interview 

record.   

 

Interview method has some disadvantages, and it is not perfect. A research interview 

is dependent on the personal behavior, both for interviewer and interviewee. That 

means the data collected by interview would be influenced by personal reasons, and it 

also would has problem with some ambiguous’ responses. One sentence may have 

different underrating by different person, thus translation for those words may not on 
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one hundred percent correct (Kvale, 2007).  

3.5 Reliability and Validity 

The conclusions of research must be sure that fulfill the criteria reliability and validity. 

(May, 2011). Reliability is to what extent the research results can be similar, if other 

researchers would conduct the research on different methods (Smith et al., 1991). 

Validity refers to what extent the research’s result conforms to the rules and logic, 

which is really happened; if the result cannot observe or measure a phenomenon, 

which is not validly result (Merriam, 1998, and Walliman, 2005). Seale (1999) states 

“trustworthiness of a research report lies at the heart of issues conventionally 

discussed as validity and reliability” (p. 266). From this point of view, our research 

fulfills the criteria reliability and validity. In this work, our case study is a real 

company in China, and our interviewers are employees in case company. The data we 

collected are representing real perspectives, or the events really happened. Thus our 

research sources are trustworthiness. Addition, we accord a rigor method to research, 

which is a systemic scientific research method, and the results of this study are logic 

and creditable. 
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4.Empirical Findings 

 
 

This chapter presents the finding of this study. The data and information are collected 

from the company’s document and the responses of interviews. We divide this chapter 

into three parts according to the research questions for the readers can access to our 

findings easily. The comparison among the three interviewees’ responses is also 

presented. This chapter is primary data, and it supports the empirical studying.  

4.1 How does Jiepang work? 

Jiepang was launched in May 2010 with 36 team members and now it becomes the 

biggest LBS with over 100 employees and 3 million users. It is a simple LBS social 

media platform, users can share where they are, and what they’re up to and sync these 

information to other Chinese social-networks like Sina Weibo (micro-blog), RenRen, 

Douban. Jiepang track a user’s location through GPS, essentially, the user can better 

understand his location and at the same time shares the location information with his 

friends in real-time. They celebrated the 2nd-anniversary on 13th, May 2012. During 

the last two years the number of total check-ins is over 50 billion and the users 

uploaded almost 8.2 million photos. There is considerable real-time lifestyle 

consumer data access in Jiepang in every second. When the users recording and 

sharing their life, at the same time, they also help to make Jiepang’s data becoming 

comprehensive and prompt and make Jiepang smarter. How to make these data to 

produce the greatest value? How to help people to find out their favorite sites, food, 

lifestyle and friends from the vast world? Jiepang is now in a unique and delicate 

position to solve these issues, to influence people’s consumption decisions, to 

enhance people’s quality of life. 

Jiepang growed rapidly within two years, and got excellent results in promotion of 

culture activities, cooperated and in charge of LBS promotion part of 16 large-scale 
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music festival in China and 27 popular films including “I’m number four” and 

“Tintin”, and 45 Chinese and foreign star artists promotional activities. The influence 

covered tens of millions of mobile Internet applications users. Jiepang also cooperated 

with nearly one hundred domestic industry well-known media brands and agencies 

and built close partnership, cover the field of food, clothing, shopping malls, cars, 

cosmetics, electronic communications, hotels, advertising and others. Those market 

activities give the users endless moving and fun, and give the brands lots of accurate 

exposure that is just the brands wants. 

In April 2011, Jiepang launched the merchant platform services, a project that allow 

the merchant provide services information including the location and coupon and so 

on. 12 months ago, no one knows what is LBS marketing in China, and now they are 

over 60,000 signed merchants; users can enjoy the Jiepang surprises in the restaurant 

chain giants like Gwongeumseong, Leopard, Raya Hamburg.  

Compared with other LBS firms, Jiepang was the first to use the HTML5 technology 

to develop their mobile apps, the advantage of this technology is that it is based on the 

mobile browser rather than the native mobile operation system, so this technology can 

support itself cross the platform like Google Android and Apple iOS. At the 

beginning, Jiepang only developed once but it can run at both Android and iOS 

platforms with the help of HTML5. The client of Jiepang has been constantly updated 

to make user experience simpler and more convenient; every version has its own 

remarkable feeling. Today, Jiepang has client on iOS, Android, Windowsphone7 and 

Symbian^3, and the web version to meet the users to record their real life with 

different phone models and system. The next generation iOS client is a cutting-edge 

exploration of Jiepang, thanks to HTML5/CSS3; the cost greatly reduces and provides 

better product features and experience to the users. 

Another innovation of Jiepang is that it started a new model of Internet online brand 

Marketing Corporation. In the past, the Internet marketing activities can't touch the 

offline users no matter how effective it was. But now Jiepang can connect the online 
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activities with offline users. Medias and advertisers now more and more mention the 

On-line to Off-line (O2O) Model. For example, Nike once released a new pair of 

shoes, Jiepang help them to make the Nike near 1000s fans gather into the activity 

venue. 

