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Abstract

Nowadays the Internet of Things (IoT) related technologies and services are emerging. The firms,
applying new technologies as the means of service innovation or embedding new technologies into
the service elopements, are devoting their resources into technology advancing and service pro-
moting, enthusiastically daring to explore the new niche market. However, the demand of IoT is
still in the germinating stage, many related products and services are trying to figure out the ap-
propriate adoption scenarios from the consumers; on the other hand, the consumers also need
time to conceive the value of adoption. For these hinders, those early pioneers are still looking
forward to IoT market to be more mature. This article examined the value propositions of the IoT
applications, the smart life related products and services, and the perception gaps from the con-
sumers. In order to master and obtain the competitive market advocate position of propositions
effectively, this article applies the service design approach from Service Science; models the pers-
pectives by using the Enterprise Architecture; presents the service development evolution
framework, from the strategy planning to the objective realization, as the reference guidance to
contribute to the current practitioners; and also expects to play the trade wind role in Taiwan in-
dustry optimization initiative. Lastly, it gives the solid empirical cases of the innovative technolo-
gies for the latter theory development in both management and engineering fields.
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Figure 1. The innovative service thinking of electric motor car battery
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Figure 2. Sample features of the mobile app
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Figure 3. Process of key technology commercialization
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Figure 4. Influencing factors of product pricing
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Table 1. Competitive product analysis examples
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