Chinese users are different from American users; the key to succeed in Chinese 

markets is to have a deep understanding of the local market and culture. Jiepang has a 

localization strategy, Jiepang both sign up the Merchants and the Brands.  For 

example, Starbucks, McDonalds, LV, IKEA, Wrangler and so on, so Jiepang has 

visible incomes in advertising. Differ from other competitors, Jiepang has good 

relationship with the Communication Terminal Makers, it has been preloaded on all 

HTC and Sony Ericsson’s China phones and will preload in Smartphones and feature 

phone devices in the future. Jiepang firstly launched the NFC-enabled check-ins 

feature cooperating with Nokia in June 2011. NFC is the acronym of Near Field 

Communication, which is the newest technology in mobile industry. Nokia has 

released three new NFC-capable handsets, and there will be more and more 

Smartphones produced with this function. (Jiepang, 2012) 

4.2 How does Jiepang innovate? 

When we ask if Jiepang treat innovation as the behavior of the whole company or as a 

special department responsibility, all of the three interviewees show that innovation is 

a behavior of Jiepang. And all the departments cooperate with each other. The 

co-founder says nowadays the mobile Internet is rapidly developing, start-up can’t 

survive without the innovation, and the innovation is already a very important part of 

our genes. Some departments have more innovations, but only all the departments 

condensed together, then we can keep efficient and find new opportunities in the 

changing market. The engineer from R&D department explains that product 

innovation needs the support of the new technology and good products also need a 

good strategy to spread. They need to explore new market models, research new ways 

of marketing. Try both the internal and external sectors towards a common goal, in 
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order to achieve a breakthrough. For example, when Jiepang first launched, they want 

to make the concept clear: What is “check-in”? Why the users want to check-in? The 

concept is fresh for everyone, but faces an uncertain future. So the innovation of 

product is focus on the functions while the bigger innovation is selling the concept out, 

preaching more people externally. The Market Director says market department need 

to make more creative and innovative ideas to show the product. And the 

communication among the team is very important. 

 

Although they treat innovation as the behavior of the whole company, they do not 

provide a financial support for it especially. But the co-founder says most of their 

innovation is voluntary and they also set up a variety of funds, such as Happy 

Working Fund, Jiepang Library Fund, and set up Jiepang welfare committee for the 

staff of team member’s life, work and knowledge. The engineer expresses that as a 

start-up company they try to make every cent account. And the Market Director prefer 

to regard hire more innovative talents as their long-term investment plan for 

innovation. 

 

Jiepang is full of the innovative atmosphere and they don’t have to encourage the 

members’ innovative thinking, because most of the employees are young. The 

co-founder says that even if born after 1985, they become the elders in this team and 

there is no shortage of innovative thinking in this young team. The engineer says that 

in this company nobody will ask you to do things definitely according to what kind of 

rules, so working in Jiepang itself is an innovation, do things that others never did. 

Most employees of Jiepang can be self-motivated and brave to try. The CEO of 

Jiepang David’s “try and error” idea effects promote Jiepang’s culture, not afraid of 

innovation. The Market Director tries to inspire the members’ innovative thinking by 

invite all of them to join the brainstorm of function names, slogans and 

commemorative badges. During the discussion they will join into Jiepang family and 

love the product from their hearts. 
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The three interviewees give examples to show the cooperative innovation with 

Jiepang’s customers. The co-founder says most of the cooperative innovation with 

customer are reflected in the different market activities, whether offline or online. 

Jiepang try to make users happy and enjoy it, and based on this exposure to move up 

the brand of both Jiepang and its customers. So lots of model of events are first time, 

there is no successful experience to use for reference, and there are many problems 

they meet and never think about. For example, once Jiepang and Starbucks have 

jointly planned an activity of ten thousands of people lit the Christmas tree, the 

market department and the R&D department worked overtime for a long time, while 

to find away to enhance the data, while in order to have a better way to show. 

Ultimately the job is done perfectly. The Market Director gives an example 

co-operation with The North Face, which is a well-know brand. Jiepang first attempt 

to develop cooperation brand filter called “Go Wild”, and the results achieved 

win-win effect of brand exposure and user experience. And the engineer’s example is 

more technical; the NFC Check-in can be said the first attempt among LBS industry 

in China mainland. During these innovations there must be many difficult they have 

met, but they try to solve them one by one. 

 

When they answer the question about the unsuccessful innovations of Jiepang, they 

express that all these experiences are the process of learning. The main cultural 

precept of Jiepang is non-stop exploring and never waits. The co-founder says thanks 

for all those unsuccessful experiences, their team become more mature and 

comprehensive. The engineer says it makes them more close to success; “try and 

error” is the key to maintain high morale. The Market Director summarizes 

experiences from unsuccessful innovation, sometimes they ignore the simple ease of 

use of the product and sometimes they overlooked user usage scenarios. From the 

above experiences, the further innovation will be surveyed from both sides to match 

the needs of users. 
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4.3 How innovation effect Jiepang in the competitive 

environment? 

“Jiepang is a product full of love.” is a sentence mentioned by the all the three 

interviewees, when answer the question of the advantages of Jiepang in the 

competitors. There are more than 30 location-based services companies in China. The 

co-founder says that Jiepang and a lot of companies started at the same time two years 

ago, but now many of them had disappeared or changed to do other projects in LBS 

field. Jiepang now is a small lead, because Jiepang has better product experience and 

good partners, with complete location library information, and the users loving 

Jiepang. The Market Director considers the biggest advantage of Jiepang is the high 

quality of the users and they can cross over on different Social Networks including 

Facebook and Twitter. The Engineer concludes that a combination of love and 

professionalism, coupled with the “try fast, fail fast” concept help Jiepang success in 

the early competition. 

 

The Market Director think innovation can continue the vitality of the company, keep 

active of the company and inspire the members’ enthusiasm during the process of 

company’s development. The engineer says, for a start-up, innovation is part of life. 

For some certain scale companies, innovation is a way to maintain morale and vitality. 

Without innovation, then it only will stand still, that we will be replaced by new thing 

one day in the future. The co-founder believes that innovation and learning are twin 

engines of the company’s growth. Innovation is the magic weapon of company’s 

rapid growth in the early stage. But learn how to analyze data, learn for better 

managing and even learn for better innovation is also important when company reach 

a certain size. Innovation will play a leading role in order to find the new growth point 

in the changing market. Innovation plays a very important role in the growth process. 

When answer the question about the relationship with the suppliers, the co-founder 

says map service providers and server hosting are the first party, they will be more 
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stronger than before, but there are still other companies provide these two services, so 

they are not complete monopoly companies. The engineer also shows that they have 

contingency plans if the suppliers terminate the services, but they can’t show many 

details. 

Then we ask about the threat of potential entry, the engineer says that they have to 

face this problem sooner or later. LBS is the trend, but he believes this concept will 

ben gradually weakening in a few years. Simple check-in will not be able to meet 

most people’s points of interest. Instead, the LBS will be integrated into a variety of 

services to become a part of some services. For Jiepang, they now have a leading 

place in the technology and experience. Facing the challenges of the giants to enter 

LBS industry, he believe Jiepang move faster and they have more experiences to gain 

success. The co-founder agrees and believe that Jiepang pay more attention on the 

quality of users’ life, they will strengthen the advantages when face the threat of 

potential entry. 

Although LBS is a sunrise industry, there is still threat of being replaced. When 

answering the question of the future direction of Jiepang. The co-founder says the key 

to success is protecting the users and keeping sensitive for the market. It is a healthy 

product composition only the location-based services and social function can rely on 

each other. The engineer believes that nothing is impossible. They have the 

contribution of love in real life of three million users and the impression accumulation 

of two years in brand value and product. These things will become the powerful 

weapon for fighting with storms in the future. 
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5.Analysis 

 

In this section, we will present the discussion based on the theories and case study 

and interview responses. The purpose of this chapter is answer those three research 

questions. First answer how LBS industry work in China; second answer how do LBS 

firms innovate; third answer How does innovation affect the LBS firm in the 

competitive environment in China?. The analysis involves theories and empirical 

findings. We compare what the similar and difference between them, and then 

combine them to get our suggestions.  
 

5.1 Benefit of LBS industry   

According to the empirical study of the case company, we know how Jiepang work as 

a LBS company in China. Jiepang provide location-based service by tracking a user’s 

location through GPS, and the user can choose if he/she wants to record and share his 

location to his friends. Jiepang tried to make the check-in process more interesting 

and worthy. There are three main ways of cooperation in LBS industry: 1) Cooperate 

with merchants 2) In charge of the promotion part of events 3) Cooperate with 

smartphone device provides. 

 

First of all, from the beginning there are merchants signed with Jiepang, they tried to 

promote themselves with a trendy advertising way. For example, if a chain restaurant 

signs as a merchant of Jiepang, the users can see the special offer that the restaurants 

provided from the website. If the user is just near one of the restaurants and he/she 

opens the Jiepang program on a phone and he can see what he can get if he check-in 

in that restaurant, maybe a free cup rise or 10 percent price off. It is a kind of LBS 

marketing. From April 2011, Jiepang launched the merchant platform services. 

Amount of merchants come in until now there are over 60 thousands signed 
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merchants. That means if you are standing in the middle of a hot area and difficult to 

decide what to eat to night, you can find a discount or surprise that the merchants 

offer you from Jiepang. Users can get privileges, the merchants get customers, 

Jiepang makes a win-win situation during a LBS market.  

 

Secondly, Jiepang is in charge of many promotions part of the events, including the 

music festival, films and famous star artists’ promotional activities and so on. 

Cooperating with the famous companies or brands can improve the quality of image 

in the users’ mind. Many users get free gifts like phones, laptops, shoes and the 

concert tickets of pop starts by check-in in Jiepang following the established rules. All 

the check-in information is very valuable, which is the companies or brands needed. 

So there are two ways to earn money, one is the advertising fee and the other one is 

that they can sell the data of users’ habits to the brands. 

 

The third, one of the reasons of Jiepang become so popular is that their client can 

cover almost every kind of phone operation system. And they have a deep cooperation 

with the device providers like HTC. The entire HTC Android phones in China will 

preload Jiepang client, which means, the users of HTC phone will become the users of 

Jiepang. There is a big Android device market in China. Because of the open source 

of Android, device makers can reduce the cost. The basic applications have to be 

preloaded before selling. Jiepang is the most popular application which can shows the 

location-based service function well. The device makers have to pay if they want 

preload an application like Jiepang. 

 

In a summary, although now Jiepang’s most important target is not to earn money but 

to attract more users. But there are many ways of benefit. So do the other LBS 

companies. LBS Industry is still a favored industry by the investors, especially in 

China. 
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5.2 Innovation of LBS industry  

According to case study, innovation becomes a vital and daily action of Jiapang. In 

the case company, we learn something new and interesting points in its innovation 

process. 

Because LBS are an emerging industry, innovation is their magic weapon of the 

company's rapid growth in the early stages. The innovated products or services can 

attract new customers and open a new market. As a pioneer of a certain industry, 

innovation is the reason for why they have opportunity to get market and promote to 

the customers. Thus innovation is a key to entrepreneurship and emerging industry. 

Nowadays, LBS is quite new to customers, and it need to increase awareness, so that 

customer satisfaction and good users experience can raise its awareness. From this 

point, innovation still should be considered by companies. If the products or services 

provided can be over customer’s expectation, they will be delighted. Thereby, keep 

innovate and continue provide novel is a success code for every company, especially 

for rapidly changing IT world. Indeed, innovation is not just a slogan, it needs to be 

implemented, and how LBS firm innovate is discussed in the next, and these analyses 

are based on theoretical framework, and combine to case study findings.          

l The innovation of new service products: According the theories present by Jong 

et al., Leiponen, and Hipp, & Grupp, we learned LBS can be identified as incremental, 

is based on the SNS, but it change targets and adds a new characteristic. The 

traditions SNS, such as Facebook, it has three dimensions: When, Who, What 

happened, LBS added one more dimension which is “Where”, and this service is 

focusing on the mobile users, since Smartphone	  prevailed. Obviously, LBS emerging 

rely on the other innovative product	   popularized; it is an outcome under the new 

condition and new demand. Thus, the code of service product innovation is meeting 

the customer demands. From the interview, we learned that product innovation is not 

easy, company always ignore something important. Jiapang considered service itself 

ignored the users’ feeling, and the fail result gave it a good experience, it learned: first 
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of all, innovation must meet the demand of most users, and second, consider how 

difficult new product development is. Regarding these two points, the company 

should have sensitive senses of customer needs and market trend. Next analyze 

customer minds and carry out how to improve or create a new product to solve their 

problems. And then, if it can possible to test before new service face to customers, 

which is better to make sure it can be easier popularized. And Jiepang thinks it is 

necessary. Further, the users’ feedback of new product must be collected without 

delay. The company needs this information to prefect its service, and prepare for next 

new. The customer interaction also mentions those views. For LBS firm, both 

customers (clients) and users receive its services, they have total different 

requirements and purposes, so that LBS firm must account of both.  

l Human is the core of innovation: Involving to the theories of human factor 

(such as Hipp & Grupp, and Jong &Kemp), Jiapang has great performances in some 

aspects of innovation, the best one where in the human factor. Innovation is a human 

action, any ideas figure out by human brain. In the innovation process, “human 

factor” is in the prime position, and in an organization, human as a capital for creating 

profit and contribution. Furthermore, like Jiepang, all LBS companies provide 

services to customer; compare to the visible products, service is an invisible product, 

human is the chain connecting customers and providers. Thus LBS companies must 

focus on this factor. Jiapang shares its experience; it suggests company should have 

plan for talent pool of innovation. Personal experience and competence are strong 

relating to innovative mind, company requires good at discovering this kind of talents, 

and give them a space to freedom of expression. Besides, leader and manager impart 

on company’s innovation process. They are not looking for someone who has talent, 

they also are played a role to employees imitating. In an organization, leaders or 

managers would influence employees’ behaviors. If leaders are dedicating on the 

innovation and always have new ideas, their subordinates would be motivated; 

moreover, their perspectives may inspire subordinates thinking, and increase 

opportunity for new ideas born in different ways. 	  
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l The process of innovation: The story of Jiapang’s innovation is full of its 

perspiration and tear. Its experience tell us innovation is not easy, and need explore 

endlessly, never give up, and don’t be afraid to failure. Moreover, company must 

learn how to conclude the lessons and reasons of failure, and keep moving forward. 

But Jiepang didn’t mention how it planed and formed its innovation program. Many 

researchers (such as Foehle & Roth, and deBrentani), they suggest innovation process 

should be formalized and systemically schemed. Because those are able to generate 

new ideas during the everyday operation, let innovation become a daily task for every 

employee. Indeed, innovation is not the flash of genius; it must be put in the scheme, 

just gain by long-term efforts.            

l Organization structure impart on innovation: according to Schneider (1999) and 

Vermilion (2001), researchers express the organizational structure would impact on 

innovation process, because they believe centralization and high hierarchical structure 

could obstruct company innovating. The Jiepang claims that innovation is an 

organizational activity, everyone is participant, and it also pride of its structure is 

quite free. Because Jiepang’s employees all are young people, so their work 

environment is like a big family. Young people always have good ideas and they have 

shared and discussed together, all of them, they strive to get a brainstorm; maxim the 

potential. And Jiepang thinks employees love Jiepang just like theirs family; and this 

emotion can encourage them care about it, and consider how to lead Jiepang to be 

better. Thereby, combine case study and theory of organizational structure, we 

suggest: First, innovation action is not only on the R&D departments but also working 

for all employees; and Froehle et al (2000) and Avlonitis et al (2001) as well as 

suggest cross-functional innovation can gain different knowledge and ideas from 

different departments, which are catalysis to creativity and knowledge development 

for innovation. Second, no matter leaders or normal employee, all of them have 

opportunity to speak out; experience and information share and exchange are a good 

way for brainstorm. Third, work atmosphere and environment influence employee’s 

emotion and work passion, so that, if organization can provide a lovely workplace, it 
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can increase their motivations of innovation. Thereby, Schilling and Werr (2009) 

suggest people have different functions and professions can drive innovation success, 

because rich and multiple’s knowledge and competences are catalysis for creativity 

and knowledge developing, as well as has positive effects to the quality of innovation 

team.  

l Innovation cooperation: innovation is no longer an individual action or behavior; 

innovation also can be achieved by cooperation. Both in the theory and case study, we 

learn how important customer interaction in the innovation process is. Vargo & Lusch, 

(2011) and Schilling & Werr (2009) present customer or user is a potential warehouse 

of resources, information, knowledge and ideas share is possible. Jiepang has success 

innovation outcome through its customer cooperation, and it got a win-win result. 

Here, Jiepang try to cooperate with customers (clients), it also can consider about its 

users. We mentioned above, LBS firm has customer who is its clients, and another is 

its users who are provided by its “check-in service”. So the customers and users can 

be brother with LBS companies, where in the battle of innovation. For example, 

iTunes store for Apple is one of the most popular software in the world; it has a lot of 

fans from whole world. Its operation mode is kinds of win-win way, iTunes store 

provides a platform to everyone or every teams, who attempt publish their music, 

games made by them, or every useful application for iPhone, iPad or others Apple 

products. Under this mode, users’ requirements and demands is able to be fulfilled in 

every aspect; and publisher send theirs productions on iTunes who can through this 

platform to achieve theirs aims; for Apple company, iTunes store takes users fresh 

and new without a break; and everyday its users are having new experiences and fun. 

As the results, that is a virtuous cycle. In this story, we can learn that Apple’s 

innovation process not only relies on itself; it also relies on someone else, so that an 

open system and platform is able to get resources for innovation easier and more. LBS 

firm can imitate Apple Company; mobilize any recourse and human to increase power 

of innovation. 
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l Technology innovation: Hipp, and Grupp (2005) argue technologies are not the 

centre of the innovation process in services, and also points out that patent 

competition in the service firms is only of minor importance. From their survey, the 

results show that technology-based innovation play only a minor role in services firms 

compared to manufacturers. LBS industry differs with tradition service industries. 

Technology must be innovated, both for creating new products, but also need to offer 

pure technological progress. The essence of LBS is a technical supporter by users, 

thus technology innovation is the most significant factors for it. Jiepang offers new 

technologies for its users, such as NFC, HTML5. Thanks for those technology 

innovations, Jiepang has won competitiveness, and going to front of this industry. 

Hence, for LBS firms, they must concentrate to technology innovation.         

5.3 Porter’s five forces analysis in LBS Industry in China 

l Threat of potential entry：High 

The biggest threat of potential entry is the entry barriers are low in LBS industry, 

especially in China. New entry got low capital, free access distribution channels, no 

need for sales force and low product differentiation. There is no government policy 

banning or discouraging entry.  

Facebook, the biggest SNS in the world, launched new feature call “Place”, which is a 

LBS function, in 2010 and similar with abroad, Renren (Facebook Chinese clone 

version) provides its own location-based service. Compared with those traditional 

SNS, the user number of LBS is small, but Renren use LBS as an attached function 

and do not cooperate with merchants to provide coupons. Another potential entry 

company is Weibo (micro blog), it also add LBS as a featured function but did not do 

anything to expend it. 

From the answers of Jiepang’s co-founder interview questions we can analysis that 

they do face such problems, but compared with the new entrances Jiepang focused 

more on the improving the users’ quality of life. Jiepang innovate all the time, and 
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launch some new events or new features to keep the users being attracted. Even facing 

the influx of the predators, they will not undermine the information sharing and they 

will continue to strengthen. The other LBS companies are under the threat of potential 

entry also, it seems innovation is just one of the effective ways to reduce the threat. 

l Bargaining power of suppliers: Low 

Suppliers of LBS Industry are the social networks, which can be synced and shared 

the information to, and the Advertisers including the brands and the merchants, and 

also the server providers especially the map provider. The Google map service has 

been blocked in China by the government, and all the map providers in China have to 

get permission or the website will be closed anytime by the government. 

Most of the LBS companies in China have the function that users can share and 

synced the check-in information to the other social networks. There are many social 

networks and they launched open Application Programming Interface (API) and 

created a platform whereby third-party developers or companies could build any app 

they wanted. From another side, suppliers want more information import, so the 

bargaining power of the social networks is low. 

Second, Jiepang has signed with over 60 thousands merchants. The merchants offer 

preferential treatment when the customer check-in and share their experiences with 

their friends. Because the huge number of them and the suppliers provide similar 

offers, their bargaining power is also low. 

As a location-based service provider, Jiepang’s most important suppliers are the map 

service providers and the server hosting, and they are the first party. Although the 

suppliers have a larger market share, there are still many of service providers. So it is 

not complete monopoly environment. When we ask if Jiepang have some plans when 

meet emergency of suspension of service, they first express it is unlikely without any 

information. They do have plans but inconvenience to tell in details. So even the first 

party show tough attitude, the threat of suppliers is low. 
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l Bargaining power of buyers: High 

Buyers are the end users, but the amount of LBS users in China is very limited. 

Companies can get low or no profits directly from the users, because there is low 

product differentiation. Switching cost is also low for the users and there are no 

middle channels. Chinese users are critical, they always ask why we check in or what 

can we get if we check in, so if LBS companies can’t improve the user stickiness and 

keep the active users, they will lose users quickly. 

Our case company, Jiepang, like the other LBS companies, their target is the same, to 

attract the users and keep them. How to keep the attractiveness? Jiepang try to provide 

better services, user experiences and learn to analysis the data to find the deeper need 

of the users. Another important condition is keeping innovate and trying to be 

different and reduce the bargaining power of the users or buyers 

l Threat of substitutes: High 

In Information Communication Technology Industry, there are new ideas come out 

and it is hard to say how long can LBS industry last. The uncertainty of future 

technologies is high. The substitutes are superior to existing products in quality and 

function; they will rapidly emerge to attract a large number of customers.  

And the switching costs are low. For example, Digu.com used to be a SNS but now it 

turns to LBS market and transfers its old users from laptop to mobile. In another hand, 

the disruptive future technologies probably make the location-based services 

redundant and the companies may fall down. 

Although LBS is a sunrise industry, still can be replaced one day in the future, 

Jiepang choose to protect the users, keep the sensitive of market and rapider action to 

success. And they will pay more attention to the product whether they are a tool or the 

social network, these two parts rely on each other, and it is a healthy product 

composition. The whole LBS industry will under the press of the threat of substitutes, 

regulate the strategies to make the services unique which is the key to success. 
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l Rivalry among competitors: High 

There are over 30 companies providing location-based services in China and most of 

their services are similar in both user interface and play rules. LBS Industry has high 

international industry growth, low switching cost, low IP rights and low exit barriers. 

So the rivalry among competitors is high. 

Compared with the other LBS companies, Jiepang started almost at the same time two 

years ago, but now many competitors had disappeared or turn to do other projects, 

because of the intense competition and misty future of LBS industry. However, 

Jiepang now is a small leader in this completion, since Jiepang have a better product 

experience and partners, with more complete location library information, as well as 

higher quality users. Jiepang try to launch more functions with innovation, like the 

NFC function, and innovative events, for example the music festivals and the vocal 

concerts and so on. 
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6.Conclusions 

 

In this chapter, first we summarize the answers to the research aim on how the 

innovation affects LBS industry in China. Second we give the reflection and 

suggestion of future study. Third, the implications of this study express on our 

contribution for the field we studied.  

6.1 Summary of this study  

LBS company in China 

China as the biggest emerging market in the word, it is successfully unleashing the 

potential of its huge market. The quantities of customer demands are increasing 

constantly. No matter traditional industry or rising industry, both have been to 

develop and improve, in order to meet customer needs and demands. In China, LBS is 

a new industry both for users and providers. LBS firms must figure out how to do 

business in China, and how to meet customers demand.  

 

LBS firms provide location-based service to user by tracking his location through 

GPS. First, the user can know his location better than before, and he can record and 

share his location to his friends if he wants to. Second, the user can see the special 

offers the merchants provide just near him. Third, the user can comment and post the 

experience through the Internet. Users got this kind of service for free, and how the 

LBS firms benefit? There are three main ways to profit, 1) Charge when the 

merchants want promote by LBS marketing, 2) Charge for the advertising fee of the 

big brands or famous events 3) Charge from the device providers when they want 

preload the client application.  

 

“Innovate or Die” 

“Innovate or Die”, especially for new industry, innovation must be implemented. LBS 
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differs from traditional service industry, thus they are having different strategy of 

innovation implementing. The significant difference between then is technology 

innovation. LBS industry builds on the Information Technology, and provides a 

technical support for users; new customer experience and functions rely on its 

technology innovation. Hence, continently offering users something fresh and new, it 

would attract more users and customers. Moreover, company will gain 

competitiveness via its core technology. And technology innovation drives new 

service products be produced. New service product innovation is a vital process in 

LBS industry, in order to be irreplaceable by new one; the best way is to be new.  

 

On the other hand, company must learn how to motive internal employees and 

external customers to contribute to innovative outcomes. Employees can be human 

capital for innovation, new ideas, innovation actions and innovation behaviors all 

figured out by human. So company should have plan for talent pool of innovation and 

foster them to innovative talents. Good leadership and management is catalyst for 

driving force organizational innovation actives. Innovation perspective should 

implement in whole organization, all departments and staffs have to participant. Good 

work environment and free innovation atmosphere could have positive effects on 

innovation process. 

 

Influence of innovation 

Innovation is an important strategy for a company especially for LBS firm. LBS 

Industry do fit the five forces model even it is new and different from the traditional 

industries. Innovation not only can improve the competitiveness of a LBS firm within 

the industry, but also can reduce the threat from outside. (1) Innovation is one but not 

the only way can reduce the threat of potential entry. (2) The bargaining power of 

suppliers is low, but innovative marketing ways still attractive for the merchants. (3) 

The bargaining power of buyers is high. The end users got the services for free and 

the amount of users is very limited. Innovative services and productions can keep the 

attractiveness and reduce the bargaining power of the users or buyer. (4) The 
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technology improved every second, and new ideas come out fast. The threat of 

substitutes for LBS industry is high. Regulating the strategies to make the services 

unique is the key to gain success. (5) Rivalry among competitors is high, many of the 

LBS companies has disappeared or turn to do other projects. Innovative functions and 

marketing events are good trials for them to improve the competitiveness among 

competitors.         

6.2 Reflection and Implication  

We have learnt useful knowledge contemporary, and understand the situations of LBS 

in China. Through studying theory and case study, we get gaps between them, what in 

the theory but not implement in real company, and what are these real companies 

done, but theories are not mentioned. The theoretical implication of this study is that 

we combine different theories of innovation in service industry, and made a new 

innovation model for LBS firms, which contributes with knowledge about innovation 

and LBS. Thus after our study, we give suggestion for the case company, which can 

help it improve in the future.  

 

Managers can learn that: first, innovation action does not mean working only on the 

R&D departments but also with all employees; second, both leaders and employees 

should get the opportunity to share their opinions and communicate with each other; 

third, the work atmosphere and environment influence employee’s emotions and their 

work passion. And it also can be the benchmark of the whole industry, as a reference 

to guide other LBS firm. The practical implication of this study is introducing LBS 

industry in China to the readers and providing useful information for the investors 

who have interest in Chinese LBS market. The social implication of this study is that 

the managers in LBS industry can get deeper understand of the importance of 

innovation, and have a clear sense of how can innovation improve the 

competitiveness both in the industry and in the whole internet environment.   
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6.3 Limitation and Suggestions for future studies 

After this study, even we have great harvest, but we still have many things didn’t 

know and what to learn. A limitation of the study is we use Porter’s five forces to 

analysis the effect of innovation in LBS firm. It is not comprehensive. In the future, 

we attempt to study more theories to analyze, in order to get an overall perspective to 

answer this question. We limit our research to a single company in one country, so 

that the result of this study cannot be applicable to other countries with different 

cultures or other industries. We desire to have opportunity to interview more persons 

in different LBS firm, and collect more information and views from practice. We are 

interested in how to innovate with customer or user, how to cooperate with them? It 

would be a trend in future, because open innovation process is becoming a hot topic, 

so we like to learn it further. 
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Appendix1  

Interview questions 

a). Original (Chinese)  
1. 你认为街旁将创新视为整个公司的行为，还是由专门的部门负责，不同部门
之间是否有合作创新？ 
2. 你认为街旁是否有为创新提供财政支持，预算是怎样的，是否有长期投入的
打算？ 
3. 你认为街旁是否有创新的氛围，街旁是怎样激励员工的创新思维？ 
4. 街旁是否有过与客户合作创新，如果有，在创新过程中是否遇到过困难以及
是如何解决的？ 
5. 街旁是否有过未成功的创新，如果有，从中获取了哪些经验？ 
6. 中国目前有 30多家提供地理位置信息服务的公司，在这些竞争者中，你认为
街旁的产品有哪些优势？ 
7. 你认为创新在公司的发展中起什么样的作用？ 
8. 街旁提供地理位置的服务，与地图服务供应商和服务器托管等供应商的关系
如何，中国这两项服务是否处于垄断地位？一旦供应商中止服务，有哪些应急预

案 
9. LBS是未来移动互联网的发展趋势，不能阻止潜在的竞争者加入，街旁如何面
对这个问题？例如新浪和人人网都有推出地理位置的服务，是否会逐渐削弱街旁

分享的信息甚至不再开放 API开发平台？ 
10.虽然 LBS是朝阳产业，但是依旧存在被替代的可能性，街旁怎样面对被替代
的威胁？你认为街旁未来的发展方向是更侧重于地理位置的服务还是逐步向社

区转换？ 
 

b). Translate to English 

1. Do you think that Jiepang treat innovation as the behavior of the whole company or 

as a special department responsible for cooperation? Did the departments cooperate 

with each other focus on innovation? 

2. Do you think Jiepang provide a financial support for innovation, what the budget is, 

is there a long-term investment plan? 

3. Do you think that Jiepang have a innovative atmosphere? And how encourage the 

members' innovative thinking? 

4. Is there any cooperative innovation with Jiepang's customers? What are the 

difficulties in the process of innovation and how to solve? 
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5. Are there some unsuccessful innovations of Jiepang, if there is, obtain what 

experience from them? 

6. Currently there are more than 30 geographical information services companies in 

China, what are the advantages of Jiepang in these competitors? 

7. What kind of role does innovation play in the company's development? 

8. Because Jiepang provides a location service, so how is your relationship between 

the supplier of map service providers and IDCs, does these two services is in a 

monopoly position in China? If the supplier to terminate the service, do you have 

some contingency plans? 

9. LBS is the trend of the mobile Internet, we cannot prevent potential competitors 

enter the market, how to deal with this problem? Such as Sina Weibo and RenRen 

have launched a location service, will it gradually weaken the Jiepang's sharing 

information even stop the open API? 

10. LBS are a sunrise industry, but still likely to be replaced, how to face the threat of 

being replaced? Which direction of Jiepang development, is more focused on the 

location of services or the gradual conversion to the community? 

 

Appendix 2 

Responses from interviewees 

a) Co-founder:  

1. Nowadays the mobile Internet is rapidly developing, start-up can’t survive without 

the innovation, the innovation is already a very important part of our genes, 

innovation is a company behavior, of course, and some departments have more 

innovations. Only all the departments condensed into a whole so that we can keep 

efficient find new opportunities in front of the vagaries market. 

2. Should I say, Jiepang did not have a specifically financial support for innovation, 
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it sounds like some companies emphasize the implementation of execution while 

their execution is often the weakest. Most of our innovation is voluntary; we also 

have set up a variety of other funds, such as Happy Working Fund, Jiepang 

Library Fund, and build the Jiepang welfare Committee for the staff of team 

members’ life, work, and knowledge. 

3. Jiepang have a very young team, even after 1985 will become elders, in this young 

team, the abundant spirit is probably to be innovation. Young natural factors will 

produce a chemical reaction between unknown things, wonderful things, and 

changing things. 

4.  Most cooperative innovation with the customer is reflected in the different 

market activities; whether offline or online activities, Jiepang always want users to 

be happy, enjoy it, based on this exposure and move up the customer's brand. 

Because a lot of activities are the first, there is no successful experience to copy, it 

will have many problems we didn't think of, for example, once Jiepang and 

Starbucks have jointly planned a activity of ten thousands of people lit the 

Christmas tree, the marketing team and the RD team worked overtime for a long 

time, while to find away to enhance the data, while in order to have a better way 

to show. Ultimately perfect the job done, I want to thank my team. 

5. Jiepang have much unsuccessful innovative experience in the past two years, but 

these are the process of learning, cultural precept of the Jiepang is non-stop 

exploring, never wait is the main cultural. When thinking about new problems 

because it has a lot of unsuccessful experience, our team was more mature, more 

comprehensive, 999 kinds of discomfort filament materials have been tried, and 

one day we will find true filament. 

6. Jiepang and a lot of companies started at the same time two years ago, now many 

companies had disappeared or transition to do other projects in the LBS field. 

Jiepang can be said to have a small lead, it is because the Jiepang have a better 

product experience and good partners, with complete location library information, 

as well as in love with the lovely Jiepang users. 
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7. Innovation and learning are the twin engines of the company's growth, innovation 

must be the magic weapon of the company's rapid growth in the early stages, the 

role of learning when reaches a certain size will more than innovation, learn how 

to analyze data, learn for a better manage, and even learn for a better innovation, 

so that companies can keep a good momentum of development, when the market 

has become one of the Red Sea, innovation will play a leading role again, in order 

to find a new growth point, innovation has played a very important role in the 

growth process. 

8. Map service providers and server hosting is the first party, the first party's position 

will be stronger than before, these two services in China is still a lot of service 

providers, although some service providers have a larger market share, but still not 

incomplete monopoly environment. And suspension of service is unlikely, Jiepang 

still have some plans, but where the inconvenience of very fine. 

9. Jiepang focused more than any other platform, we more concerned about the 

user's quality of life and the circle of life, and focus on improving the user's 

quality of life, this is a community of life, love of community, there is no news, no 

information interfere and those are our advantages, when the influx of the 

predators, we will not undermine the information-sharing and limit the open 

platform, on the contrary, which we will continue to strengthen. 

10. Protect our users, and keep the sensitive of market, rapid actions are the Jiepang's 

key to success. In the future, we still pay attention to the product whether we are a 

tool or the community, these two parts rely on each other, and this is a healthy 

product composition. 

 

b). Market Director:  

1. Each department holds different position of innovation, products need to bring 

fresh experience to the users, market operators need make more creative ideas to show 

the product. All the departments maintain close communication to discuss the latest 
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features of experience, ensure that innovation is in all the team. 

2. Innovation requires an innovative talent reserve, who is enough to understand us 

and have the sensitivity of the industry professionals, so these people are our 

long-term investment planning for innovation. 

3. Our team is full of vitality and has much atmosphere of innovation, many 

commemorative badges, function names; slogans, etc. are all team brainstorming out, 

by making employees join into Jiepang family, make them love this product from the 

heart and inspiring their innovative thinking. 

4. Recently we have a co-operation with The North Face which is a well-known brand, 

we make a filter called “Go Wild”, Go Wild is the most important brand in this year, 

Jiepang first attempt to develop cooperation brand filter as an exclusive LBS, the 

results achieved win-win effect of brand exposure and user experience. Encountered 

during the inter-departmental communication and product departments, need to stand 

on the position of the different departments and insist on thinking over problems, and 

ultimately through efficient communication to meet the requirements of the market 

does not go beyond the bottom line of product specifications. 

5. Start-up companies in the growing experience numerous times to try to innovate 

and ultimately find the most suitable position, we summarize experience from 

unsuccessful innovation, and sometimes we may ignore the simple ease of use of the 

product and sometimes we overlooked user usage scenarios, from the above 

experience, every innovation we will see whether this innovation is meet the needs of 

most users from the difficulty of product development and user scenarios. 

6. The biggest advantage of Jiepang is the high quality of the user groups, and also we 

can cross over on different Social Networks include Facebook and Twitter. 

7. It can continue the vitality of our company, and keep the active in the industry, and 

also inspire the staffs' enthusiasm. 

c). R&D:  

1. Innovation is a behavior of a whole company. Generally speaking, most closely 



 

61 

associated departments should be the product research department and development 

department. Product innovation needs the support of the new technology. Good 

products also have a good strategy to spread. We need to explore new market models, 

research new ways of marketing. Try both the internal and external sectors towards a 

common goal, in order to achieve a breakthrough. For example, the Jiepang just set up 

soon; we want to understand a concept: What is the check-in? Why check-in? The 

concept is fresh for everyone, but faces an uncertain future. Therefore, the product 

innovation is to make able to convince our own things. Externally to be able to 

changing the way to sell the concept out, need to be able to preach to more people to 

listen, that's a bigger innovation 

2. It is too easy that if we spend only money on a thing which is able to take us to 

success. That being the case with money does not pay too much attention. But we all 

know good steel should be used wisely. But also leave some surplus grain for the 

winter. 

3. Jiepang is a young company, people will not ask you to do things definitely 

according to what kind of rules. So in Jiepang work itself is an innovative, doing 

things that others never did. Most employees of Jiepang can be self-motivated, and is 

also used to try Jiepang's culture, many of them are promoted by the Jiepang CEO 

David try and error effects, and it is also a fear and innovative approach. 

4. For example, the attempt of with the NFC Check-in can be said that is the first of 

China mainland. Making the mobile phone brands agree with the efforts of the 

Jiepang in the NFC is bound to encounter many difficulties. Suffering, for a short, we 

still need down-to-earth effort. 

5. Frankly, there should be. However, it should be said that any failure of the 

innovation would give us more or less to add some experience in this competition, 

make us more close to the success. It does not care about one mistake, but continue to 

trial and error is the key to maintain high morale. 

6. The product of Jiepang is full of passion. With our love and the users love. We do 

Jiepang is because first we think that it is useful and interesting, we want more friends 
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to play with us. But we do not just love, as well as focus. Our team members are 

young, but much of the accumulated experience. A combination of love and 

professionalism, coupled with the try fast, fail fast to help us success in the early 

competition. 

7. For a start-up, innovation is part of life. For some certain scale companies, 

innovation is a way to maintain morale and vitality. Without innovation, then it only 

will stand still, that we will be replaced by new thing one day in the future. 

8. Just as people need eat and drink. Chinese people have a natural advantage for 

Chinese food, which cannot be denied. Although China has a lot of food, but there are 

also waste oil. But we still can alive. The answer is that people will come up with 

ways to deal with, no exceptions. Knock down of a problem can be in many places, 

was knocked out. 

9. LBS is the trend, I believe a few years later this concept has been gradually 

weakening. Simple check-in will not be able to meet most people's points of interest. 

Instead, the LBS will be integrated into a variety of services to become a part of some 

services. For Jiepang, we now have a leading place in the technology and experience. 

It should move faster to find hard for their business development needs, and to this 

end efforts. The challenges for the giants to enter the LBS, which is the thing we have 

to face sooner or later. But no matter what, I believe, we are moving faster than they 

are, and our experience in this area more. 

10. Nothing is impossible; we have the contribution in real life of three million users. 

We have the impression accumulation of 2 years in brand value and product. I believe 

that these things will become a powerful weapon for fighting with storms in the 

future. 

 

   


